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PREFACE 

During recent years many collections of social or friendly letters 
have been edited for school use. They have been prepared with 
care and insight, and have in many cases given not only a spur 
to the composition work in schools where they have been used, 
but they have also initiated an acquaintance with authors that 
probably could not have been made by any other means of ap- 
proach. To date, however, there has not been a single collection 
of commercial letters for school use, tho such letters are quite 
as important as the other kind, and much more important, indeed, 
for pupils in commercial schools. 

The present volume aims to present good examples of the prin- 
cipal types of the commercial letter, from the simplest and most 
obvious to the most complicated, most scientific, most artistic. 
The textual matter is kept general thruout and is intended to 
be suggestive merely; the actual letters are permitted to speak for 
themselves in very large measure. Practically all the letters in the 
book have served in the capacity for which their content indicates 
they were intended; that is to say, practically every letter has made 
its trip thru the mails and has proved an efficient agent of com- 
merce. This is a characteristic that unfortunately is not true of 
the majority of textbooks dealing with the letter, or of those dealing 
with it in certain chapters only. Letter writing can never be made 
real thru the medium of a textbook if the illustrative letters are 
especially constructed. The artificiality is always apparent. 

Business letter writing is quite as much a science and an art 
as is social or friendly letter writing. The human touch is quite 
as essential to the one as to the other. Business letters that have 
real literary flavor are by no means rarer today than are friendly 
letters that have not. As an aid and incentive to direct and 
succinct expression, — as a taskmaster for drill in unity, emphasis, 
and coherence, — practice in business letter writing is far more 
valuable in the study of English composition than practice in 
social or friendly letter writing. The letters of authors and other 
"persons of prominence" to their friends and acquaintances are 
of course interesting and delightful reading as a rule, but they are 
frequently very bad examples of construction for pupils to use as 
models. 
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The business letter permits no wanderings into the eddies of 
personal idiosyncracy, however permissible and engaging such little 
jaunts may be in friendly letters. The business letter is a busy- 
ness letter, be it remembered, and as such it must be plain and 
pointed at the same time that it is courteous and comprehensive. 
If it can contain by inference the radiance of a personality, the 
elusive lure of engagingness, the note of distinction that imbues 
the missives of Lady Mary herself, why, well and good. But 
these qualities must be found between the lines; they may not 
be played up and featured as they are in friendly letters. 

The present volume is calculated for use in both the business 
office and the schoolroom. In the former it may prove serviceable, 
it is hoped, both as a handbook and a book of inspiration to those 
called upon to do original business letter writing. In the latter 
it should be used in some term or terms of a course in commercial 
English, along with any good book dealing with the fundamentals 
of English composition. Intensive study of business letter writing 
for at least one term of the course in a commercial school is ac- 
knowledgedly necessary. The use of live letter models is likewise 
necessary if such work is to have the atmosphere of reality. It 
means the expenditure of much time, labor, and money on the 
part of individual teachers, if they are required to collect these 
live letter models from business offices thruout the country. 
The authors of this book believe, that, in assembling the follow- 
ing letter materials, they have affected a much needed economy 
for the teacher of commercial English. They would be first 
to admit, of course, that business letters must always be new 
and fresh, but they would likewise be first to insist that there are 
certain fundamentals in the business letter that remain per- 
manent. It is with these latter elements that they have been 
most largely concerned in this book. 

In view of the fact that Postal Regulations are constantly 
undergoing revision, it is not deemed practicable to include in this 
volume even the latest legislation. Circulars of information regard- 
ing the mails, both domestic and foreign, may be had for the 
asking at any postoffice, and general Postal Information is to be 
found in print in so many different publications, both public and 
private, that any reproduction of it here seems to the authors to 
be superfluous. 
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The first named in the collaboration is responsible for the 
textual matter; the second, for the collection, arrangement and 
annotation of the specimen letters. Business houses the country- 
over have been more than generous with permission to draw upon 
their letter files, as is amply proved by the variety of letterheads 
contained in the book. The task of selection has not only been 
puzzling and difficult, but, like the task of making adequate 
acknowledgment, it has likewise been extremely embarrassing. 
The riches submitted to the authors by interested business men 
have been almost overwhelming. The following enumeration of 
firms to which the authors are indebted represents but poorly 
their actual indebtedness. It is the best, however, that can be 
done in the most conventional of " printed places" called a preface. 
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COMMERCIAL LETTERS 



CHAPTER I 
INTRODUCTORY 

Man, money, and message, — character, coin, and correspond- 
ence, — these are the prominent points in the triangle of business. 
Whether it be big business or little business, man is in command, 
money is the ammunition, and correspondence signals the action. 

It is impossible to estimate with accuracy how much of the 
world's business is conducted by correspondence, but seventy-five 
per cent, is conceded by business men to be a conservative estimate. 
Many business houses conduct all their transactions by means of 
letters. Many others conduct a major part of their transactions by 
this means. There is not one that is not in some measure dependent 
upon letters for the transaction of its business. The business pros- 
perity of the country depends to no small degree, therefore, upon 
the force and power and efficiency of its commercial letters. 

What proportion of mail matter is commercial in its nature is 
also impossible of exact calculation, but here again seventy-five 
per cent, is a conservative figure. It is said that upwards of 800,000 
business letters are mailed on the afternoon of every business day 
in New York City alone. If this be true, think then, if you can, of 
the enormous number of letters that are sent out from all the busi- 
ness houses of the country and of the world. The following figures 
are similarly staggering in their hugeness. They are taken from the 
actual reports of the Post Office Department of the United States: 

In 1916 this country required the services of 76,880 carriers to 
handle its mail. The rural carriers alone covered mail routes aggre- 
gating 1,037,259 miles. The total cost of rural and city deliveries 
combined was $95,136,818. There were 11,671,842,200 postage 
stamps issued, 1,853,791,461 stamped envelopes and wrappers, and 
1,047,894,800 postcards. The number of pieces of mail matter of 
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all kinds handled is estimated at over 20,000,000,000. Uncle Sam 
provides 55,934 post offices for the proper care of his mail and in 
1916 he paid out $31,086,525 to his postmasters alone. 

These are but a few of the startling figures that center around 
that little sealed envelope that comes to you with news of business 
or, it may be, of love. They make its romance the more romantic if 
possible. Some one on the other side of the earth writes you a per- 
sonal word. It is sealed in an envelope, addressed and stamped. 
It travels, personally conducted, in almost as much state as a 
potentate. There are special steamers for it. There are special 
trains for it. There are special, uniformed officers to look after its 
" change of cars" and its personal safety. There are safes and 
vaults for its safe keeping. There are special detectives to protect 
it from contamination, from perilous places, in perilous times. And 
if any one dares to accost this little traveling message, to tear it 
open and read its contents, he is liable for offense against the gov- 
ernment and may be fined or imprisoned, or both. Letters — 

"They are those winged postillions that can fly 
From the Antarctic to the Arctic sky, 
Protected safe unto their journey's end 
From aught of misadventures that portend." 

Commercial letters have always been important. They have a 
worthy and dignified ancestry and history. They are the most 
coveted of historical documents, for they give, as no other sort of 
documentary evidence can, the details of the daily life and custom 
of ancient races. A little peep into early commercial correspondence 
may be interesting; it may also help to increase our respect for the 
letter writing that we ourselves have to do and that we not infre- 
quently regard as an irksome task. 

Among the buried papyri of the Nile, recovered comparatively 
recently thru the Egyptian Exploration Fund, are many curious 
letters of all descriptions. Social notes of one kind and another 
abound, but there is a goodly number that have to do with business 
matters. It seems to have been the usual thing then, as it now is, 
to request by letter that a certain commission be performed. Among 
the papyri is a letter, for instance, from a woman asking her brother 
to buy a fish for his father, and another from a boy asking his father 
to buy him a lyre. A certain slave holder writes to another regard- 
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ing the sale of slaves. One Troilus writes to his sister to have his 
tunic properly made and generously colored. Another letter re- 
quests that "two drachmas' worth of a white violet color be matched 
and purchased," for the which six quarts of apples accompany the 
request. An indignant father writes to his son, " Aunes, the donkey 
driver, has bought a rotten bundle of hay at twelve drachmas, a 
little bundle and rotten hay, the whole of it decayed and no better 
than dung." Such other subjects as the embarkation of corn, deal- 
ing in contraband oil, the arrest of striking quarry slaves, the engage- 
ment of a mouse catcher to rid a man's house of the pest, are all 
treated in these crude but interesting early letters. 

Perhaps the earliest collection letter of which there is record 
is the following, written by Sarapammon to Piperas, "Let me tell 
you that you owe me seven years' rents and dues; so, unless you 
now send discharges, you know the danger." Debts were evidently 
allowed to run for some little time in those days, and were as diffi- 
cult of collection as they now are occasionally. But such exhorta- 
tions as this one of Sarapammon's show that man's letter nature 
has been very much the same thru the ages. The quaint and inti- 
mate quality in these old documents show them to be really very 
human and very modern. They link the present with the past in 
such a way as to make the one seem extremely ancient or the other 
extremely modern. What is more important, they show us. clearly 
that commercial letters, or letters that deal with commercial matters, 
share with other types of written composition a very early origin. 

When, about 1400 B.C., certain Babylonian kings and governors 
of Phoenicia and Palestine wrote letters on papjrrus to the Pharaohs 
of Egypt, they wrote in large part about matters pertaining to com- 
merce and industry. When Proetus despatched Bellerophon, with 
whom his wife had fallen in love, to Iobates, King of Lycia, with 
instructions that Bellerophon be put to death, he wrote a letter that 
was extremely business-like, if not entirely of a business nature. 
It is told by Herodotus, that, when Histaeus wished to make Anaxag- 
oras revolt, he was afraid to communicate with him by the ordinary 
form of letter. He therefore shaved the head of his most faithful 
slave, tattooed the message upon his scalp, allowed the hair to 
grow again, and then sent the slave to Anaxagoras. History has 
long since proved that the message was effective. It was probably 
the most human letter ever written. And, since war was, is, and 
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ever shall be a business, it was likewise a business letter. When 
Philip of Macedon wrote to the Athenians to inform them of his 
reasons for declaration of war, he issued a communication that 
had serious commercial significance. When Cicero wrote to one 
of the conspirators after Caesar's assassination, "I congratulate you. 
I rejoice for myself. I love you. I watch your interests. I wish for" 
your love, and to be informed what you are doing and what is being 
done," he wrote what was in part, at least, a commercial letter. 
When Caesar wrote to his agent Oppius, "On the 9th I came to 
Brundisium. Pompey is at Brundisium. He sent Magius to me 
to treat of peace. I gave him a suitable answer," he wrote a letter 
that was of commercial significance. The letters from Cicero to 
Atticus as well as those from Symmachus to Cassiodorus deal to a 
great extent with commercial matters. 

It is not maintained, of course, that these early communications 
were consciously business letters. They were not. The business 
letter became fully conscious of itself and of its powers only very 
recently. But they were letters treating of business subjects and 
their style was very often so clear and direct, that they might well 
be used as models for business letter writing at the present time. 
Some of them were extremely modern in both tone and treatment. 
And the early letter writers were modern in other respects also. 
Cicero kept copies of some of his letters, as he himself informed a 
correspondent when told that one of his letters had been lost. Plu- 
tarch records that tso'crates was taken by General Timotheus to 
look after his correspondence. Thus, Isocrates was probably the 
earliest of private secretaries and filing clerks. 

The formal parts were not entirely lacking in these early letters. 
Sometimes they were very directly stated, and they very often 
appear quaint and humorous to us now. Philip's letter above 
referred to opened thus, — 

"Philip, to the Senate and People of Athens." 

He closed it with a simple, — 

"Farewell." 

Another salutation from this early time runs as follows, r— 

"Cornelius to his sweetest son, Hierax, Greeting." 

And another, — 

"Ptolcmaus to Heraclides, Greeting." 
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The envelopes were addressed with equal simplicity and directness, — 

"ToTroilus," 

"ToFaustusatNekle," 

"Deliver to my brother Archelaus," 

"Deliver from Dionysius to his sister Didyme." 

This may be more than a peep into commercial epistolary his- 
tory, but it is merely an item compared to what might be done. 
Much has been written about the social and friendly letter of both 
past and present. Large numbers of such letters of all periods have 
been published, regardless of the privacy or even the sacredness of 
their content. The poet, Pope, remarked, "The printing of private 
letters is the worst sort of betraying conversation, as it evidently has 
the most extensive ill consequences." In spite of his severe dictum, 
however, private letters continue to be published and never fail to 
furnish absorbing reading. But commercial letters, of whatever 
period in history, read with a similarly absorbing interest and are 
first in value among those documents that help us to get at reliable 
information regarding historical transactions. Yet, very little has 
been done for the student of either history or business to enable 
him to study commercial correspondence in unified and sequential 
form. The systematized study of the social letter has shown France 
to be the country that excels in this type of composition. When 
materials are properly in hand for the systematized study of the 
business letter, America will be found, it is hoped, to be the country 
that excels in this type of composition. 

In the consideration of all the glamour of letter statistics and 
letter romance and letter history, it must not be forgotten that 
after all there are many letters in history that are totally worthless 
as history; that there are many that are so rude and clumsy in 
form and so foolish in content that they are completely without ro- 
mance; that there are thousands sent thru the post office every day 
that waste both time and money in the attention they require for 
their transit. It is little short of a crime to use the vast machinery 
of the post office for the despatch of worthless cards and letters. 
Figures more astounding than any yet presented would stare us 
accusingly in the face if an estimate could be made of the amount 
of mail matter that should never be sent out, together with the cost 
involved in looking after it. 
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The old-fashioned letter beginning, "This comes to inform you 
that I take my pen in hand to let you know that I am in a perfect 
state of health, hoping you are the same," has been much ridiculed. 
However stilted, stereotyped, and superfluous this opening may 
now seem to us, it nevertheless has the merit of being personal. "I 
take my pen in hand,". whatever else it may be, is undoubtedly com- 
plimentary. The quill had an individuality that the machine can 
never have. Modern American inventiveness has returned the 
poetic quill to the grateful bird. It has provided such mechanical 
perfection for the writing of letters that even the steel pen is ren- 
dered superfluous. It has thus increased tremendously the letter 
achievement of the business office. Thousands of letters may now 
be composed and sent out in the time formerly required for the 
writing of a dozen or so. The business man now talks his letters 
into a machine. This machine utters them forth to another. This 
machine in turn passes its impression of those letters on to still 
another; and so on, until the office mail is sent in assorted bags to 
the post office. The entire letter composition is processed by ma- 
chinery, — a composition devoutly to be wished, certainly, by the 
busy business man. 

But, something may have been lost in all this, — something, 
that is, besides the quill and the I-take-my-pen-in-hand preamble. 
The typewriter had to fight to make its way when it first appeared. 
There are business men in certain foreign countries who to this day 
refuse to have their letters typed. They cannot bring themselves to 
send out warm, human thought in cold, mechanical type. Not so 
very many years ago the American business man woke up to the 
fact that his letters had been robbed of a certain valuable "some- 
thing" by the very perfection of the mechanical appliances in his 
business office. Returns from his correspondence showed him, 
that machinery had made his letters mere automata in the official 
routine of his work. He therefore entered upon a campaign of 
polish; that is, he began to concentrate upon the refinement of 
his business letter content. He realized that if he could make hi*, 
letters thoroly readable and interesting, they would get themselves 
read and bring about efficient results in spite of their mechanical 
manufacture. And so there soon came to be specialists in business 
letter writing. He hired them. They were to supply so much tone 
and humanity and personality and intimacy to his letters that the 
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machine-make would seem trivial in comparison with the engaging, 
gripping, and original quality of the reading matter. 

By and large this has proved to be an excellent course. It has 
shown very clearly that business letter writing must be both scien- 
tific and artistic, and that it affords a field of work for those who are 
willing to apply both effort and talent to it. It has confirmed the 
belief of those who maintain that it does not matter nearly so much 
about the letter manufacture as it does about the words, phrases, 
clauses, sentences, and paragraphs that the letter contains. On the 
other hand it has proved that caution and discretion are necessary 
to a very high degree on this side of the case. It has shown that a 
too nice refinement, a too transparent polish, a too exquisite finish 
of the letter content may defeat the very ends which the letter is 
constructed to achieve. This is the error that the letter writing 
specialist is likely to make. He becomes so expert that he presents 
a finished letter rather than a forceful one. He out-perfects perfec- 
tion, and thus disqualifies his letter as seriously on the side of content 
as does the machine on the side of manufacture. Simplicity, sin- 
cerity, naturalness, are all lost in the studied art of workmanship. 
The reader misses the point because of the pyrotechnics. 

This book aims simply to set forth many different styles of the 
different kinds of commercial letters. There can be no such thing 
as a "complete letter writer," tho there have been books in the past 
that assumed this ambitious aim. An attempt is made here only to 
formulate a few general rules and classifications. But rules are 
ideals, and classification of any sort is a convenience merely. The 
rule, like the ideal, must be kept "just beyond." If we could live 
up to rules fully, — realize our ideals, — we should have to formulate 
new ones at once. Otherwise we should have nothing to look for- 
ward to, to attain to, to live for. And the classification that is hard 
and fast instead of elastic and adjustable, fails to serve in the very 
purpose for which it is devised. All of which is to say simply this: 
Know the rules of the business game called business letter writing, 
but be versatile enough to take liberties with them all along the line. 
Every letter is or should be an individual. Like a human being it 
is attended with conditions and circumstances peculiar to itself 
and different from every other. Rules, however emphatically laid 
down, are never special and individual, but general. Classifications, 
however closely drawn, are subject always to contraction and ex- 
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pansion. It follows, therefore, that the illustrative letters in this 
volume may not only fail to observe strictly the rules immediately 
preceding them, but they may even violate some of those rules. The 
illustrative letters that are placed under one heading may be placed 
with almost equal fitness under some other classification. No single 
letter can be held as strictly one sort of letter only, but every letter 
is as fluid in classification as it is evasive of rule. Only the most 
general application of either can be made to that which is both a 
difficult science and an elusive art. It is this very fluidity in the 
character and make-up of the business letter that makes it at once 
an efficient agent in the conduct of business and, in many cases, a 
by no means insignificant form of literature. Just as soon as rules 
are too strictly followed and classes too minutely differentiated one 
from another, individuality and distinctiveness are lost. This is 
itself a rule that applies to nothing with greater force than to the 
writing of business letters. 

The authors of this book have made twcf general classifications 
of commercial letters, — those that are written by employers and 
those that are written by employees. Each group contains a variety 
of types that are by no means as distinct from one another as the 
titles of chapters would seem to indicate. Certain rules are likewise 
set down for the different types. But here again, as above pointed 
out, occasion may demand as many exceptions as rules. As a matter 
of fact the five following fundamental rules for all kinds of letter 
writing are the only ones they would insist upon and they would be 
first to concede exceptions even to these,*— 

1. Never be flamboyant, either in statement or in stationery. 

2. Never write about more than one thing in a single letter. Better 

write two or more letters if you are obliged to write to a house on 
two or more subjects. 

3. Never write a business letter of more than one page in length. With 

rare exceptions you should be able to say all you have to say within 
this scope. Cultivate brevity. 

4. Never write for effect. Write always and only as you feel. Let 

your letter be you yourself speaking as you feel and think. 

5. Never send out a letter that is slovenly in appearance or dowdy in 

make-up. 

The following diagram, used here by permission of the Old Hamp- 
shire Bond Company of South Hadley Falls, Massachusetts, fur- 
nishes an excellent idea of the extensive part played in the large 
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business house by the correspondence offices. Provision for these 
offices sometimes means the expenditure of thousands of dollars a 
year and requires detailed supervision. Study the plan closely. It 
will impress you, as perhaps nothing else will, with the importance 
of making your business letters perfect before sending them out. 
You will appreciate that, in view of the elaborate organization and 
equipment required by big business to take care of its correspondence, 
it is economically necessary to make every word, every syllable, 
even every punctuation mark, of a business letter count for the 
utmost: 

Cost Chart for Business Letters 

"—{E5V 



DIRECT 
COST 



INDIRECT 
COST 



Stationery 



Salary 



Equipment 
and Sup- 
ples 



Waste 



► affixing machines 

Envelopes 
Letter heads 
Printing 
Carbon copy sheets 

Dictators 
Stenographers 
File clerks 
Mail boys 

Desks and typewriters 
Office and mailing appliances 
Ribbons 

Stenographer's supplies 
Filing cases 
Filing supplies 

Lost time 
Spoiled stationery 
Returned mail 
Loss of stamps 



Overhead f Office manager and other 
Salaries\ contributing services 



Office 

Expenses' 



Rent 

Light 

Heat 

Taxes 

Insurance 



CHAPTER II 
THE MECHANICS OF THE COMMERCIAL LETTER 

The form and appearance of a commercial letter may have much 
to do with making it an effective business agent. You should feel 
that your letter is a part of you. It speaks for you and you may 
be sure that it looks like you. You are judged by it. Therefore, 
you must see to it that it represents you at your best. It must be 
neat and clean. There must be no blurred and untidy erasures, no 
soilure or finger marks. The best typist does not touch her letter 
with her hands at all, for she knows that, no matter how clean the 
hands may be, finger marks are inevitable if she handles the paper. 
She is likewise careful to have the type on her machine clean so that 
o's and e's will not appear as solid black spots. Plain, open, reason- 
ably large type is easiest to read, and it goes without saying that 
letters cannot be made too readable for those who receive them. 
The individual parts of commercial letters are usually written in 
single spacing, but all the parts, as well as the paragraphs in the 
body of the letter, are made to stand out separately and distinctly 
by means of liberal spacing. The reader is thus able to distinguish 
one part from another, one paragraph from another, at a single 
glance. 

Plain, unruled, preferably white paper of good quality is best 
for business correspondence. Many houses use one style of paper 
only for all the correspondence they do, namely, the standard 
commercial stationery 83 by 11 inches. Other houses use dif- 
ferent styles of stationery for different classes of correspondence. 
Still others departmentalize the various kinds of correspondence 
by the use of stationery of different sizes and colors. Size and color 
may also prove valuable in making sales letter tests and in tallying 
up returns from different groups of prospects. Houses that make 
use of an inferior quality of stationery for correspondence with 
people whom they regard as less discerning than others, are not 

10 
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only making a dangerous distinction, but they are resorting to a 
cheap policy as well. 

The mechanical make-up of the commercial letter is in general 
the same in all houses. There are, however, certain individual 
departures that may be important. The chief correspondent in a 
business house should make it a rule to have the letter forms of his 
house run off in sufficient number to supply every typist in his de- 
partment. Such forms should also be posted in the correspondence 
offices. In case no such convenience is arranged for the typist, she 
should make it a point in taking up work in a new office to observe 
closely from the letter files what the house correspondence forms 
are. In case she does not have access to the files, she should make 
certain by inquiry or other means what the forms are, before she 
attempts to type a single letter. 

The first impression of a letter, like other first impressions, is 
likely to be a lasting one. The picture that it presents on first being 
opened is, therefore, worth considerng. A good letter picture can 
be secured by, — 

1. Placement, that is, the placing of the letter in the middle of the 

letter page with about equal margins on all sides. 

2. Proportion, that is, the arrangement of the letter content so that 

certain spots will not seem fuller and heavier than others; so 
that there will be balance among the parts. 

3. Partitioning, that is, setting the parts of the letter so that they will 

stand out clearly and even emphatically. 

Number 3 is the most important consideration in getting the 
letter picture harmonious and dignified. There are seven formal 
parts to be placed and balanced in the commercial letter, — 

1. The heading. 

2. The inside address. 

3. The salutation. 

4. The body. 

5. The complimentary closing. 

6. The signature. 

7. The special data. 

The best usage in each of these parts is discussed seriatim below. 
Examples of letter pictures will be found at the end of this chapter. 
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The Letterhead 

Business houses have a certain amount of printing on their 
stationery. This is placed at the top of the sheet and rarely covers 
as much as a quarter of the page. It consists of the firm name and 
address, together with the character of the business. It may also 
include telephone number, cable address, names of officers, location 
of branch houses, name of special office or department, trade slogan, 
and other data. The letterheads of banking houses usually carry a 
statement of capital and surplus in either corner at the top. In 
case a picture is placed in the letterhead, it should be small and 
clear. While the letterhead is a form of advertisement, it should 
nevertheless be kept as simple and dignified as possible, otherwise 
it may detract from the content of the letter which it is primarily 
devised to accompany. The letterhead of a single firm would not 
of course include all the items above named. It would make a 
top-heavy appearance and cheapen the stationery, if it did. The 
extension of letterhead matter down one or both sides of business 
stationery is bad business form. Bright colors and elaborate dia- 
grams should have small if any place in letterheads. The average 
house can well afford to reserve all color and graphic display for 
its catalogs and enclosures. Its letterhead should be informing 
merely, not assertive, not aggressive. 

The date line is gradually falling out of use as a part of the 
printed letterhead. A line such as the following, — 

New York, . : 19 . 

at the lower right-hand side of the letterhead, was to be found on 
practically all business stationery up to ten years ago. The best 
usage at present omits it entirely, the typist inserting the date at 
this place in some form such as the following, — 

November 12, 1917. 



Dec. 15, 1917. 

19 17 
Nov. 12 

Nov. 12, 
19 17. 
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12 November, 1917 

March twenty- first 
19 1 7 

December 

Fifteenth 

1917 

Letterheads may be engraved, printed, lithographed, or in script, 
the preference being in the order named. Pages 14 and 15 show ex- 
amples of good letterheads. 

The Heading Written by Hand or by Machine 
(1) The following are good forms for written headings, — 

135 State Street, 
Chicago , Illinois , 
December 16, 1917. 



125 Hoover St. , 

Los Angeles, Cal., 
October 20, 1917. 



301 Market St. 
Philadelphia Pa. 
Nov. 1 1917 



225 Euclid Ave., Cleveland, Ohio, 
December 20, 1917. 



December 20, 1917) 
225 Euclid Ave., Cleveland, Ohio. 



25 Broadway, New York City, 
January 1, 1918. 



27 Sixth Avenue 
New York City 
January 1 1917 
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February 17, 1917. 
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A.W. SHAW COMPANY 
PUBLISHERS 
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THE PROGRESSIVE COMPOSITION COMPANY 

804-806-808 SANSOM STREET 



Philadelphia, ..January 29,*. 



L. X. aaarvABB 



c. I. WntinT 



a£ i^ai*? sn** 21. wis. 



»•* ABO r» W 




J. B. Lippincott Company 

Publishers 
Washington Square 



London 
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Fifth Avbnue Bus Advertising 




MPVOCCUUS 



HENRY HOLT AND COMPANY 



19 WEST 44TH STREET 
May 7th 1917 
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(2) The conventional place for the heading is at the upper right 
corner of the letter. The illustrative letter pictures on pages 40 
to 46 show what liberties may be taken with this placement. There 
is a growing tendency to start all letter parts from the same margin. 
It is more convenient for the typist to do this, and the proper spac- 
ing between the parts prevents any confusion in reading. 

(3) It is incorrect to place the date between the names of places, 
thus, — 

16 K Street, 
October 30, 1917, 
Washington, D. C. 

Coherence demands that names of a kind be kept as closely together 
as possible. 

(4) It is not the best form to put names of places and dates on 
the same line, except in those cases where the printed date line 
requires it, as, — 

18 Broadway, New York, Dec. 23, 1 917 . 

(5) Punctuation may seem of small concern in the letter parts, 
but as a matter of fact, error in its use signifies a disregard for detail 
that may react uncomfortably for the one who errs. If the policy 
of a house is to omit punctuation from headings and addresses, 
then the omission must be consistent, that is, commas must not be 
omitted in some places and used in others. At the present time 
letter writing seems to be in the very midst of indecision in this 
respect. Some houses omit punctuation of letter parts altogether; 
others hold to the old punctuation conservatively; others are not 
careful and decisive in the matter and the consequence is that their 
letters are inconsistently punctuated. In the omission of punctua- 
tion it must be remembered that the period may not be omitted 
from abbreviations. If punctuation is used, a comma must be placed 
after each separate unit of time and place indicated and the best 
usage requires a period at the conclusion of each part. The comma 
thus used takes the place of a word, — 

125 Lenox Avenue , (in) 
New York City, (on) 
Oct. 25, (in) 1917. 
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If the comma is not used, care must be taken not to run the parts 
too closely together, otherwise a confused reading may result, — 



Bad.. 


. .Chicago 


111. 


Good.. 


. .Chicago 


Ill 


Best.. 


. .Chicago 
111. 





It is customary in England to place a comma between the street 
number and the name of the street, the comma standing for the 
word on, thus, — 

321, Oxford Street, 

London, 
England. 

But this is not an allowable usage in America. 

(6) The sign # or No. should not be placed before numbers. 
The abbreviations th, nd, rd, d, uU, prox, inst., are falling into 
disuse. The heading (and what is said here is true likewise of the 
address) should be stated in its simplest terms. Such abbreviations 
as the above tend to retard rapid reading. 

(7) The names of numbered streets and avenues should be 
written out as a rule. In case figures are used they should be 
clearly spaced from the house number when they stand next to 
it, as, — 

150 Fifth Avenue 

142 Fifteenth St. 

42 West 72 St. 

130 169 St. 

If this is not done the street number may be read as part of the 
house number and confusion will result. 

(8) It is proper to refer to the month by number in short notes, 
but not in letters, thus, — 

Nov. 10, 1917. 

should not be written, — 

11/10/17 . 
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in the heading of a business letter. In America the month is usually 
placed first in writing a date. Abroad, the day is usually placed 
first, — 

American December 21, 1917. 

European 21 December, 1917. 

(9) In letters of an extremely formal nature, such as a letter to 
the mayor of a city, the dates may be spelled out in full, — 

December Tenth 
Nineteen Hundred Seventeen 

(10) The heading written by hand should rarely consist of less 
than two lines. Three are usually required. These lines may begin 
on a vertical or a diagonal margin, according to the plan of margin 
adopted in the letter. It is well to remember that the margin used 
in the heading establishes what should be the margin rule thruout, 
including the address on the envelope. (See pages 40 to 46.) 

(il) If the abbreviation of one state or city is similar to thact 
of another, the name had better be written out in full. Colo, and Cal. 
are frequently confused. In view of the fact that mail must be 
assorted rapidly, "safety first" should be the rule in writing such 
names. 

The Inside Address 

(All of the items under this title, except number 3, apply to the 
outside or envelope address as well.) 

(1) The inside address consists of the name and address of the 
person or firm written to. It should be exactly like the one used on 
the envelope. Some business letter writers are careless in this matter 
and omit the street and number, giving only the name of the city. 
This is of course a particularly serious omission when the window 
envelope is used. The following address forms are good, — 

Mr. James Wiley, 

325 Beacon Street, 

Boston, Mass. 
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James Wiley, Esq.. 
325 Beacon St. , 
Boston, 
Mass. 



Frederick Loeser and Company 

Brooklyn 

New York 

Walter Baker and Company, Ltd., 

Dorchester, 

Mass. 

(2) In case two street names appear in the address they should 
be connected by "and" or "&" or "at," or they may be separated by 
a dash only, thus, — 

Fifth Avenue & 38 Street 
Fifth Avenue and 38 St. 
Fifth Avenue at 38 St. 
Fifth Ave. - 38 St. 

(3) The address should be placed a line or two below the heading, 
on the left-hand side of the paper. It begins on the left-hand margin 
line, stands directly above the salutation, and is separated from it 
by a double or triple spacing. In business letters of an extremely 
formal nature (sometimes called official letters) the inside address 
may stand at the lower left-hand part of the letter, a* line or two 
below the signature, starting from the left-hand margin. When a 
letter extends over one page, the inside address should be placed 
both at the beginning and at the end, in the positions above indicated. 

(4) A single woman is addressed as Miss; this is not an abbre- 
viation and should not be followed with a period. 

A married woman is addressed as Mrs.; this is an abbreviation 
and must be followed with a period. 

Two or more women are addressed as Misses, Ladies, or 
Mesdames; these are not abbreviations and consequently should not 
be followed with a period. They are sometimes preceded by The, as, 

The Misses Davidson, Misses James, 

Misses Turner and White, Mesdames King and Gordon, 

The last is somewhat unusual in English. 
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A man is addressed as Mr. used before his name, or by Esq. 
used after it. Both are abbreviations and must be followed with a 
period. Both forms should not be used in the same address. 

Two or more men are addressed as Messrs., an abbreviation of 
Messieurs. This abbreviation should never be written Mess, or 
Messers. f and it should always be followed with a period, of course. 
This form of address is used, however, only with actual names and 
not with a company name even tho it may contain the names of 
individual men. The individual name that stands for an incorpora- 
tion may be preceded by The, but according to a better usage, it is 
written without any form of address before it; thus, — 

Messrs. Jones and Smith 

or The Jones and Smith Company 

or Jones and Smith Company 

or James Butler, Inc. 

or Richard Hudnut 
not Mr. John Wanamaker 
not Messrs. Saks and Company 
not Messrs. Richard Hudnut 
not Messrs. Standard Oil Company 

Dr. is used before a doctor's name or before the name of one who 
has taken a doctorate degree from a college. Rev. or Rt. Rev. is used 
before a minister's name; Prof, before a professor's name; Hon. 
before the name of a statesman or any one who is prominent in 
civic affairs. All of these are abbreviations and should be followed 
with a period. " _..-.".. 

In addressing a high official of state, the titlie is commonly pre- 
ceded by The or His, the latter being the more customary in foreign 
countries, the former in this country; thus, 

The Honorable Woodrow Wilson, 

President of the United States, 
or 
His Honor, the Mayor of Philadelphia, 

or 
The Honorable James Gerard, 
etc. 
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(5) It is not the best form to follow the name in an address with 
title of office or scholarship, especially when it has been preceded 
by some abbreviated title; thus, — 

not Prof. James Thompson, M,A. 
but Prof. James Thompson, 

or James Thompson, M.A. 
and Mr. Thomas Winthrop James, . 

President, James Clothing Company, 
or Thomas Winthrop James, President, 
The James Clothing Company, 

In other words, the best usage requires one title only, either before 
or after the name. The custom in England varies from this some- 
what; it is not uncommon there to use titles both before and after 
names. 

(6) The inside address may not designate an individual by name, 
but it may use a group name instead; thus, — 

To the Directors, 

United States Steel Corporation, 
or 
To the Directors 

of the United States Steel Corp., 
or 
To the President and Secretary 
of the Tenner Hard Wood Company, 
Harrishurg, 
Pa. 
Gentlemen: 

(7) Care should be taken in addressing firms to write the firm 
name accurately and in accordance with the preference of the firm 
addressed. Some firm names are hyphenated; others are not. An 
inaccuracy may or may not prove serious; but it signifies careless- 
ness in regard to detail on the part of one who does not notice 
exactly what the firm name is. Observe these, — 

The David and David Company, 
Messrs. Jones, Smith, and Adler, 
The Thompson-Starrett Co. 
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(8) See item number 5 on page 16. What is said there regard- 
ing punctuation in the heading applies with equal force to punctua- 
tion in the address. 



The Salutation 

(1) The following are allowable salutation forms for commercial 
letters. They are arranged in order of preference, — 

Dear Sir: Dear Madam: 

My dear Sir: My dear Madam: 

Gentlemen: Ladies: 

Dear Sirs: Mesdames: 

Sir: 

Sirs: 

Madam is used for either a married or an unmarried woman. 

My dear Sir: and My dear Madam: are considered somewhat 
more formal than the other salutations. Dear in this three-word 
salutation may or may not be capitalized; the best usage does not 
capitalize it. 

Gentlemen: has very largely supplanted Dear Sirs: and My dear 
Sirs: as a salutation. 

Sir: or Sirs: may be used in exceptionally formal cases. It is 
sometimes indicative of strained relations between correspondents. 
In England, however, these salutations are far more common than 
they are in America. 

My dear Mr. Bailey: or Dear Mr. Spinney: are allowable salu- 
tations in case the correspondents have corresponded on previous 
occasions. 

(2) The proper salutation in a letter to an incorporated firm 
conducted under the name of a single individual is Gentlemen: 
thus, — 

John Wanamaker, 
Broadway and Ninth St., 
New York, 

Gentlemen: 

The name in all such cases is not only the name of an individual but 
it is a trade and a company name as well. 
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(3) It is crude and impolite to use an abbreviated salutation, 
as,— 

Messrs: 

Gents: 

Miss: 



(4) The salutation should be written in the upper left-hand part 
of the letter, beneath the inside address and separated from it by 
two or three spaces. It should start at the left-hand margin. The 
mistake is sometimes made of writing it on a continuous, diagonal 
line with the address, thus, — 

not The Ronald Press Company, 
20 Vesey Street, 
New York City. 

Gentlemen: 



but The Ronald Press Company, 
20 Vesey Street, 
New York City. 

Gentlemen: 

The salutation really constitutes a new paragraph in the thought 
divisions of the letter and, as such, it must stand apart. 

(5) The salutation in commercial letters is followed by the 
colon, according to the best usage. It may be followed, however, 
by the comma, by the comma and dash, or by the colon and dash. 
It must never be followed by the semicolon. 

The Body 

(1) The body of the letter may begin on the same line as the 
salutation, immediately following it; it may begin on the line below, 
immediately following it; it may begin flush with the left-hand 
margin; it may begin on a line vertical to the heading and the com- 
plimentary closing. (See pages 40 to 46 for the different openings 
of the body of a letter.) 

(2) The body of the letter should be paragraphed and the para- 
graphs should be kept as short as possible. The writing may be 
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single spaced or double spaced; the single spacing is preferable, 
however. The paragraphs should be distinctly separated from one 
another by double or triple spacing. The whole question of spacing 
between lines and between paragraphs depends to some extent of 
course upon the content of the letter. Double spacing may be used 
to good advantage in a short letter, and the letter picture gaged 
accordingly. In cases where the letter content is long, however, the 
single spacing should be used. 

Paragraphs may begin in the conventional form, that is, by 
indention; or every line in a paragraph may be flush with the left- 
hand margin, the paragraph separation thus depending entirely 
upon spacing; or the first line may start at the left-hand margin 
and the others be set in to the right (See pages 40 to 46 for the 
different styles of paragraphing.) 

(3) The length of a letter should be carefully noted by the writer 
before he starts to write it. A short letter should be placed in the 
middle of the sheet. A longer one should be proportionately gaged, 
and the spacing in the one may be double and in the other single, 
as pointed out under number (2). Ample margins should be left 
on both sides of the paper, and the spaces at top and bottom should 
not give an impression of crowding. The left-hand margin must 
and can easily be kept even. It is impossible of course in hand- 
written and in typewritten letters to keep the right-hand margin 
exactly even, but it should be kept as nearly so as possible. 

(4) The body of the letter should start immediately with the 
business in hand. "Yours of 23 inst. received and contents noted " 
is now a companion bromide of "I now take my pen in hand," etc. 
A better opening is this, — " Thank you for your order of Jan. 23. 
Shipment will be made/ 7 etc. 

(5) The participial closing has likewise passed. "Hoping that 
I shall receive a favorable reply" is no longer used by the best com- 
mercial letter writers. It means nothing at all, it is a waste of time, 
and, like " Thanking you in advance," it is little short of presumption, 
not to say impertinence. 

The Complimentary Closing 

(1) The complimentary closing may begin in the middle of the 
page, beneath the last line of the body; it may begin on the same 
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margin as the heading; it may begin at the left-hand margin. (See 
pages 40 to 46 for placement of complimentary closing.) 

(2) The following are good complimentary closings, — 

Very truly yours, 
Yours very truly, 
Truly yours, 
Yours truly, 
Sincerely yours, 
Yours sincerely, 
Respectfully yours, 
Yours respectfully, 
Cordially yours, 
Yours cordially, 

The first or the second is best for business correspondence. Respect- 
fully submitted is more appropriate as a complimentary closing in 
submitting statements or reports. 

(3) A comma should always be placed after the complimentary 
closing. 

(4) The first word only should be capitalized in a complimentary 
closing. 

(5) Abbreviations should never be used in the complimentary 
closing, such as Yrs. for Yours> Resp'y for Respectfully, etc. 

(6) Care should be taken not to write Respectively for Respectfully. 

(7) In certain foreign countries much more elaborate compli- 
mentary closings are used than any of those given above. "Believe 
me, your most obedient servant" is by no means uncommon, even 
in the ordinary letter of business. In America the complimentary 
closing is elaborated only in letters of an official nature. 

The words "I remain" or "and oblige" before the complimen- 
tary closing proper should be avoided in the commercial letter. 
Not only do they tend to weaken the ending of a letter, but they 
frequently confuse the grammatical construction. They are more- 
over superfluous and meaningless, and the tendency in commercial 
letter writing is to strip the letter of every possible word that is 
not actually necessary to the understanding. In case these words 
are used, however, either alone or in connection with a participial 
closing, they should not be followed by a comma and they should not 
be written on the same line with the complimentary closing itself. 
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But the participial closing must read along with the "I remain" or 
the "and oblige" and along with the complimentary closing and the 
signature, as a continuous grammatical construction. It must bear 
the test of sentence analysis, even tho its parts appear on separate 
lines. 

(a) Not I remain, 

Yours sincerely, 

Thomas Brown. 
(&) but I remain 

Yours sincerely, 
Thomas Brown. 



(c) Not Trusting that you will rectify the error ' 

and ohlige, 

Yours very truly, 
Thomas Brown 

(d) but Trusting that you will rectify the error, 

I remain 

Yours very truly, 
- Thomas Brown 

The participle trusting in (c) has no word to modify and the con- 
struction is, therefore, faulty. Example (d) may be analyzed as a 
perfect sentence, all the way from the word trusting down to and 
including the signature. 

" (8) The complimentary closing must be written on a line two 
or three spaces below the last paragraph of the body of the letter 
and it must stand alone. 

The Signature 

(1) The signature should follow on the line immediately follow- 
ing the complimentary closing. It should start on the same margin 
with the complimentary closing provided the heading and the inside 
address are written with vertical margins. It should be set in 
slightly to the right of the margin of the complimentary closing, 
provided the heading and the inside address are written with diag- 
onal margins. If the complimentary closing is on a margin with the 
first line of the heading, then the signature may be written on a 
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margin with the second line of the heading. It may be written 
on the extreme left of the page, starting at the left-hand margin. 
But signatures as frequently violate as follow these rules. The 
following examples will show how: 



Yours veryt±uj.yi 
THE BAKErf/ft TAYLOR CQ. 


I have the honor to be. 
Sir, 
Your obedient Servant, 

pro Director 


Yours very truly, 

PROGRESaiVE COMPOSITIOH COMPANY 


Yours very truly. 


Very truly yours, 
LEAHY. STHAHT ft CO. 


Very truly yours, 

IBAMK D. BtATTTS * COMPANY, 


Very truly youro, 

SMALL, MAYNARD & 60&ANY, Inc. 


Very truly yours* 

HEHBT BOLT £XD OCMHutY. 




Yours faithfully, 

THE CHRONICLE 

Vice-President 


Sincerely yours, 

F. A. Davis* Company, 



(2) In signing his name to a letter, it is incorrect for a person to 
precede it with titles or to follow it with degrees. He should, how- 
ever, if writing in some official capacity for a business house, indi- 
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cate just what that capacity is, as Secretary, Chief Clerk, President. 
The name of his position in the house or the name of the house itself 
may be typewritten under the complimentary closing together 
with the word By or Per or Pro after which he may affix his signature 
or his initials. (The examples above should be studied in this 
connection.) 

(3) The signer of a letter may have his own name typed in full 
and then sign in his own hand. This clears up any doubt as to the 
name for the one who answers the letter. Whether it is due to per- 
sonal affectation or to personal modesty cannot be asserted here, 
but the fact remains that personal signatures to business letters are 
notoriously illegible, — about 99 T 4 A % in the dark. 

(4) In case a married woman desires to be addressed by her 
married name, she should place it in parentheses beneath her signa- 
ture, as, — 

Mary Bennett Sitgreaves 
(Mrs. Robert A. Sitgreaves) 

Miss should be placed in parentheses before the signature of an 
unmarried woman, as, — 

(Miss) Mary Bennett 

(5) There used to be a good old rule to the effect that signatures 
should be followed by a period. This rule no longer holds, however, 
for the simple reason that it is not observed in the majority of cases. 

The Special Data 

(1) Business letters usually carry by way of annotation the 
initials of the one who dictates them and the one who types them. 
This annotation is placed as a rule at the left-hand margin, several 
lines below the signature. Custom varies widely in the manner of 
making this annotation. The initials of the dictator are usually 
placed first. Sometimes but a single initial is given; sometimes 
three; sometimes the typist is noted by a file number or a file letter. 
In still other cases the typist's initials alone appear, the signature 
to the letter being sufficient to identify the dictator. The following 
are a few of the different ways of affixing this identification 
mark, — 
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CCD/IR C ****** R 

C/R % C— R 

C/15 R 

Certain houses have the words 

Dictated by to 

printed either at the top or the bottom of their stationery. This 
may or may not be a good plan. If it is used, it should be made as 
unobtrusive as possible, for nothing relating to the letter machinery 
should be permitted to draw attention away from the letter proper. 

(2) In case enclosure is made in a letter, the fact should be 
noted below the initials of dictator and typist, starting at the left- 
hand margin. The word enclosure may be abbreviated or written 
out in full, and it may or may not be enclosed in parentheses, thus, — 

End, 

2 Enclosures 

(3 Enclosures) 

(3) In case matter referred to in a letter is not enclosed but is 
sent under other cover, note should be made of this at the place 
where enclosures are noted, thus, — 

Catalog mailed 

(4) The lower left-hand corner of the letter may also be used 
for keeping record of the number of letters sent out to a certain 
person or about a certain matter. A figure or a letter alone, below 
everything else in the letter, may be made quite unobtrusive and 
yet serve a definite purpose in the correspondence. 

(5) All special data that is used merely for the purpose of facili- 
tating handling and identification, should of course be kept in- 
conspicuous. It frequently happens in sales letters, however, that 
a unique place is required for the announcement of a special feature. 
One such unique place is at the bottom of the sheet, in the space 
left after the signature and special data. The word postscript, or its 
abbreviation P.S., is no longer used. It is the symbol of an after- 
thought or an oversight or of forgetfulness of one kind or another. 
The trade announcement at the end of a letter is a deliberate device 
and there is never any intention of keeping it inconspicuous. Instead 
of P.S., therefore, Remember, Mark You, But, And, Do It Now, By 
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the Way } and other such catch words $re employed to attract atten- 
tion, as, — 

AND-- The "best thing about this extra- 
ordinary offer is, that it is 
open to only a few of our old- 
time customers airing whom YOU 
stand out with distinction. 

(6) In case a business man is called away from his office before 
his typist has been able to complete all his letters, he may give 
instructions for her or for his secretary to sign them. She may do 
this by writing his name in full and signing her initials below the 
signature, or she may use her employer's stamp. In addition to 
one of these methods, it may be a rule of the office to explain the 
omission of the official signature by some such stamped notice as, — 

Personally dictated 
but signed in writer's absence. 

or 
Dictated but not signed. 

This stamped explanation is usually regarded, however, as a rather 
pompous device; many people even consider it discourteous. 

(7) The rule is, and should be, to carry all special data that are 
of value only to the office from which the letter is sent, at the lower 
left-hand side of the letter; to carry all that are important to the 
person answering the letter at the top of the letter. This rule is not 
strictly observed, but a sufficient number of big business houses 
observe it to make it worth remembering. The initials of the dic- 
tator and the typist are of .slight importance to the one who receives 
the letter. They are usually placed at the end of the letter therefore. 
If they are placed at the top they may delay the reading of the 
letter. The eye will naturally be arrested by anything out of the 
ordinary at the top of a letter page. If it is desirable to have a letter 
reach a certain individual in a department, the name of the individ- 
ual should appear as follows, usually at the place indicated, — 

John Wanamaker 
Adjustment Department 
Broadway at 10 St. 
New York City 

Gentlemen: Attention of Mr. Appel: 
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But if it is desirable to have the answer to a letter reach a certain 
individual or a certain department when it is received, the request 
to have it addressed in a certain way is important to the one who 
replies and such request should appear at the top of the letter some- 
where. "Attention of Mr. Kindred" or "Att. Dept. K" may be 
inserted just above the inside address or salutation. Such notice 
as this may also be placed at the extreme top, or above the inside 
address, or above or below the heading, — anywhere at the top of 
the letter. It may be printed as a part of the letterhead, or it may 
be written in by typist. 

Please mention 27601 in replying to this letter. 

File num"ber 281. 

Mention AK21. 

In your reply please refer to T.S.R. 

These are a few of the reference forms that are carried by commercial 
letters. 

The requested mention in the reply may be made at any one of 
the places at which the request appears. But neither the notice nor 
the reference to it should be placed at the end of the letter, for it 
is important to know, at once, both in receiving and sending a letter, 
whom it is for. 

(8) When a commercial letter runs to more than a sheet in 
length, the pages should be numbered, preferably at the top in 
the middle. The sheets following the first one may or may not 
bear. the letterhead, tho the best usage decrees they shall not. A 
running title may be placed at the top of every page following the 
first, indicating either to whom the letter is written or what it is 
about, or both. Some houses have stationery printed with a running 
title form at the top of sheets not containing the letterhead, thus, 

To Regarding Date Page 

In case sheets become separated, this is an infallible key to the 
letter. In most houses, however, the typist writes in some such 
running reference as, — 

Giml>el Brothers Page 2 

Re Shoe Order 6/30/17 Page 2 

J. C. R. —Statement— 11/12/17 Page 2 
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Folding the Letter 

(1) Folded for the large commercial envelope, the paper should 
be turned up from the bottom slightly less than one third its length 
and then turned down at slightly more than one third its length. 
This makes two horizontal creases at such spacing as to permit the 
top edge of the paper to extend over slightly when folded. This 
extension serves two purposes: The thumb can catch it easily and 
the firm name on the letterhead may peep out sufficiently to let the 
reader see where the letter comes from before it is entirely unfolded. 

(2) Folded for the small commercial envelope, the paper should 
be turned up from the bottom slightly less than one half its length, 
and then turned in from both sides in two vertical creases. In the 
vertical creasing the top fold should be left slightly wider than the 
other in order that it may extend over and be caught by the thumb 
in unfolding. 

(3) A rather unusual fold for the small commercial envelope, 
but one that seems to be gaining in favor, is made as follows: The 
paper is turned in from the right-hand side at slightly less than one 
third its width. It is then turned in from the left-hand side at 
slightly more than one third its width. This makes two long verti- 
cal folds. It is then folded together from the middle, so that one 
end extends slightly over the other. This is sometimes called the 
"Book Fold" for the reason that it enables one to open the letter 
as a book is opened. 

The following diagrams illustrate these three folds: 
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The Envelope 

There are two standard sizes of commercial envelope: one 6J 
by 3J inches, requiring the fold indicated under numbers 2 or 3 
above; the other, 10 by 4| inches, requiring the fold indicated under 
number 1 above. The former is far more generally used than the 
latter. The following rules apply to both styles of envelope: 

(1) The envelope picture is quite as important as the letter pic- 
ture. It may be more so, indeed. The letter may be read in private 
and a bad letter picture may thus be less embarrassing for the one 
who receives the letter than a bad envelope picture which is read by 
him who rims. The address should be carefully centered. It may, 
like the inside address, have either the vertical or the diagonal 
margin, but the style used on the. envelope should correspond with 
that in the letter. It may be written in single or in double spacing. 
In cases where only three lines are required, the double spacing is 
preferable, for it makes the address easier to read. If in the single 
spacing, the names of city and state are placed on the same line, 
ample space should be left between them to prevent the eye from 
running them together. It is better to place the name of the state 
on the line below the city when the single spacing is used. In all 
addresses on envelopes, it is a good general rule to assign a separate 
line to each item of the address, thus, — 

Name 

Street address 
City 
State 

(2) The order of the items as here indicated is the conventional 
one. It is a signal instance of our slavery to custom and is a ves- 
tige of the old address used on letters to be delivered by slave. . The 
slave was told, or at least knew, where to go with the letter. The 
important thing was to have on it the name of the person for whom 
it was intended, as, — 

For Claudius 

or 

For Claudius at Sparta 

So at the present time we put what is really the least important item 
in the address at the very beginning, and too often permit the last 
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item, which in nine cases out of ten is the most important, to be 
placed more or less obscurely at the end. The post office wants to 
know, first, the country, then, the state, then, the city-to : which a 
letter is to go. The person's name is of little consequence in com- 
parison. The following order is really better, therefore, for it gives 
the information in the order needed, but it has not yet received the 
stamp of approval, — 

State 

City 

Street address 

Name 

(3) In case the address is particularly long, a part of it may be 
placed in the lower left-hand corner. An item, such as a box number, 
is sometimes placed here. This is the place also where any special 
outside notice should appear, as, — 

Att. Mr. Everett 27310 

For F. C. B. In care of 

Dept. M. • Poste restante 

Please forward 

It may be a gratuitous notice placed there by the writer for con- 
venience of handling the letter when received. It may on the other 
hand be placed there in accordance with a request in the letter to 
which it is a reply, as, "Please mention 27310 when answering this 
letter," tho this request need be complied with only in the letter 
proper. 

(4) The address of the sender of the letter should be placed in 
the upper left-hand corner or on the flap of the envelope. This is 
for the convenience of the post office in case the addressee cannot 
be found, or in other emergency. Advertising should have no part 
in this notice, however. It should state in the lowest terms and 
as legibly as possible, just what the address is. The use of any 
part of the envelope for advertising purposes is most questionable. 
It is particularly bad form to use any part of the face for this 
purpose. 
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(5) The stamp or stamps should be placed in the upper right- 
hand corner of the envelope. (See also number 7 following.) 

(6) The business envelope should at all times be kept neat 
and dignified in form. Many people like to receive their business 
letters in perfectly plain envelopes, and there are business men who 
cater to this preference by using plain stationery for some of their 
correspondence. Placing the sender's address on the flap of the 
envelope may satisfy correspondents who are fastidious regarding 
the appearance of the envelope. 

(7) The use of fantastic devices or "extras" on the envelope, 
as elsewhere, is bad form. Placing For before the name of the ad- 
dressee is of no value whatever and merely means another word 
to be read. The pasting of stamps in unusual places is likewise bad 
form. The post office stamping machine catches only the two-inch 
square space in the upper right-hand corner of the envelope. If the 
stamp is not there it may remain uncanceled. Advertising stamps, 
of any sort whatever, should be placed on the baek of the envelope, 
not on the face. (See number 5 above.) 

The envelope of a business letter should, in short, be business- 
like, that is, clear, direct, dignified. It should by its form and 
content aid in every way possible the rapid reading that is required 
by the postal officials. 

(8) What was said regarding punctuation under number 5 on 
page 16 applies to the outside address. 

On page 37 are good examples of envelopes properly addressed, 
stamped, and printed. 

A Few General Suggestions 

(1) Write out round numbers, such as, five thousand dollars, 
twenty-eight hundred students. 

Some houses issue the rule that numbers requiring three words or 
less shall always be written out, but numbers requiring more than 
three words shall be indicated by figures. 

(2) Detailed numbers or amounts should be indicated by figures, 
as, $12,528.18. It would occupy too much space and take too 
much time to state this amount by words. Moreover, the figures 
are clearer. 
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A. W. SHAW COMPANY 
CHICAGO 




Mr. John ft. Opdyokt, 
139 V. 7fed strMt, 
I«* York City. 




ur. John fl. Opdyeka, 
139 W. 72nd Street, 
law York City. 



U & DEPARTMENT OF LABOR 




JULIA. BZCHMAI RXOR SCHOOL, 
60 WEST 13W ST., 

HEW TOHK CITY. 
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(3) In case you are obliged to use figures to indicate two or 
more different kinds of totals, express them similarly, as, 

• 17 men for 4 days at $3.97 a day, 

not, seventeen men for four days at $3.97 a day. 

(4) Do not divide dates, figures, abbreviations, or proper names 
at the ends of lines. 

(5) Do not begin sentences with figures or signs of any kind. 

(6) It is preferable not to divide a number of four digits by 
the comma. The number 1864 is easily read. Placing a comma 
after 1, thus, 1,864 does not improve it. 

Numbers of more than four digits should, however, be divided 
by the comma, as, 18,391. 

(7) In spelling out such a number as 1113, do it thus, — 

Eleven hundred thirteen 
not, one thousand one hundred and thirteen. 

(8) In writing proper names having a prefix a slight space may 
well be left between the parts, as, — 

De Haven 
Van Buren 
de Forest 
La Salle 

The capitalization of the first member in such names is variable. 

(9) Do not place a period after letters that are used in place 
of names, — 

Mr. A was here, but Mr. B was not. 

(10) Use both Roman and Arabic numerals in making reference 
to a certain passage in a partitioned writing, such as a constitution. 
The better usage requires the period after Roman and Arabic nu- 
merals in making reference, — 

Section X., Article 8., Paragraph 3. 
Genesis ix. 12. 

(11) In stating pages or numbers it is better to give figures in 
full. Pages or pp. 161-169 is better than pp. 161-9. This rule 
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does not hold, however, in writing references of more than three 
figures, as, — 

The winter of 1900-01. 

Articles 1311-14. 

(12) In enclosing an address it is better not to run it in with 
other matter, but to write it exactly as it would appear as an ad- 
dress on an envelope, as, — 

Please send the goods to 

James R. McCall 
18 Olive St. 
St. Louis 
Mo. 

Not, Please send the goods to James R. McCall, 18 Olive St., St. Louis, 
Mo. 



The following chapters contain upwards of three hundred busi- 
ness letters and correspondence forms. They are reproduced in 
this book principally in order that their content may be studied and 
analyzed. But it will be a serious mistake on the part of the student 
not to observe them closely from the point of view of letter me- 
chanics, in all those cases where the reproduction is complete. In 
some few cases certain mechanical parts are omitted. The above 
rules for the mechanical composition of a commercial letter should 
be tried out on the illustrative letters here and there thruout the 
text. 
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In this letter picture all parts start from the left-hand margin line. This 
style is by no means common but it is growing in favor. It is a convenient form 
for the typist. 



Re OCTOBER SHIPMENT 

LETTERHEAD 

DATE 

INSIDE 



ADDRESS 



SALUTATION 



BODY 



COMPLIMENTARY CLOSING 



SIGNATURE 



DATA 



THE MECHANICS OF THE COMMERCIAL LETTER 41 

The second margin in this letter picture makes the arrangement somewhat 
unique. It is used, however, by some business offices and it is decidedly pleasing 
to the eye. 



LETTERHEAD 



RE OCTOBER SHIPMENT 
DATE 



INSIDE 



ADDRESS 



SALUTATION 



BODY 



COMPLIMENTARY CLOSING 

SIGNATURE 

DATA 
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This letter picture is bad. The short letter is placed too high on the paper; 
the salutation is wrongly placed; the inside address has a diagonal margin and 
the signature and complimentary closing a vertical margin. 



LETTERHEAD 


INSIDE 


DATE 


ADDRESS 




SALUTATION 




BODY 




DATA 


COMPLIMENTARY CLOSING 
SIGNATURE 


— - 
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This letter picture combines the good elements of two or three of the preced- 
ing ones. Note particularly the special data at the beginning of the letter. 



Please mention 25678 when answering this letter. 


DATE 


Re OCTOBER 

INSIDE 
ADDRESS 


LETTERHEAD 


SHIPMENT 


SALUTATION 


Att. Mr. Turner 














BODY 












CLOSING 


DATA 


COMPLIMENTARY 
SIGNATURE 
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This is a more or less daring innovation in picturing a letter, but it is some- 
times used. 



Letterhead and special dat a 



HEADING 



SALUTATION 

BODY 



COMPLIMENTARY CLOSING 
SIGNATURE 

INSIDE 

ADDRESS 

DATA 
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- This is the standard business letter form. 



INSIDE 

ADDRESS 


LETTERHEAD 


DATE 




SALUTATION 










BODY 






DATA 


COMPLIMENTARY CLOSING 
SIGNATURE 
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Note the middle margin arrangement in this letter picture. 



LETTERHEAD 

DATE 

INSIDE 



ADDRESS 



SALUTATION 



BODY 



COMPLIMENTARY CLOSING 



SIGNATURE 



DATA 



CHAPTER III 
THE LETTER OF APPLICATION 

It is a good rule to apply for the position at the very beginning 
of your letter. The business man to whom you write for a position 
wants to know at once, and has the right to know at once, just why 
you are addressing him. If you enter upon a long account of your 
education and experience before stating exactly what you want, 
your application will probably not make a good impression. Be 
direct and straightforward, therefore, without being blunt or abrupt. 

The letter of application is too frequently regarded as a merely 
routine and mechanical form of correspondence. There should 
really be fto such thing as a routine or mechanical letter. All letters 
should bear the stamp of personality, should evince a human touch. 
Originality, cleverness, spirit, "differentness" may be employed to 
good advantage in a letter of application. Such qualities catch and 
impress. But, of course, modesty and courtesy must never be 
sacrificed in your effort to be striking and engaging. Flippancy and 
forwardness have no place in any sort of letter, least of all in a letter 
of application where the chief purpose is to make a good impression. 
You should interest, you may even surprise, the person to whom 
you write a letter of application, but you must not shock or annoy 
him. And do not attempt to be "different" in such a letter unless 
you are quite sure you can be so successfully. 

There are two kinds of letters of application: Direct and Indirect. 
The direct letter of application is one written directly to a firm or 
an individual for a position, — the opening or vacancy having been 
reported to the applicant thru friends or acquaintances. The indi- 
rect letter of application is one written in answer to an advertise- 
ment, — the advertisement serving as the medium of communica- 
tion between the one who wants the position and the one who offers 
it. The greater number of letters of application are of the latter 

class. 

47 
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The form of application is for the most part the same in both 
cases. Direct application may perhaps be somewhat less formal 
than indirect, owing to the fact that the applicant may be ac- 
quainted with the person to whom application is made. The general 
order of letter content should, however, be about as follows in letters 
of both classes: 

1. Purpose of letter. 

2. Education. 

3. Experience. 

4. Salary expected (optional). 

5. References, — school, character, ability, experience. 

6. Arrangement for interview (optional). 

7. Telephone number (optional). 

Experience may be stated before education, for what you are 
doing now may be of greater interest to an employer than what you 
have done in the past. In stating education and experience you 
should play up particularly that part of each that bears upon the 
position for which you are applying. Show if possible that your 
training and your experience have been in line with the position to 
be filled. Imagine what questions the employer would ask you about 
these things if he were talking to you, and write the answers to them 
seriatim. 

Points 4, 6, and 7 may be omitted, their inclusion being deter- 
mined in each case by the special conditions bearing upon it. Salary 
expected when included should be stated indirectly and negatively 
as a rule. Not "I shall expect to receive at least twelve dollars a 
week," but "I am at present receiving twelve dollars a week and 
shall be willing to start with you at the same salary, tho an increase 
would of course be a gratifying aITangement. ,, There is danger 
of giving the impression of demand in dealing with this point. It 
is the place in your application that calls for tact. It may facilitate 
matters for the one to whom your letter is written if you include 
in it your telephone number and the times at which you are free 
to call upon him, tho these are obviously dependent upon particular 
conditions of individual cases. Your references should be classified 
as indicated in the outline. Those who know your capacities in 
one direction and another should be grouped accordingly. 

Avoid such hackneyed expressions as "In reply to your adver- 
tisement in this morning's Plain Dealer," "Trusting that I shall 
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receive a favorable reply," "I have had three years' experience in 
the brokerage business." These are now old-fashioned, and the 
one who uses them shows himself to be behind the business-letter 
times. Instead of saying, "In reply to your advertisement, etc.," 

say "Re your ad for in the Plain Dealer of even date," and 

place this at the very top of your letter, if you like, above the 
heading. It is an annotation merely. A better plan is to clip the 
advertisement from the paper and paste it immediately above the 
salutation where the address belongs. Open your letter with some 
such definite statement as, "Please consider me an applicant for 
the position you have to offer." 

"Trusting that I shall receive a favorable reply" is both a super- 
fluity and a presumption. Your application itself is evidence that 
you "hope" or "trust" you will get the position. Moreover, the 
business man to whom you are writing will not be influenced by, 
probably not even interested in, your expression of faith or hope 
or trust. He will weigh the salient points of the letter itself and 
your method of stating them. What is still more important for 
you, — he will compare your letter, consciously or unconsciously, 
with hundreds of others and you will benefit just in proportion as 
your letter stands out from the host of others in style and content. 
Remember that every letter of application is an entrant in a com- 
petition, a sales competition. You are offering your abilities for 
sale, along with many others. Feel the spur of competition, there- 
fore, just as if you were playing a game on the school field. 

Instead of saying, "I have had three years' experience in the 
brokerage business," state specifically the names of the firms you 
have worked for, give their addresses, their telephone numbers, 
and tell how long and when you served with each. If you are em- 
ployed when you write a letter of application, tell frankly why you 
wish to make a change. If you are not employed, state with equal 
frankness just why not. If you lack business experience, tell ex- 
plicitly how your education has equipped you to make you capable 
of filling the position in question. Do not make general statements 
in connection with any of those matters. Generalities are worth- 
less in business of any sort, most of all in business letters. Definite, 
specific facts are the only items that count in business dealing, the 
only ones that deserve consideration. 

The advertisement you answer may indicate a certain order 
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for you to follow in your application. If it says, "State age, scholar- 
ship, experience, and salary expected/' state these things in the 
order followed in the advertisement, and call attention to the fact 
that you are doing so. The average employer will like your system, 
just as he will appreciate your outlining or skeletonizing your answer 
to his advertisement. Tabulation saves time for him. His eye and 
his mind will more easily follow material that is tabulated than 
solid writing. He will furthermore be favorably impressed with 
novel and unusual forms of make-up in your letter, provided of 
course you do not permit innovation to cause error in grammar, 
spelling, or punctuation. 

There is no objection to the use of the pronoun "I." Indeed, it 
is justifiable and necessary, particularly when you are obliged to tell 
things about yourself. But you should always use it modestly and 
you should subordinate it wherever and whenever possible. By 
stating your qualifications in outline form, you will be able to elimi- 
nate the "I" from your application almost altogether, if, you wish. 

Enclosures in a letter of application should be attached to the 
letter proper by clip. A small photograph may be conveniently 
pasted in the upper right hand corner. If there are many enclosures, 
they should be arranged in the order in which it is desired to have 
them considered. A stamp, or better, a stamped, addressed en- 
velope, should always be enclosed in a letter of application. Stamps 
should be placed in oiled paper, in a small envelope, or attached by 
pasting the selvage of the stamp sheet to the letter. 

Study carefully the models immediately following. These are 
letters that have actually secured positions for,. those who wrote 
them. They have thus received the approval of men and women 
who employ large numbers of workers. 
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Application for position as office boy. Well displayed. 

135 East 15 St., 
New York City, 
April 29, 1917. 
Rogers Peet Company, 

41st St. and 5th Ave., 
New York City. 

Gentlemen: Attention Mr. McAuliffe 

As to this advertisement: 

BDYS . 

16 years old and grammar school graduates, 

' salary, to start $6; good chance to learn a 

business, with, a future. Apply early Monday 



>usinesB. with a future. Apply early Monday 
norning to Mr. McAuliffe, Rogers Peet Com- 
>any, 41st St. and 5th- Ave. 



pany, 

My qualifications are as follows: - -" 

•Age'-' sixteen years .-..•"." 
•Education-graduate of P..S.;6*2. 
Nationallty^Italian. . . * ... . . . - . . 

Experience-;off ice hoy at present for Stepel r 
Leoh & Co. 54 13th" St. ' ; 

Reference-Mr. James Stepel, 54 13th St. 

.'. Very truly yours,- ..'.-... 
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Application for position as teacher, by inexperienced person. 



112 Chalmers St. , 

Champaign, 111., 
May 6, 1916. 

Dr. J. Stanley Brown, 

Joliet High School, 
Joliet, 111. 

Dear Sir: 

It may he that you are now looking for a 
suitable teacher to fill a vacancy in your English 
Department. If so, I shall he glad to he con- 
sidered an applicant for the position. These are 
my qualifications: 

Since September, 1912, I have attended the 
University of Illinois, having been abroad a year 
previous to my entering college. Although I have 
specialized in English Literature and English 
Composition, I have done considerable work in 
other subjects: French, German, History, and 
Education. 

My instructors, Dr. W. C. Bagley, Department 
of Education; Prof. H. G. Paul and Dr. Jacob 
Zeitlin, Department of English; and Miss Martha 
Kyle, Dean of Women, will vouch for my character 
and ability. 

I am American, twenty- two, happy and 
healthy. I am a member of the honorary societies, 
Phi Beta Kappa and Kappa Delta Pi. 

I trust that my qualifications meet your 
requirements and that I may hear from you. 

Very truly yours, 
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Application for the position of teacher, by one who has had experience. 



i 



137 West 12th St. 
New York City, 
January 5, 1917. 

Mr. John Herrin, Principal, 
Eastern High School, 
Portsmouth, Mass. 

Dear Sir: 

Mr. R. W. Renshaw of the Gregg Publish- 
ing Company has informed me that there is a va- 
cancy in the teaching corps of your Commercial 
Department. If the position is still open, I 
should like to be considered an applicant. 

Training — I am a graduate of the Broadway High 
School, Seattle, Washington; of the 
Seattle Business College, and of Gregg 
Normal School, Chicago. In June I 
expect to receive my B.C.S. degree from 
New York University, which I am now 
attending. While teaching in Seattle, 
I took work in Education at the Uni- 
versity of Washington, and the follow- 
ing summer, took Commercial Methods at 
the University of California. 

Experience-I have had four years teaching experi- 
ence preceded by a year in a business 
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office-two years at Seattle Business 
College, as teacher of Stenography; one 
year as director of the Typewriting 
Department of the Sonoma High School, 
Sonoma, California. At present I have 
charge of the Typewriting Department of 
the Girls 1 Commercial High School, New 
York City. 

References-By permission I offer the following: 

Miss G. P. McComb, Principal of Short- 
hand Department, Seattle Business 
College, Seattle, Washington. 

Mr. M. H. Rowell, Principal, Sonoma 
High School, Sonoma, Cal. 

Mr. Jordan Walters, Principal, Girls 1 
Commercial High School, New York City. 

If you think I am qualified to meet 
your requirements, I shall be glad to arrange an 
interview at your suggestion and convenience. 

Very truly yours, 
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A letter that a weH-knovm business man said impressed him favorably* 



511 West 122 St., 
New York City, 
May 1, 1917. 

Mr. M. J. Jones, 

The Jones Milling Co., 

New York City. 

Bear Sir: 

This should interest you: 

I can take dictation at an average rate of 100 
words a minute. My note's are accurate. In dicta- 
ting to me, you do not have to repeat, nor do I. 
"bring hack letters to have you tell me the mean- 
ings of words. 

I am willing to go to work for $15 a week. The ; 
enclosed sheet will give you an idea of my pre- 
vious experience and training. 

I do not ask you to take me on trust. f Phone or 
write me and I will come in any morning you say, 
take your morning's dictation, write your letters, 
and leave the verdict to you. 

Will you let me try? 

Very truly yours, 

Phone: Morningside 4188 

Enclosure : 

I am 18, a high school graduate, quick 
and accurate at figures. 

I have a good position now, "but my mother 
would feel a lot happier if I were 
employed in some high-class office in 
your section of the city. 

I am interested in a position with a 
future; the "better the future, the 
happier I'll he in my work. 
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Specific application for a difficult stenographic position in a law office. 

620 West 122 St. , 
New York City, 
April 23, 1917. 

Messrs. Black and Crosswell, 
85 Wall Street, New York City. 

Gentlemen: 

I have heard through one of the partners of the 
firm of Hawken Bros., of this city, that you are 
desirous of engaging a stenographer who, besides 
having a general knowledge of law, is capable of 
corresponding in French and German. 

Peeling myself competent to meet these conditions, 
I offer my services, should the position still be 
vacant. The following are my qualifications: 

I was born in Switzerland of French and German 
parentage, and have spoken both languages since 
my childhood. I am a graduate of Washington 
Irving High School, this city, and I have taken 
courses in law and in secretarial work at New 
York University. 

My experience covers two years of practical work 
as typist and private secretary for Mr. J. L. 
Stone, 18 Maiden Lane; and one year as stenogra- 
pher for Messrs. Marshall and Kilgore, Lawyers, 
the position I now occupy. 

I am familiar with legal forms, legal terms and 
tabulation. I am accurate and speedy, taking 110 
words a minute. I take dictation in English, 
French, and German, and transcribe each with ease 
and correctness. 

By permission, I offer the following references: 
Mr. John Stone, 18 Maiden Lane; Mr. George Mar- 
shall, 15 Battery Place. 

If my qualifications interest you, I shall be glad 
of an interview at your convenience. 

Very truly yours, 
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Application for position as accountant. The layout is likely to make a favorable 

impression. 

Re your ad in morning Leader for chief accountant- 

187 Euclid Ave. , 
Cleveland, Ohio, 
May 11, 1917. 

Dear Sirs: 

My experience has been of the kind indicated in 
your advertisement: 

1910-1913 Accountant with Reid, Mayiiard & Co., 

Chicago. 
1913-1915 Chief accountant with Sarles, Keith 

& Co., Cleveland, Ohio. 
1915- Traveling auditor for the Simplex 

Tire Co., Cleveland, Ohio." 

I am a graduate of the Bryant-Stratton Business 
College f Chicago, 111., and have completed a "busi- 
ness course in the Northwestern School of Com- 
merce-, Chicago, 111. Last year I passed the 
Illinois C.P.A. examination. 

My references, "by permission, are: . .. 

Mr. James Crothers., 6423 Kimbark Ave., who can 
. apeak for my character and general ability. 



Mr. David Hall, Chief Accountant, . Reid, May- 
nard & Co., Chicago. 

Mr. Harrison Forbes, Sales Manager, Simplex 
Tire Co., Cleveland, Ohio 

I am 25, unmarried, and of American parentage. 

If my qualifications are such as would fit me for 
the position you have in mind, I shall be glad of 
an interview at any time convenient to you. 

Very truly yours, 
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An Emma McChesney application. Note that the language is characteristic of the 
writer and adapted to the reader. 

128 West 10th St., 
New York City, 
April 23, 1917. 

The Elite Waist Co., 

960 Tenth Ave. , 

New York City. 

Gentlemen: Attention Mr. George Sarles. 

Your ad in today's Tribune calls for a man to sell waists on the 

road. I know it. But why not a woman? 

If I can prove to you that as a seller of women's waists I can hold 

my own with any man on the road, will you give me a trial? 

These, no doubt, are your objections: 
1-1 have never hired women; 
2 -Road life is too hard for them; 
3 -Women always expect concessions; 
4 -They haven't a man's business ability. 

Let me answer them seriatim: - 

''I have never hired women.'' This is a time of change, Mr. Sarles. 
The business man must be ever ad-justing himself to new conditions 
and one of them is the entrance of women into the sales field. 
Granted that the ability to sell depends in large measure on getting 
the other person's point of view, is man as quick to do that as 
woman? Has he intuition equal to hers? 

Then, as regards the special article that you have to market — 
women's waists. Can a man see a waist as a woman does? -Can he talk 
''color harmony,'' ''smart lines.'' ''distinctive touches'' with the 
feeling of one who not only sells waists but wears them? 

''Life on the road is hard.'' So is life anywhere. The trick is to 
study your environment, then so adapt yourself to it that it does 
not hinder your efficiency. I've studied the road and have learned 
how to live so that neither my health nor my temper suffer. After 
four years of it, I am healthy, good-natured -and twenty-eight. 

I ask no concessions. In business it is a fifty-fifty proposition. 
I meet men on their own grounds and make good or fail. 

''Women haven't men's ability.'' Facts will answer that. I have 
sold skirts for the Cedarbloom Company four years, and each year my 
sales have showed an increase of at least 20% over those of the pre- 
ceding twelve months. This year I lead the sales force of 20 women 
and 30 men. 

Why, then, do I wish to change? Because, Mr. Sarles, I have studied 
your business ai\d see in it an opportunity for a live saleswoman. I 
want to be that woman Will you try me out? 

Very truly yours. 



f Xaw*-. lh dUw? 



t 
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Application that secured a fine position. Business4ike and clean- 
cut thruout. 



70 Blain Ave. , 

Ravenswood, 111., 
March 22, 1915. 

Mr. James Graham, 
160 West 23rd St. , 
New York City. 

Dear Sir: - 

This letter is of importance to you. I am not a man out of a job, 
but have what most men would consider one that is first-class. Why, 
then, do I want to change? Give me two minutes of your time, and 
I'll tell you why; also how that fact concerns you. 

Briefly, I have outgrown my present position. I want to get in 
touch with a business that is wide-awake and progressive; one that 
will permit me to work out, unhampered, my ideas on office organi- 
zation and management ,- ideas that are well founded, conservative, 
and efficient. My present position does not foster initiative. 

That is my reason for changing. Just how does it concern you? 
You may, at this very time, be looking for just such a man as I am 
to manage your office, audit accounts, or take charge of credits. 
My qualifications and business record will prove to you that I am 
able to act in any or all of these capacities. 

Experience 

1903-1911 With the Brown & Dyer Company, Chicago: 

1903-1905 As book-keeper and in charge of the Stock Distribution 
Department ; 

1905-1907 Transferred to Seattle to install a system of accounting 
in a new branch of the B. & D, Co. Later put in full 
charge of Seattle office and of credits in the Northwest. 
Made occasional selling trips for the purpose of getting 
in touch with new customers; 

1907-1910 Traveling Auditor for B. & D. Co. At first covered the 
territory west of the Mississippi; later, all the States 
and parts of Mexico and Canada; 

1910-1911 Manager of the Fidelity Bond Dept. of B. &D. Co., 
Chicago Office. 
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1911-1914 With Boone Fisheries Co. as traveling auditor. 

1914- Present position - Head of Auditing Dept. of Green, Sage & 
Co., Chicago. 

Qualifications 

My broad experience enables me to analyze a situation, 
discover its possibilities, and to form accurate judg- 
ments as to the most effective means for getting results. 
I am a hard worker. I can systematize work and eliminate 
lost motion. I have also the knack of getting loyal and 
enthusiastic service from my assistants. Just here, an 
even, well-balanced temperament helps . 

Character 

My ideals are high. I do not permit habits, associ- 
ations, or circumstances to detract from my efficiency as 
a temperate, moral, energetic man. I am thirty-three and 
married. 

Remuneration 

You will realize that a man of my caliber expects for his 
services remuneration which such service deserves. But - 
I wish to make myself especially clear on this point -the 
salary is of less importance than the opportunity of con- 
necting myself with a business in which I may find scope 
for steady, effective growth. 

Finally 

I have written with confidence because I am sure of 
myself, and if I undertake to direct your work, you may 
be assured that I will make it successful. 

If what I have written indicates my probable fitness for a place 
in your business, I shall be glad to submit references in a per- 
sonal interview. 

Very truly yours, 



"(UlsH^u «U4AJ{ 



Phones - 

Business, Forton 1000. 

Home, Ravenswood 367 J. 
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EXERCISES 
Write letters of application for the following advertised positions: 

1. Secretary for editor in publishing house: typist, but not necessarily 
stenographer; secretarial or library experience preferred; reply in own 
handwriting, stating age, education, experience, and salary expected. 
Address X. Z., Plain Dealer, Cleveland. 

2. Messenger. Young man messenger in Drover's Bank; good chance 
for advancement; state age, nationality, and salary expected. H. 632, 
Tribune, Chicago. 

3. Girls wanted for clerical work, high school graduates preferred; salary 
$8 to start. Address a letter, stating your qualifications, to the at- 
tention of Mr. Gains, Rogers Peet Co., 13th St. and Broadway, New 
York. 

4. Translator. Wanted, few hours daily by commercial establishment, 
translator of Spanish; Portuguese desirable; stenography an asset. 
South American Export Company, 345 Water Street, St. Louis, 
Missouri. 

5. Young Man as assistant bookkeeper in factory; steady position and 
good chance for advancement; one with knowledge of stenography and 
typewriting preferred. Address C. M., 146 Times, New York City. 

6. Boy. In Buffalo office of manufacturing company; grammar or high 
school graduate preferred; must be neat in appearance and well recom- 
mended. Address, stating age, references, experience, if any, and salary 
expected, S. 21, Evening News. 

7. Stenographer. Courteous, alert young man, beginner, wanted for 
Brooklyn office; give age and qualifications in full; salary $9 to start. 
R. 64, Brooklyn Eagle. 

8. Editorial Writer wanted for an important newspaper in the middle 
west; a man about 30, educated, well read, and informed on current 
events, with some political aptitude and insight; he need not be widely 
experienced, but should have the editorial point of view, preferably of 
Republican antecedents but independent in attitude of mind. Address 
Independent, Evening Star, Peoria, 111. 

9. Office Boys wanted by large banking institution; exceptional oppor- 
tunity for advancement; write stating age, education, birthplace, also 
birthplace of parents. Address R. 287, Times Downtown. 



CHAPTER IV 

LETTERS OF REFERENCE, RECOMMENDATION, AND 
INTRODUCTION 

A reference letter is a letter written by one individual or 
employer to another to ascertain the fitness of an applicant for a 
position. The person referred to in a letter of application is the one 
addressed in a reference letter. The person to whom application 
for a position is made, is the writer of the reference letter. 

. There are two general types of reference letters. One asks 
simply for a general statement about the applicant without specify- 
ing particular ability or aptitude. It concerns itself with the char- 
acter and all-round fitness of the applicant. The other is a detailed 
inquiry. It may contain a half dozen specific questions to be 
answered regarding the applicant. These are placed in the body 
or at the bottom of the reference letter proper and deal with such 
matters as the applicant's length of service in his present or last 
position, with his ability, his behavior, his habits, his salary, and 
his reasons for seeking another position. Large firms and those 
having positions of trust and responsibility to offer, go into even 
greater detail in consulting references of applicants. They state 
clearly, briefly, and confidentially the contents of the letter of appli- 
cation, enclose the applicant's photograph perhaps, and frequently 
also enclose a printed questionnaire that calls for an exhaustive 
analysis of his education, character, and experience. On any sort 
of questionnaire, space for remarks should be left at the end of the 
question series. 

Letters of recommendation fall into the two general classes 
above indicated for letters of reference. The letter of special recom- 
mendation is one written in reply to a reference letter. It is special 
because it is addressed to a particular individual or house, and deals 
with the special qualities of an applicant in relation to a special 
position. The letter of general recommendation is written "To 
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whom it may concern" and, as this salutation indicates, is usable 
for general application to more than one firm or individual. Need- 
less to say it does not carry with it the same weight and effectiveness 
as the special letter. The words in the salutation following the first 
one may or may not be capitalized. The more general usage seems 
to favor the capitalization of the first word only. 

Writers of letters of recommendation are not infrequently in- 
fluenced by their feelings for the person they are called upon to 
recommend and thus permit enthusiasm rather than reason to dic- 
tate. This tendency has brought letters of recommendation into some 
disrepute during recent years. No matter how much you may like 
a man personally, when called upon to recommend him, tell the 
truth about him. It is regrettable, but it is none the less true, that 
the most likable people are sometimes the least efficient. This is a 
cold fact to be faced by him who is called upon to write recommen- 
dations. Moderation must be exercised in setting forth a person's 
qualities and attainments. You wrong him if you attribute to him 
qualities that he does not possess, if you assign to him virtues 
that he cannot live up to. Recommend a person for a certain kind 
of work for which you believe or know him to be fitted. Do not 
say "He is fitted to hold any position of trust and confidence." 
He probably is not. The statement is too general. Tell exactly 
who he is. Tell exactly what he is. Tell exactly what you know 
he can do. 

A letter of introduction is a letter written to introduce one indi- 
vidual to another, or to a firm. As a rule it should contain four 
items: 

1. The introduction proper. 

2. The reason it is sought. 

3. A brief statement about the one introduced. 

4. A request for help or information. 

The order of 2 and 3 is of slight importance. The letter is usually 
brief and somewhat formal. When used to introduce an individual 
to a firm, however, it may call for a seriatim statement of the services 
the firm can render. If, for instance, a sales manager desires one 
of his men to visit a manufacturing plant in a certain city, in order 
to look into various manufacturing operations, he may list in order 
the various department heads of the plant to be visited. This may 
in turn call for cards of introduction from the management of the 
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factory to certain assistant managers or foremen. This is, however, 
a somewhat unusual and complicated case. A brief introduction 
of one individual to another engaged in business is frequently made 
on an ordinary business card, just as it is done by means of the 
visiting card in social introductions. 

Study closely the following models of the three types of letters 
here discussed. They are taken from the correspondence of real 
business houses and have consequently served the purposes for 
which such letters are intended. 
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Letter of reference. 



PASTE 

CARROLL, BARKER COMPANY i ra0T0G ^H 

: OF 

CHICAGO, ILL. applicant 

HERE 



April 30, 1917. 

Smith, Radoliffe & Co., 
Newark, New Jersey. 

Dear Sirs: 

John Cooper (photo attached) has applied to 
us for a position as joiner. 

On his application he said that he had been 
in your employ for five years, and that he was 
leaving to take a position in this city. 

As we require all applicants to furnish 
references as to character and ability, we shall 
appreciate your giving us the following informa- 
tion concerning him. 

Very respectfully, 



Is his statement correct? 

Are his character and habits good? 

Had he the confidence of his employers? 

Can he fill the position for which he has applied? 

."REMARKS : 

Dated Signed 
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Recommending a teacher. The writer 8peaks only of those qualities and characteristics 
that have come under his personal observation. 



Urbana, Illinois, 
October 17, 1916. 

To whoa it nay concern: 

I take pleasure in making the following statement in regard to 
the qualifications of Miss Martha Brown as a teacher of English. I 
speak as a colleague of Miss Brown's during the six years from Sep- 
tember 1909 to June 1915 during which time she was instructor in 
English in the Academy of the University of Illinois. During four 
years of this period I was principal of the Academy. 

There are very few teachers whose work I have known whom I can en- 
dorse as enthusiastically as I can Miss Brown. She is well equipped 
in her subject and she presents it -both work in composition and 
work in literature -with a high degree of effectiveness. She ob- 
tains tangible results point by point throughout her courses; her 
students definitely learn to spell, to punctuate, to construct sen- 
tences, paragraphs, and themes, with lucidity and point, and in no 
less degree to enjoy and appreciate the literature which they read 
under her direction. 

One of the principal elements in her success, I consider, is the 
strong personal interest which she takes !in individual students; she 
adapts her instruction both in class and in conference to each and 
every one. She is enthusiastic and progressive in her work, quick 
to adopt and to hit upon new ideas for the improvement of her 
methods. She will have no difficulty with discipline or order any- 
where. 

I should add that, apart from her professional qualifications. 
Miss Brown is herself a woman who I am sure will be very acceptable 
in any faculty. She takes her part well in the life of the school 
and of the community, and is interested in the literature, art, and 
public affairs of the day. as well as in those of the periods de- 
scribed in histories of literature. 

Principal, Academy of University 
of Illinois. 
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From one letter master to another. 

From Elbert Hubbard, 
East Aurora, which is in 
Erie County, New York 

Dear Brother Wordologist : 

I am just in receipt of a letter from my good friend, Hamilton. 

He has conceived a great admiration for your form letters and 
among other things, writes: 

''Your good friend, Ad-Man Davison, has produced for me the 
strongest and by far the most forceful follow-up letter it has ever 
been my experience to read, and 1 have been in the business fifteen 
years. His equal has never been known. If he can do so well with 
so slight a knowledge of this business, I am wondering what he will 
accomplish when he has had an opportunity of surveying more care- 
fully our plan. 

*'I have copy-writers drawing $10,000 yearly salaries -two of 
them, but they are pikers alongside of that man. The form letter he 
wrote is now piling up the dollars.'' 

After reading this encomium, it occurs to me that you will have 
to subscribe to Reduce Fat Quick or else invest in a No. 15 
Stetson. 

With all kind wishes, ever 
Your sincere 



l%4*t* 



^MX4Uu3v 
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Introducing a stenographer with view to securing a position for her. 

98 Broadway, 

New York City, 
April 8, 1917. 

Mr. Stephen Latimer, 
346 Fourth Ave . , 
New York City. 

My dear Mr. Latimer: 

The "bearer of this letter, Miss Gertrude 
Hines, my stenographer, is desirous of securing a 
position, owing to the fact that I am moving my 
office to Kansas City. 

She is an unusually competent young woman- 
quick, accurate, intelligent, and familiar with 
the routine of an advertising office. 

Trusting that you .may "be of service to her, 
I am taking the liberty of giving her this letter. 

Very truly yours, 
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Smoothing the path for a worthy friend in a worthy cause. 

334 Lexington Ave., 
New York City, 
April 9, 1917. 

Dr. Milton Miles, 
Manadnock Building, 
Chicago, 111. 

Dear Sir: 

I take pleasure in presenting to you Dr. Shelby 
Vance, a promising young, physician of this city. 
He is visiting Chicago in the interest of the Red 
Cross Society of America, with which he is at 
present associated. 

I know him to "be a skillful, progressive, and con- 
scientious surgeon, entirely worthy of your 
confidence. 

Believing that you will "be interested in his plans 
for furthering the work of the Red Cross Society 
in America, I am taking the liberty of giving him 
this letter. 

Very truly yours, 
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Letter to advance the business interests of both concerned. 

434 Main Ave. , 
Indianapolis, Ind. , 
April 4, 1917. 

Mr. Howard Woodruff., 

President of Chamber of Commerce, 

Joliet, Illinois. 

Dear Sir: 

This will introduce to you Mr. James Carlton, who 
is considering your city as a possible site for a 
"branch of his sewing machine factory located here 
in Indianapolis. 

I have known Mr. Carlton for the past ten years 
and cannot speak too highly of his "business integ- 
rity, civic spirit, and personal worth. 

Very truly yours, 
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General social introduction. 

3102 Michigan Ave., 
Chicago , Illinois , 
October 8, 1916. 

My dear Mrs. Grayson, 

The "bearer of this letter, Miss Mary Carter, 
is a good friend of mine, who is spending the year 
in New York doing graduate work at Columbia 
University. 

She is a thoroughly fine girl. As a 
Wellesley alumna, you will, I feel sure, find her 
especially congenial. 

Any kindness you may "be able to show her, I 
shall consider a personal favor. 

Sincerely yours, 

Mrs. Calvin Grayson, 
181 Riverside Drive, 
New York City. 
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General social introduction permitting of less formality in tone. 

78 Brattle St. , 
Cambridge , Mass . , 
May 3, 1917. 

My dear M^r. Cameron: 

Permit me by this to introduce to you my "brother- 
in-law, Mr. Gerald Marsh, who is in St. Louis for 
a few weeks on "business. 

Gerald likes people and is himself delightful 
company. If you can make it possible for him to 
meet a few congenial folks, I "shall consider 
myself greatly in your debt. 

Sincerely yours, 

Mr. Robert Cameron, 
University Club, 
St. Louis, Mo. 



LETTERS OF REFERENCE 73 



EXERCISES 

1. Reply to the following letter sent you by the National City Bank, 
Wall Street/New York: 

"Dear Sir: ' 

We are considering Miss Jane Grey for a position with this bank, and she 
tells ns that we may go to you for an estimate of her character and capabilities. 

Will you be good enough to tell us, in confidence, your opinion of Miss Grey's 
ability and also advise us as to what you know regarding her habits and personal 
worth?" 

2. You have a classmate who is desirous of obtaining employment as clerk 
in a certain clothing store, but is not acquainted with any member of 
the firm. The president is an old friend of your family. Write a letter 

* of introduction for your classmate to this president. 

3. Assume that you have in your employment, as bookkeeper, George 
Graham. You are going out of business, and he is seeking employment 
with the Baltimore and Ohio Railroad. He gives your name as reference. 
Write the reference letter that the Baltimore and Ohio Railroad writes 
to you. 

4. Write the letter of recommendation for George Graham that you send 
the Company in reply to 3. 

5. Milton Miles, a college friend of yours, has opened a law office in Kansas 
City, Missouri. He is a stranger there. Give him a letter of introduc- 
tion to your uncle, who is 'President of the First National Bank there. 

6. You have been recommended by your English teacher for a position 
in the advertising department of James and Kerr. Decide for yourself 
which of your qualifications she has emphasized., . Reproduce the letter 
of recommendation. 

7. Thomas Brown has been employed as machinist by the McCormick 
Reaper Company, Chicago. He goes to Akron, Ohio, and seeks employ- 
ment with the B. F. ■ Goodrich Rubber Company. He gives the 
McCormick Company as reference. Reproduce the letter that the 
Goodrich Company writes the Reaper Company. 

8. Write the. letter of recommendation written by the McCormick 
Company. 

9. A friend of yours has gone to visit in the town where you used to live. 
Give her a letter of introduction to your best friend there. 

10. Assume that you are about to be graduated from your school. Re- 
produce the general letter of recommendation given you by your prin- 
cipal. 

11. Assume that you have been your own employer for a period of four 
years. Write an honest letter of recommendation for yourself. 



CHAPTER V 
LETTERS OF ORDER AND ACKNOWLEDGMENT 

An order letter is a letter written to a firm or an individual for 
the purpose of ordering merchandise. It should state, — 

1. What is wanted 

(a) Exact description 
(a) size 

(6) quality ..-.-.• \ . 

(c) color •■•... 
etc. 

(6) Catalog number or date 

(c) List of articles, if more than one, with item- 
ized statement of cost 

2. How the merchandise is to be sent. 

(a) Express (name oompahy)~ 
(6) Freight (name railroad) 

(c) Parcel post (name post office) . 

(d) Delivery by wagon or messenger 

3. What method of payment is used 

(a) Charge 

(6) Cash on delivery 

(c) Check 

(d) Money order 

(e) Enclosure of money 

Each item in an order letter should be clearly stated and sep- 
arately paragraphed, so that liability to error in filling the order 
may be reduced to a minimum. If order letters are complete and 
explicit in statement, letters of complaint and adjustment are ren- 
dered almost unnecessary. In case goods are needed in particular 
haste or are to be delivered at a date later than the natural course 
of delivery would effect, the fact should be mentioned at the end 
of the letter. 
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"Enclosed find five dollars ($5) for which please send me," etc., 
is the old, stereotyped opening of order letters. The shop to which 
you write should first be told what you want, and then, as the above 
outline indicates, how you want it and how, you will pay for it. 
Moreover, this hackneyed opening lends itself to two common errors: 

1. The word please modifies send, not find, and should, therefore, be 

placed as near as possible to the word it modifies, as it is placed in 
the above quotation. Mistake is often made in order letters in 
the placement of this word. 

2. Money should be indicated by both words and figures. If the figures 

are accompanied with the dollar sign, they should be placed in 
parentheses after the word dollars. If the sign is not used, the 
figures should be placed before the word dollars; thus, 

Twenty-Five Dollars ($25). 

Twenty-Five (25) Dollars, 
Mistakes are frequently made in this part of order letters. The 
words naming the amount of money enclosed may or may not be 
capitalized. If they are capitalized, it is an additional safeguard 
against misunderstanding. 

Purchasing letter is the name sometimes given to an order letter 
of large dimensions, — a detailed letter written by a retailer to a 
factory, a wholesaler, or a jobber ordering stock or merchandise on 
a large scale. Purchasing letters are usually written in a series. The 
first one may state needs and ask for quotations and estimates. It 
will probably be sent to more than one firm in order that estimates 
may be compared. The second letter in the purchasing series, 
based upon the reply to the first, may make special requests and 
impose certain limitations. This may entail much additional cor- 
respondence. The series of correspondence will be closed by a final 
purchasing letter on the one side placing the order, and by a letter 
of acknowledgment on the other side which closes the negotiations. 

Elaborate printed forms are sometimes used for making out the 
final order in such a series of letters. Not infrequently technical 
trade terms are required to such a degree that the order itself 
amounts almost to a secret code, as far as the average individual is 
concerned. Letters of this class, calling for extremely involved and 
technical specifications, such as a contractor may be obliged to 
include in a letter for the purchase of building materials, for instance, 
are sometimes caHed letters of specification. A whole series of such 
correspondence — letters of inquiry and explanation, of claim and 
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adjustment, of order and acknowledgment — may thus require the 
services of one who is not only an expert in letter writing, but who 
is also thoroly acquainted with the intricate phraseology of such 
subjects as law, medicine, engineering, and the like. 

An order letter should be acknowledged as soon as it is received. 
Some firms having a large order correspondence make use of a 
printed form for this purpose. This requires merely the filling-in 
of date and names, and in some cases a brief memorandum regard- 
ing the order. Other firms make it a rule to send out personal 
acknowledgment of all orders received. The letter of acknowledg- 
ment usually contains the four following items, not necessarily in 
the order indicated, however, — 

1. Statement that order is received and date of receipt. 

2. Statement of when it is filled and how shipment is forwarded. 

3. Request for prompt notification in case goods are not received 

satisfactorily. 

4. Expression of thanks and desire to be of further service. 

Point 4 is not always so closely observed in this country as it 
is abroad, tho travelers for commercial houses tell us that Ameri- 
can business is becoming more polite. In European countries even 
the rubber stamps used for receipting bills quickly carry the "With 
Thanks" on them. In case the order received is clear and correct 
in every respect, the statement under point 2 may be simply, " The 
order has been filled and the shipment forwarded as directed." On 
the other hand much additional correspondence may be required at 
this point in the letter of acknowledgment. There may be many 
reasons for not filling the order promptly, if at all, — 

1. The customer may have forgotten to enclose money. 

2. The customer may have enclosed an insufficient amount. 

3. Traffic conditions may delay the delivery of goods. 

4. The stock supply of the house from which goods are desired may be 

exhausted or discontinued. 

5. The issue of a later catalog than the one used by the customer in 

making out his order, may call for revision of the order. 

6. The credit of the customer may require investigation. 

In any of these cases the customer must be shown every consider- 
tion. In the event of 1 or 2, for instance, he will be courteously 
reminded of his oversight and asked how he wishes the firm to 
proceed. In the event of 3, he will be assured that every possible 
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step will be taken to facilitate delivery under the adverse condi- 
tions that exist. If the line he desires is exhausted, inquiry will be 
made as to procedure, — the money may be promptly refunded or 
the order reserved until the required stock can be supplied. If the 
stock has been discontinued, he will be told why, what is offered 
instead, or possibly where the stock desired may be secured. If he 
has ordered by an old catalog, a new one will be sent to him promptly. 
In the event of 6, firm but courteous requests will be made for 
references. 

Various types of order and receipt letters are here illustrated. 
It is obviously not within the province of any single volume to 
illustrate every possible emergency in the complicated correspond- 
ence of ordering mechandise. The following letters, however, have 
the advantage of being both typical and real, even tho they may not 
be all-inclusive. 
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Order where the price of articles is definitely known. 

12 Main St., Barre, Vt. f 
Nov. 17 , 1916. 
Messrs. Rogers Peet Co., 

321 Broadway, . . 

New York City. 
Gentlemen: 

Please send me, at your earliest conven- 
ience, by American Express, the following: 

1 doz. Arrow collars, Norman, size 15 $1.80 
3 prs. Onyx silk socks, black, size 10 1.50 
1 doz. Supreme white handkerchiefs, half 

inch hem 3.00 

1 Arrow shirt, size 15, white, with narrow 

lavender stripe 2.00 

Total $8.30 

I am enclosing a money order for $8.30. 

Yours very truly, 



Enclosure 
(Money Order) 
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Order where the price is not known. 

Hobart, Indiana, 
June 14 f 1915. 
The Pair, 

State & Adams Sts., 
Chicago, 111. 

Gentlemen: 

Please send as soon as possible the following: 

1 Rand, McNally & Co.'s Popular Atlas of the 

World; 

2 doz. Holeproof silk stockings, black, size 

8 1/2; 

1 doz. cakes of Woodbury Facial soap; 

6 prs. Keyser silk gloves, white, size 5 3/4. 

I enclose money order for $40. (forty dollars) 
and will ask you to refund any balance in my favor 
after deducting for invoice and express charges. 

Very truly yours, 

Encl. M.O. 
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Separate line for separate items. Cast extended to the end of line and totaled. 
This is by far the clearest way of writing orders. 

MANUFACTURERS OF 

Keewdkv /7^„s<,*w Burlapapcr 



(Silwrap 



•^ IS Innercoat 

Waterproof Papers 

Ash land. Mass. 21 September 1914 



Murray Bros. Nurseries. 

Malott, lash* 

Gentlemens 

Iter* must be good reasons for thiai 



W. ft T. SMITH 00KFA1Y 
. Geneva, Bow York August 22. 1914 

Angler Mills s 

Last Spring we tried a roll of KKSPEBY in our 
packing and found it so satisfactory that we're going to 
use it this coming year* Therefore, as per your quotations 
of August 19, you nay snip us the following! 

Grade EL060 KBKPDRY — - 2000 sheets 12" X 12" — | 6.29 

- « « 3000 " 36" X 86" 84,90 

h BET60 " 10000 " 18" X 18" 80.50 - 

• " " 6000 " ' 30" X 30" 107.08 

» » w 10000 " 24" X 24" — 142.67 

(Signed) W. A T. SMITH OOMHUTC 421.44 



And many other Nurseries, who tried KEBPDRY for the first 
time last Spring, are now proving their sat 1 sf action by ordering 
large quantities for Fall — both in sheets and rolls. 

The "good reasons" ares 

That KSEFDRY has the strength needed for peeking Bursery 
Stock. It is frostproof. It is waterproof, so holds moisture in 
around the roots and prevents evaporation. And its cost is small. 

Decide now to use KEBPDRT in your Pall packing. It oan't 
help but make good for you. It oan't help but giro you better eer- 
vioe than you've ever had before. It oan't help but save you money. 

Tell us, please, how many rolls, what grade, how wide. And 
about how soon you wish shipment made* 
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Folloiv-up to inquiry j quoting an order. Instead of giving a separate line to each 
Hem j the items here are merely separated one from the other by semicolons f a 
less clear arrangement. 



KEBPDRY 

COILWRAP 



Waterproof Papers 



\-t BURLAPAPER 
INNCRCOAT 



AsatAMOttAfASS- 



January 1, 1915. 

Morgan Spring Company, 
Worcester, Mass. 

Gentlemen; 

A couple of weeks ago the Waclark Wire Company 
of Elisabeth, N. J., requested us to ship them for trial 
12 rolls of K860 KEEPDRY 6" wide by 25 yards long. 

This morning we received from them the follow- 
ing letter: 

"Tests perfectly satisfactory. Ship us 
immediately 200 lbs of K860 KEEPDRY 
in rolls 2" wide x 25 yds long; 200 
lbs 3£" wide x 33-1/3 yds long; 200 
lbs 33-1/3 yds long." 

Thus adding another name to the long list of 
prominent manufacturers who have found it advisable — 
both from the standpoint of protection and economy — 
to wrap their wire with strips of KEEPDRY. 

At the beginning of this new year, we'd like 
mightily to open up an envelope some morning soon and 
see your name signed to a trial order. We honestly 
believe it would be the means of making you a big cus- . 
tomer in the future. 

May 1915 bring you much personal happiness 
and business prosperity. 



Yours very tru .y 
ANOIER MILL \ 



ABH/B 




hzf 
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Layout clear and readable. 

September 20, 1916. 
Mr. Trimble Poster, 
Chief, Furniture Department, 
Board of ^Education, City. 
Dear Sir,- 

1. Confirming our telephone conversation of 
this morning, I write to remind you that your 
wagon is to call for one 4 drawer filing cabinet 
and one 4 drawer card cabinet at 60 West 13 St., 
to be delivered to P. S. 87, 77 St. at Amsterdam 
Avenue . 

2. To replace these cabinets at 13 St., 
you are to order for this building, 

1-4 drawer filing cabinet - legal 

size - with locks. 

1-4 drawer card cabinet. 

Very truly yours, 
Principal 



LETTERS OF ORDER AND ACKNOWLEDGMENT 83 



Special emphasis an two points: to whom the letter is sent and what the letter 

is about. 



January 26, 1917 • 

Attention of Mr. Foster 
Mr. C. B. J. Snyder, 

Superintendent of Building Department, 
Board of Education, New York City. 
Dear Sir: Subject: Request for furniture for 60 

W. 13 St. 
Will you kindly attach to our request for 
furniture for 60 West 13 Street, forwarded to you 
on January 12, the following item: 

One (1) vertical 4-drawer legal size filing 
cabinet, oak finish, fitted with ends and 
locks, guides and folders, Library Bureau 
Catalog No. 8210, for English Department, 

approximately $35 • 

Very truly yours, 
Principal 
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Brief letter of specification. The subject of the letter should follow the salutation 
or be in some manner displayed at the first of the message. 

October 26, 1916. 

Mr. C. B. J. Sny.de r, 
Superintendent of Buildings, 
Board of Education, New York City. 

Dear Sir: " Subject : Bookcase for J.R.ff.S., 60 W. 

13 'St.- • 
Our French department needs a bookcase, 
6 feet high by 4 feet broad, regulation size, on 
the fourth floor, between the library and the door 
leading out into the staircase. May I request you 

1. to have the wall case which is now 
installed in this place removed, and 

2. ' td'iihve a bookcas'e such as I describe 

above placed in its stead. 

Very truly yours, 
Principal 
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The display of the letter makes reading easy. The details specified stand out 

clearly. 

SPECIFICATIONS 

OF LABOR AND MATERIAL TO BE FURNISHED FOR THE ALTERATION 

OF BUILDING KNOWN AS NO. 167 WEST 85TH STREET, NEW 

YORK CITY, FOR 

JAMES GOULD, 
OWNER, 

IN ACCORDANCE WITH THE PLANS, AND THESE SPECIFICA- 
TIONS, FURNISHED BY 

HOWARD GRAY, ARCHITECT, 

AND UNDER HIS SUPERINTENDENCE 



GENERAL CONDITIONS: 

The Contractor shall furnish all material, labor, transportation, scaf- 
folding, utensils, and so forth, of every description required for the full 
performance of the work herein specified. He shall lay out his work and 
be responsible for its correctness, and shall keep a competent foreman 
on the premises or shall be in attendance himself; shall not sublet any part 
of the work without written consent of the Owner, and shall obtain all and 
any permits necessary to carry out his work, paying the lawful fees therefor; 
shall give the proper authorities all requisite notices relating to the work in 
his charge; shall afford the Architect every facility for inspection ; shall be 
responsible for any violation of law, or damage to property caused by him 
or his employees; and shall properly direct his work during its progress. 

All material to be the best of their several kinds as therein specified; 
and all labor to be performed in the best manner, and to be subject to the 
approval of the Architect. All work and material must conform to the laws, 
rules, and regulations in force in the locality in which the building is to stand, 
anything herein specified to the contrary notwithstanding. 

MASON WORK: 

The mason is to do all the mason work hereby required in connection 
with the alteration. Plastering, concreting and cementing, furring, lathing, 
fire-proofing, brick and terra cotta work, and patching included; also in- 
clude all 4* and other terra cotta blocks. Furring and lathing to be of metal. 
Mason to do all cutting of bricks, terra cotta, and other work apportioned to 
himself or his sub-contractors that may be required by other Contractor^ to 
carry on their work. 
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HALLS: 

Halls are to be cemented with proper height of bed, and are to have ce- 
ramic tile furnished. Style of tile to be selected by the owner or architect. 

OUTSIDE BRICK WALLS: 

Furnish and put in necessary foundations of concrete, of size and depths 
as shown on plans. Contractor to repair all breaks of plaster, etc., caused 
by himself or his workmen, whether new or old portions of the building. 
When directed by the architect the contractor shall remove all rubbish 
caused by himself or his workmen. 

Atlas or Whitehall Portland Cement to be used for all foundations. 

CARPENTER WORK: 

The carpenter is to do all the carpentering required in this alteration. 
The timber to be used is to be White Pine, which must be sound, dry, 
well seasoned, and free from all defects, such as sap, knots, etc. 
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Printed receipt form. 

Lord & Taylor 

oNOe 
is&e New York* 



Dear Madam: 

Enclosed please find samples as requested* 

We suggest that a second choice be sent, so that 

there will be no delay in case the first selection 

has been sold. 

All mailable packages are forwarded free 

of charge* 

Yours respectfully, 

Lord & Taylor 
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Formal, even trite, in tone. Generally a printed form; seldom, if ever, dictated. 

SARLES, GRANGER & CO. 

YONKERS, NEW YORK 

March 5, 1917. 

Miss Carrie Hough, 
136 Claremont Ave., 
New York Ci'ty. 

Dear Madam: 

We beg to acknowledge receipt of your 
letter of the 3rd inst, and wish to advise you 
that the same will be given our prompt attention 
at once. 

Very truly yours, 
SARLES, GRANGER & CO., 
By: 
EES-VM 
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Receipt form that may be sent out as a letter or on a card. 



We wish to acknowledge the receipt of 
your communication regarding. 

Tliis matter will be given our immediate attention 
and we will communicate with you further in the 
course of a few days. 

Yours very truly, 



90 
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Attractive letterhead with engraved lettering. The tone of the letter is more than 
courteous, it is friendly. 



• • •wrfi* Prm i im * . 




March 14, 1917. 



]lr« John B. Qpdycloe, 
Hew York City. 

Dear Sirs 

We wish to acknowledge receipt of your letter of 
the 9th and express our appreciation of your interest in using 
our cost chart for business letters* We surely appreciate the 
opportunity you have extended in allowing us to place before the 
students of your hlgi schools our advertising literature, and 
therefore would he very glad to have you use any or all of the 
material used by us that you believe would be of a profitable 
nature* 

Trusting that this will be mutually beneficial and 
awaiting the pleasure of serving you further, we are 

Yours very truly, % 
Bampshi As|apfe) Og 



(f 
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So kind a reply almost compensated for not receiving the letters. 



\h/r^W*&[OH 



JACA9O4AN0 Dearborn 

1 » RIOH M ANO WASHIKOTOM 
M*DIBDHANOLaSa|.I.E 

** ea*t Monroe 




March 24, 1917. 



Kiss Celia Brew, 

c/o Julia Richman High School, 

60 West 13th Street, 

New York City. 

Dear Miss Drew: 

Relative to your request of the 21 at inst. for copies of 
our letters, we use no form letters, each letter sent out 
from our office being made to fit the particular trans- 
action in question, so it will be impossible for us to 
grant your request. We are very sorry to be unable to 
assist you, and assure you that were it in our power to do 
so, we would be very glad to be of service to you. 



Wishing you every success in the compilation of your book, 
we are 

Yours very truly, 

THE WASHINGTON SHIRT COMPANY. 
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// one cannot comply there is always a pleasant way, as in this case, of saying so. 



ASSISTANT TO PRCSIDCNT 

THE PULLMAN QOMF^ANY 

CHICAGO 



January 50th, 1917.' 



Mr. John B. Opdycke, 

139 West 72nd Street, 
Hew York City. 



Dear Sir: 

Your letter of January 27th, addressed to .this Company, 
has been referred to me. 

While I should like exceedingly to accede to your 
request and send you a number of the letters sent out by this Company 
as ve adhere to no particular form I am rery sorry that I cannot 
give you anything of value. Our business is different from that 
of any company in the country and it is • seldom that even tvo letter* 
are sent which are alike. 

Yours truly, 



y^m* f&uk^tjt^ 
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Excellent layout. Letterhead neat and attractive. Reply courteous. 




f—Mri<M 



Chalmers 

V»* MOTOR COMPAHY 



Detroit, Michigan.U.S.A. 

April 10, 1917. 
Plot. 4-9-17. 



Ilia 8 Celia A. Drew, 
99 Claremont Are., 
Hew York City. 

Dear Madam: 

In compliance with the requests mads 
in your letter of April 2nd, we are sending you 
under separate cover, a set of sales letters suoh 
as we send out each week to Chalmers dealers for 
reproduction and mailing to their prospects. 

We hope these letters will interest 
you and be of assistance* 

Very truly yours, 

CHALMERS UOTCR CCMPAHY 



GRG-S 
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A receipt-inquiry letter. 

J»J Slater 

FOUR HUNDRED ANO FIFTEEN FIFTH AVENUE 
NEW YORK 

Hov, 2, 1916. 

Miss Edna Ryall, 
New York City. 
Dear Madam: 

We are out of size 4£AA at present 
In the tan shoes you desire, but would be 
pleased to order a pair for you, if you wish, 
which would take two weeks. If this is not 
satisfactory to you, we would be pleased to 
have you call and select another pair. 

Kindly advise what you wish done 
in this matter. 

Respeotfully, 

J & J Slater 



29/HB. 



* 
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A courteous refusal urith the reason why. 



CABLE AOORCSS 
VICTOR 



4S> 



CAMDEN,N.JhUS.a. Mar. 23, ♦ 17. 



Mi as Celia Drew, 
99 Claremont Ave . , 
Sew York City. 

Dear Madam: 

We acknowledge receipt of yours of 
recent date requesting that we send you some 
form letters. 

We would like to comply with your 
request, "but we do not believe that the letters 
we send out would fulfill the requirements for 
which you desire them. Furthermore as these 
letters are for the special benefit of our trade, 
we are not prepared to furnish them to others. 

Regretting our inability to comply 
with your request, we remain 

Very truly yours, 

VICTOR TALKING MA CHINE COM PANY 

CHN MAM Asa't. Manager Contract Dept. 
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Th& comment on the refined letter is interesting and strikes a responsive chord 
in many letter writers. 

TtaE Book of 1£kowi,i21}Gi? 

Hie Grolier Socustv 
2Mfe§T 4>3tb Sxiusbx 

TCfclPMONC COO BRYANT ^rEWTORK 

Fab* 2, 1917. 

Mr* John B* Opdyoke, 

139 West 72nd St., 
• Hew York* 

Deer Sirx- 

Z hare toot letter of Jan. 27th and it is encouraging to learn that you 
have a good opinion of some of our letters. I as enclosing copies of some letters, 
which Z trust will meet your requirements* 

Speaking of letter writing, I was engaged some years ago as correspondent 
by a concern which was going into the mail order business* She head of this con- 
cern had no experience Caterer in advertising or in sales correspondence, yet his 
letters were masterpieces, and I found that they were successful because he diotated 
his sales letters, then sent them out in quantities just as he diotated them* without 
revision* If a criticism is appropriate, I think the fault with a great many sales 
letters is that they are rewritten and rewritten to suoh an extent that the human 
touch is taken completely out of them* It is much like a very natural photograph 
which i a retouched to suoh an extent in order to improve it, that any fair oritio 
would say it was no longer life like* 

Yours truly, 

THE GHOLIER SOCIETY* 



HBK.HH 




fC^t 
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EXERCISES 

1. Rewrite the following order so that it may be more easily filled: 

Please send me six spools, Coat's white thread, number sixty; ten yards 
unbleached muslin; five papers needles, assorted sizes; and five rolls linen 
tape one-half inch wide. 



2. Criticize and rewrite the following letter: 



Messrs. A. G. Spalding, 

523 Fifth Ave., New York City. 



1278 Broadway, 
New York City, 
August 24, 1917. 



Gentlemen: 

Please send me a grey sweater, price $10; a tennis racket, price $4; a one- 
piece bathing suit, price $1.50; and a pair of white canvas tennis shoes. I will 
pay for them when they come. 

Very truly yours, 

3. Criticize this answer: 

Dear Sir: 

We would be glad to fill your order if you had told us what you want. The 
price of the articles is the only thing that you do state clearly. What kind of 
a sweater do you want? What style? What size? Be a bit more definite 
about the other items, too. How, also, do you intend to pay for these things? 

Very truly yours, 

4. Write the letter of acknowledgment that the A. G. Spalding Company 
would be likely to send. 

5. The issue of a later catalog than the one used by a customer in making 
out his order calls for a revision of his order. Write the letter notify- 
ing him of this fact. 

6. Assume that you are secretary of a hockey club newly organized in 
your school. Place with Alexander Taylor & Company, 12 East 42 
St., New York City, an order for all you need to equip the members for 
the sport. 

7. Write the Curtis Publishing Company, Philadelphia, placing your 
order for the Ladies 1 Home Journal and The Saturday Evening Post, to 
be sent to a friend as a Christmas gift from you. Enclose remittance. 

8. Write a letter ordering of the Likly Luggage Company, 311 Fifth Ave., 
New York, 16 Alligator Bags, size 14, style 35 and 4 Wardrobe Trunks, 
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Size 40, Style 120. Direct them to ship the goods by the L. S. & M. S. 
freight, and to draw on you for the amount of the invoice at three 
days' sight. 

9. Write to Marshall Field & Company, Chicago, ordering four different 
articles from their drug department. Give shipping directions and tell 
them when and how you will make payment. 

10. Write a letter to the May Company, Cleveland, Ohio, ordering from 
a catalog three pieces of furniture, Colonial style: a Circassian walnut 
bed, chiffonier, and dressing-table. Ask to have them sent by freight 
and enclose the amount of invoice. 

11. The May Company has sold out its stock of Walnut furniture but 
can deliver the same style in mahogany at the same price. Write the 
Company's acknowledgment. 



CHAPTER VI 

LETTERS OF CLAIM AND ADJUSTMENT 

The letter of "grouch and growl" is out of date. People no 
longer upbraid one another in their correspondence. In the first 
place it never pays to do so; it means not only dead loss, but live 
waste as well. In the second place, the letter that is unguarded in 
the expression of anger has not infrequently involved the parties 
concerned in protracted and troublesome legal procedure. Much 
money has been spent, much time lost, much hard feeling caused, 
all because the writing of letters of claim was interpreted to mean 
the writing of letters of complaint. The following distich from 
Samuel Butler's Hudibras is worth recalling in this connection: 

"Full oft have letters caused the writers 
To curse the day they were inditers." 

Mr. A no longer writes to Mr. B — 

Why don't you fill that order that we placed with you a week ago? We 
need the stock, and, if you can't get it to us, say so and we will deal with 
a more businesslike house. 

And Mr. B no longer replies to this — 

Order was filled and shipment made promptly. Look after your own 
end of the freight service and perhaps you may find that we are more 
businesslike than you are. 

Such exchange of epistolary civility as this is now medieval. 
Mr. A and Mr. B do it differently today. ~Mr. A does not com- 
plain, but he claims as follows — 

We regret to inform you that the goods we ordered of you on August 10 
have not yet been received. Your prompt and courteous attention to 
our orders in the past assures us that the present delay is due to some 
oversight on our part in placing the order, or to some unusual congestion 
in freight service. We shall appreciate any assistance you may be able 
to give us in the matter. 

101 
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And Mr. B adjusts in this way — 

We appreciate your notifying us of the delay in your shipment. We are 
sorry if you have been caused any embarrassment thereby. Your order 
was filled immediately on its receipt and the goods were sent out the 
following day, but a wreck on the Atchinson and Topeka one hundred 
miles west of Chicago has caused not only delay but much confusion in 
our deliveries. We are sending you a new shipment today and trust you 
will receive it in due course. If you do not, please let us know. 

In other words, Messrs. A and B discard the oldfashioned letter 
of complaint and use in its place the courteous claim and adjust- 
ment method here illustrated. 

The right attitude in requesting adjustment and the right atti- 
tude in making adjustment must be cultivated by him who would 
become an efficient business man. He must satisfy and be satisfied. 
It must be assumed that the customer is always right. A syndicate 
with a chain of a hundred stores issues a manual of instructions to 
its employees which says: 

The first thing for a representative of our stores to get firmly fixed in 
his mind is that every transaction must be completely satisfactory to a 
customer. There will be no compromise, no quibbling — right or wrong, 
the customer is right. Each customer served must be thanked; the words 
must be said with sincerity and to the customer, not at him. When a 
customer brings back a package and says the contents are not satisfactory, 
hand out the purchase price promptly and as willingly and graciously as 
you do when you sell it. 

On the other side of the case, the customer must do the house the 
justice to assume that it is not aiming to give dissatisfaction in its 
transactions. Each party to a business transaction must grant the 
other the benefit of the doubt when it comes to the settlement of 
error or misunderstanding. Every business house is eager to correct 
mistakes. Every customer knows that a certain degree of error is 
as human and as unavoidable as it is adjustable. 

The department or bureau of claim and adjustment maintained 
by a large concern, is among the very best advertisements it can 
have. It is likewise the best guarantee of faith and reliability a 
customer can have. The concern maintaining such a bureau must 
use it to its fullest, most efficient capacity, but the customer must 
not be permitted to impose upon it. He must not be permitted to 
pervert its purpose by making it an excuse for changes of mind or 
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fickle and imagined dissatisfactions. It is a bureau of correction 
and adjustment; hence, a protection to buyer and seller alike. It 
is neither a convenience for eccentricities nor a depository for dis- 
carded whims. 

According to a most general classification there are five classes 
of dissatisfaction that may • arise between buyer and seller in a 
transaction, — 

1. Goods delivered may not be as purchased or order may be incom- 
pletely or improperly filled. The shop is responsible for this and will 
make adjustment immediately the claim is made. 

2. Goods delivered are found not to be as advertised. The shop is 
probably to blame, but some investigation must be made. Respon- 
sibility may rest with the mechanics of printing or with some other 
outside agency. The claim will be satisfied. 

3. Goods may be delayed in" delivery, or they may be soiled, torn, or 
otherwise impaired when received. Again, responsibility may rest 
with some outside agency, such as express or delivery company. 
Investigation must be made and responsibility placed, but the claim 
will be promptly satisfied. 

4. The customer, on examining goods at home, may change his mind 
and request exchange. The shop is in no way to blame, but it will 
readily make the desired exchange provided the goods have not been 
used or impaired. (There are some exceptions to this,' however: 
Certain sales may be announced, "Goods not returnable," by 
which the customer is given due warning. Some shops, again, 
follow the policy of "No returns/' but they are fortunately de- 
creasing in number. In times of economic stress, local or general, 
the shops of a community may unite in the " No-returns " policy 
in order to vouchsafe their own interests and to make people more 
careful and economical.) 

5. The customer may request exchange of goods after having used or 
impaired them to some extent. The customer is entirely at fault and 
his request is politely refused by most shops. Some shops, however, 
consider the extent of damage in all such cases and deal with each on 
its merits. On certain modifying conditions they will permit the re- 
turn or exchange of impaired goods, later placing them on special 
sale as seconds. 

Error, as all of us know, sometimes seems to be almost human 
in its stubbornness to resist correction. The order of a mere trifle 
may oftentimes require more correspondence, energy, and expense, 
than one involving thousands of dollars. More than this, human 
nature is erratic and fluctuating, especially when it has to do with 
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men, money, and merchandise. For these reasons, the letters that 
are concerned with claim and adjustment are probably the most 
difficult of all to write. It is easy to be sour and suspicious and 
sarcastic in them. It often requires genuine genius to be tactful and 
telling and temperate. Many firms, therefore, employ experts for 
the writing of such letters. They find that it pays to do so. To err 
is human; to correct is good business. 

With some modifications, as required by the individual case, the 
following plans will be found adaptable in writing letters of claim 
and adjustment, — 

Claim Letters — 

1. State just what the error or problem is. 

2. State just when, where, and how the error occurred (optional). 

3. State just what correction is required. 

4. State some courtesy, such as, regret for causing special attention, or 

thanks for correction. 

Adjustment Letters — 

1. Explain how and why error happened. 

2. State time and method of making adjustment. 

3. Express regret. 

4. Enclose postcard or stamped addressed envelope for custom- 

er's O.K. of transaction. 

The following model letters are worthy of careful analysis. Ob- 
serve particularly those points in them that tend to negative or 
reconcile any later hard feeling on either side of the correspondence. 
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Claim for damaged goods. The letter is complete in that it states what the 

damage is. 



620 West 123 St., 
New York City, 
April 27, 1917. 

Messrs, Lord and Taylor, 
Fifth Ave. at 38 St. , 
New York City. 

Gentlemen: 

The furniture that I "bought April 24 came today 
in good condition with the exception of one piece, 
the gate-leg table. That has a deep scratch on 
the top and the finish on one* leaf is "badly rubbed. 
Will you kindly call for it and, if you have one . 
like it in stock, send it to me to replape the 
damaged one? 
Very truly yours, 
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Adjustment letter. Responsibility assumed for damage and offer of exchange made. 
The explanation of how such things happen would appeal to any reasonable person. 

287 Fifth Ave., 
New York City, 
April 28, 1917. 

Mrs. Katherine Sowell, 
620 West 123 St., 
New York City. 

Dear Madam: 

We are indeed sorry to hear that goods on your 
order were damaged when they reached you. 
Considering the number of articles that pass 
through our shipment department in a day, it is • 

impossible, even with thorough inspection, to see 

■ •* 

that all are perfect. The table irf your order . 

must be one of the few exceptions that are' brought 
to our notice from time to time. Our shipping 
department has instructions to forward a duplicate 
to you today and at the time of delivery get the 
imperfect one. 

Feel assured that we always want to do everything 
possible to give our customers complete satis- 
faction. 
Very truly yours, 



LETTERS OF CLAIM AND ADJUSTMENT 107 



Claims for delays and incorrect bills. The writer is more or less exasperated 
with continual errors } but she is courteous in expression. 



Urbana, Illinois, 
May 26, 1916. 

Messrs. G. R. Williams & Co., 
Urbana, Illinois. 

Gentlemen: Attention Mr. Frank Sparling: 
Friday last I bought at your store five yards of 
Georgette. Crepe. This is Tuesday and the goods 
have not yet been delivered. The delay has caused 
me great inconvenience. If this were the first 
time that you had been careless in sending out 
orders, I should feel less impatient, but three 
times within the last four weeks I have been 
similarly annoyed. 

April 2 I sent back my bill for correction, goods 
returned not having been credited to my account. 
April 15 the bill was again sent in its original 
form with a "please remit." I again wrote, 
making explanation, but to date have received no 
reply. If I must be constantly annoyed in this 
manner, I shall have to close my account. 

Very truly yours, 
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Adjustment Utter. Begins by expressing regret and considering the circumstances 
from customer' 8 point of view. Assumes responsibility and promises better service. 

Urbana, Illinois, 
May 27, 1916. 

Mrs. John Graves, 
Urbana, Illinois. 

My dear Mrs. Graves, 

You certainly have every reason to "be annoyed with 
the delays in deliveries and errors in monthly 
"bills. It is our fault entirely and I shall make 
it my personal "business to see that such annoy- 
ances do not occur again. 

The Georgette crepe was by mistake sent to Mrs. 
James Graves and taken in "by the maid in her 
absence. She returned it to us this morning with 
a note saying that she had ordered no such 
material. 

The error in the bill is quite inexcusable. 
Please accept our apologies for the annoyance. 
The corrected bill will be sent you June 1. 

We appreciate your patronage, Mrs. Graves, and 
thank you for calling our attention to these 
errors. 

Very truly yours, 
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Extremely "fresh" claim, but such as relieves the monotony of the day's routine. 
We would not advise Us use as a model. 



Goldfield, Nevada, 
February 27, 1917. 

S. Allman & Company, 
278 Fifth Avenue, 
New York, N. Y. 

Gentlemen: 

Reclining in the dark recesses of a 
paper "box in which it was shipped west," "but is now 
eastbound, is a cap "bearing a remarkable resem- 
blance in sound to the coloratura effects produced 
"by a 25-piece orchestra in a Chink theatre. It 
makes too much noise. 

I had intended to wear the sky-piece 
in the summer, hut I fear the effect on a now none- 
too-strong "brain of a "burning desert sun percolat- 
ing through such a sizzling production. 

I repeat it makes too much noise to "be 
in keeping with the spirit of a quiet God-fearing 
community such as this is. It was designed "by a 
color-blind infidel with a dark brown taste in his 
mouth. 

I parted with $1.50 for the riot, 
which amount please place to my credit and I will 
take it up with an early order, as I am a frequent 
patron of your company. 

Very truly yours, 
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How a "fresh" letter may be answered so as not to give offense. 

278 Fifth Ave., 
New York City, 
March 10, 1917. 

Mr. Samuel Gordon, 
Goldfield, Nevada. 

Dear Sir: 

Your letter of February 27 has just come in, and we 
are sorry to hear that the cap did not quite meet 
expectations. It is rather difficult to tell from 
an advertisement or from a catalog just what ,an 
article looks like in the flesh, hence the disap- 
pointments such as yours. 

As you suggested we are placing the $1.50 to your 
credit. More than we can say we regret that this 
trouble should have occurred, and hope the matter 
is adjusted to your entire satisfaction. 
Very truly yours, 
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Brief and courteous reply. The reason is evidently sufficient. 

Chicago, 111., 

May 31, 1916. 

Mr. F. L. Henderson, 

Portland, Maine. 

Dear Sir: 

In compliance with your request of recent 
date, we shall mail our check tomorrow for $5.00 
for house coat returned "by you. We regret very 
much the delay in this matter. Our only excuse 
for same is the holiday rush in our delivery 
department. 

Trusting you will overlook delay, we are 
Respectfully yours, 
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A manufacturer-dealer claim. An attempt to bring delinquent dealers in line 
with the manufacturer 1 8 distribution policy. 

1/24/17 

Ford Motor Car Co., 
Beaumont, Texas. 

Mr. Newman 
Dear Sir: 

Somewhat over two years ago the Goodyear 
Tire and Rubber Company decided to discontinue 
retailing tires. 

The primary object was to turn over to 
dealers all of the retail sales and retail profits 
on Goodyear Tires, to make the selling of Goodyear 
tires more attractive to them. 

The secondary object was to do away with 
making retail deliveries and to effect economies 
in distribution which would enable us to give the, 
public still better and better value. 

Apparently we succeeded in the first 
obj ect. 

At least we do not sell tires to consumers 
so our dealers must be getting whatever retail 
sales and retail profits we formerly enjoyed. 

We succeeded partially in the second 
obj ect. 

We did do away with some retail de- 
liveries. 

Some dealers took the retail business over 
and handled it extremely well. 

And we are giving much better value in 
Goodyear tires than ever before. 

But we did not succeed entirely. Some 
dealers did not carry out the plan. Instead of 
carrying adequate stocks and buying in a wholesale 
way, some of the dealers still persisted in buy- 
ing "a tire at a time" whenever the consumer 
demanded it. 
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So in these cases all we accomplished was 
to turn these retail deliveries thru another 
channel. 

Instead of these retail deliveries coming 
direct they come thru a dealer. 

Now in every other line of merchandise 
a "dealer" is a man who carries stock, buys in 
wholesale quantities, and renders service to the 
public. 

But in this tire "business too many dealers 
have not "been dealers. They have merely "been 
brokers. They did not buy in wholesale quanti- 
ties. They did not carry stock. They did not 
render service. 

In Houston we have a large warehouse stock 
of Goodyear products to provide quick delivery of 
stock orders to dealers. 

This enables the dealer to have his stock 
orders filled promptly. 

But he should carry an adequate stock—at 
least 30 days 1 requirements. 

And he should buy stock orders— not "a 
tire at a time. " . 

When the Beaumont dealers come to do 
business this way, the public will be better 
served, the dealer will make better profits, and 
unnecessary expense will be eliminated. 

The Goodyear Service Station plan will be 
better for the public and for you. 

Have you made arrangements to become a 
Goodyear Service Station? 

Very truly yours, 
THE GOODYEAR TIRE & RUBBER CO. 
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Courteous but firm: Business is business; we can make no exceptions in your 

case. 

Dear Sir: 

Thank you for your check for $55.32. 

You probably intended this to cancel our 
July 1 statement. 

However, in doing this you have included an 
express charge of $1.66. Before we can give you 
credit for this we must have the original receipt 
or a copy of it. 

Then you have deducted $2.92 cash discount, 
although the discount period has already expired. 

In fairness to our dealers who remit on 
the specified date, we cannot allow your de- 
duction. . 

While we are very careful not to give you 
any advantage over other dealers in terms of pay- 
ment, you can feel sure that we are just as care- 
ful to give them no advantage over you. 

So if you will send us a check for $2.92, 
and a copy of the express receipt we can balance 
your account to July 1. 

Yours very truly, 
THE GOODYEAR TIRE & RUBBER £0. 
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Clear, concise statement of conditions under which a customer's claim may be justly 

considered. By enlisting dealer cooperation, the Hosiery company hopes to 

lessen unjust returns. 

March 30, 1917. 



To Customers. 
COPY 



Gentlemen: 



Each year we total up the returns of goods made to us by our 
various customers, and consider not only the average returns from 
all our customers, but the percentage of returns of each individual 
customer. It rather surprises us to find that your percentage of 
returns is very materially greater than the average. 

You know, of course > that we do not guarantee our hose, and that 
we also dislike to hear the word ''guarantee'' used in connection 
with Silk Hose. We endeavor to emphasize this in our advertising, 
our literature, and our letters, but we do credit hose returned to 
us because of imperfections of manufacture, giving the dealers, who 
purchase our hose, the benefit of the doubt as to the cause of the 
damage. 

-In your, case, it "would seem as if we might have been too lenient 
in accepting returns. When houses; which are renowned all over the 
country for doing everything to please their customers, purchasing 
from ten to fifty thousand dollars a year from us. make practically 
no returns whatever, it would seem as if your Hosiery Department 
might have been too lenient in makimg adjustment with your cus- 
tomers, and then again have expeoted too much of us in the way of 
replacements. 

We trust that you will accept this letter in the same sense in 
which it is written, as, during the many years that we have been 
manufacturing Silk Hose, we have prided ourselves on a frank and 
open statement to our customers of our attitude in various matters. 
If we felt there was a mistake, we came out frankly stating it, in 
the same way that we expect statements to be made to us. 

We are confident that we make the best Silk Hose in the world. 
Occasionally hose of imperfect manufacture escape our six different 
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inspections, but the main trouble seems to be that many wearers 
expect unlimited service from Silk Hose, under all types of abuse. 

Anything we can do to assist you in eliminating these unjust 
returns we shall be very glad to do, for we feel it is not only an 
excessive burden on the manufacturer, but is a type of oomplaint in 
your store which is liable to extend to other departments than the 
Silk Hosiery Department. 

Many complaints made by the wearers as to service received from 
Silk Hose, if translated into the Ready-to-wear Department, or the 
Millinery Department, or the Furniture Department, would not be 
accepted for a moment as a legitimate reason for giving credit. 

After we send one of our printed statements as to reasons for 
damage to Silk Hose there is a tendency on the part of the average 
Hosiery Department to consider additional copies of this more or 
less of a joke. But, if all of these items were constantly in the 
mind of the sales force, and the heads of the department, we are 
confident that your percentage of returns would be largely de- 
creased, and without any loss of business to the department. In 
fact, your customers might be even better pleased than when they 
expect hose, of the thinness of veiling, to stand as great service 
as their shoe leather. 

We wish to thank you for the business you have been good enough 
to favor us with in the past, and to assure you of our endeavor, at 
all times, to give you the best goods that the best materials, . 
labor, attention, and service can possibly furnish you. 

Yours very truly, 

McCALLUM HOSIERY CO. 

Treas. 
GBMcC/F 
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An effort to offset unfair claims by enlisting dealer cooperation. 



A M« GALIUM jFU>HEMCK.MAfl^ H CW YORK OFFICE 

««•.■.•». wu^vi*^ ROOM |ooj BONW(TfTELLER n. o. 



^mthampiim^Jttass. 



To Customers, 
COPY. 



Gentlemen: 



We are in receipt of the goods which you 
returned for credit, and, upon careful examination 
of same, we do not feel that we can allow you 
credit, as we do not guarantee that our goods will 
wear any definite length of time, "being -subject 
to return or exchange only "because of manufac- 
turers f imperfections . 

There are many ways in which Silk Hosiery 
will become damaged "by carelessness of the 
wearer, and these various types are outlined on 
the sheet which we are enclosing. 

We would suggest, before making adjustment 
with your customers, that you first submit the 
hose to. us for our examination, and, if the damage 
is due in any way to imperfections of manufacture, 
we will gladly make proper adjustment, as we wish 
to treat our customers fairly in all cases of thia 
kind. However, we feel it is almost impossible 
for imperfect goods to leave our mill, owing to 
the very careful inspection they have during the 
different processes of manufacture. 

Yours truly, 
EGH/F McCALLUM HOSIERY CO. 
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Giving him the benefit of the doubt. Such fairness' must indicate the desire of 
the company to take only what is its due. 

FMS.WDB Jan. 17, 1917, 

25-979 



Dear Sir: 

We know you would not have made a claim, 
Mr. White, for discount on your recent remittance 
if you had not felt that there was some good 
reason for it. 

We tried to explain in our letter of the 
9th what our records showed concerning the 
account. What we should like you to do is just to 
take about five minutes' time and write us your 
views on the matter, if you still feel that it is 
not in order for you to send us the check of 
$2.06, which we requested to complete this settle- 
ment. 

Now, we are going to prove to you, Mr. 
White, that we mean to be fair and all we ask is 
for you to help us. 

We "believe you will "be glad to reply at 
once. 

Yours very truly, 

THE GOODYEAR TIRE & RUBBER COMPANY 

Chief Clerk. 
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Adjusting very nicely an "extra postage" claim. The transition to sales talk 
is deft and admirable. 

Electrical World 

239 WEST 39™ STREET, NEW YORK. 

CHICAGO* CLEVELAND. PHILADELPHIA. SAN MAMCISCO. DCNVCR. LONDON. 

April 20, 1916. 

W. C. Clark, Eeq«, 

Clark Eleo. ft Mfg. Co., 

Singer Bldg. Tower, 149 Broadway, 

K. Y* City. 



Dear Sir t 

Our mistake* 

A hair-breadth's difference 'tween our scales and 
those of the post offiee made "James H. Smith's" last circular 
cost you two cents extra. We apologise and send herewith 
Uncle Sam's steel engraving for the amount. 

All of which, however, does not alter one tittle the 
value of the Convention Issue of Electrical World. 

An extra circulation, your product listed in a Buyers 
Guide - vest pocket size - distributed to 40,000 electrical men, 
the unusual advertising value of this issue of the paper itself - 

All this at no increase in rates makes this a number 
that it will more than pay you to be in for commanding space. 

We are deeply regretful of our error in short-paying a 
circular to you and trust, and believe, that it will not dim the 
unusual value of the Convention Issue, May 20, 1916. 

May we have your reservation! 

Yours truly. 



HK/E Business Manager* 
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Two examples of inviting claims. It may be that the one to whom it is written has 
a grievance. If so, the writer wants to know what it is; if he has not, then it is 
again time to talk business. We like the man-to-man tone of the letter and the 
easy colloquial style. 



MftfjUUft wnm> 



MANUFACTURERS OF 



Keepdry ^p, m f Burlapaper 

(Silwrap C 4"tf<W> Innercoat 



Waterproof Papers 

Ash land. Mass. 

15 Hovember, 1915* 

Adrian City nurseries, 

Adrian, Mich. Purchasing Agent 

Gentlemen* 

Whan I got hone the other night— and took an inventory of 
xoy pockets— I found myself one dollar short. there did that dollar 
go— and why? That* a the question which has perplexed me ever sinoe. 

Sow it isn't an uncommon event for me to spend a dollar— I 
love the sensation* 1 do, however, like to know that someone has 
received its worth in pleasure* * 

But another thing even more perplexing than the loaa of that 
dollar, is the apparent loas of your patronage — without knowing why. 
It has always been our policy to appreciate a customer's business—- be 
it large or small. And to show our appreciation by serving him to 
-the utmost of our ability. 

Of course, accidents are bound to happen at tines. people 
wouldn*t be human if they didn't. But we want you to know that down 
deep in our business hearts we miss you— and want you back again. 

So when I ask you to tell ua frankly Just what we've done 
that we shouldn't have— or Just what we haven't done that we should 
have — it is with the belief that a better understanding between us 
will make it possible to clear up whatever difficulty may exist, to 
your complete satisfaction. 

Is this asking too much of you? The enclosed envelope ia 
for your use. And if more convenient, you might write your reply on 
the back of this letter. 



Very truly yours, 
AHOIBB MILLS 



ABH/B 



]$M^ 
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This letter enclosed- in the foregoing emphasizes the writer 1 s interest in the reader. 
It is quite as much a plea for business as it is an adjustment* 



This is a copy of the letter we wrote yon oa 
November 1. please read It again. 



1 XoVflbber* 1916. 

Adrian City Nurseries, 

Adrian, Mich* Purchasing Agent 

Gentlemen s 

Ton were once a customer of ours. 

But, for some reason, you seem to hare discontinued the uae 
of AHGIEB'S KEEPBRY. At any rate, we haven't heard from you since 
March 17, 1913. 

It perplexes us* 

Because we don't know la just what way we're fallen down in 
looking after your interests* Will you tell us? 

Seldom we lose a oustomer* 

For we strive to make goods of the best quality. We were 
the originators of cloth-lined waterproof papers in this oountry* 
And are now their largest exclusive manufacturers. 

So it does seem as though we ougit to buy as well and manu- 
facture as cheaply as anyone, doesn't it? And we sell to the user 
direct — he gets the dealer's profit* 

Therefore, our prices should be right* 

He'd do a great deal to get you back again* To hold your 
business continuously, ae we hare that of the General Eleotrio Company 
for fifteen years* 

Won't you send us, please, a sample of the waterproof paper 
you are now using? And tell us about how many rolls you buy in a 
year's time? 

Bien we'll figure you a price on some grade similar in quality* 
And we don't believe you will be able to beat it* 

Very truly yours, 
AHGIBH MILLS 



Manager of Sales 
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EXERCISES 

1. Rewrite the following letter in correct and courteous form: 

163 North Ave., 
Bridgeport, Conn., 
August 24, 1917, 

The Elite Suit Company, 

65 Boylston St., 

Boston, Mass. * 

Gentlemen: 

On August 16, 1917, I mailed you an order for a suit that I saw advertised 
in a local paper and enclosed check in payment. When it arrived yesterday 
the box was damaged and the lining of the suit stained by water. I cannot 
understand such carelessness and will not keep the suit. I want my money 
back. I am sending the suit back at your expense. 

Very truly yours, 

2. Answer the above letter, making an effort to adjust the claim without 
taking back the suit. 

3. On April 15, 1917, you sold Joseph Gill a bill of goods amounting to 
$90. The terms were 3% for cash, 30 days net. It is now May 20. 
You receive his remittance for $87.30. Write him a letter explaining 
that you cannot allow this adjustment. 

4. A tennis racket that you bought by mail from a reliable sport goods 
house broke the first time you used it. Upon examination you found 
a flaw in the wood at the point of greatest strain. Write the claim 
letter. 

5. Write the letter of adjustment. State that the racket was very in- 
expensive and not guaranteed. Make, however, some concession. 

6. Assume that you have selected paper for decorating your apartment. 
The work is done in your absence. Upon "your return you find the work 
completed, but the paper wholly unlike what you selected, and very 
unattractive. Write the agent about it. 

7. Write the agent's reply. 

8. A suit that you desired for a certain occasion, and for which you have 
no use thereafter, fails to arrive until two days after the occasion for 
which it was ordered. You consider the tailor wholly to blame. Write 
refusing to accept or to pay for the suit. 

9. Write the tailor's answer. 

10. From B. Altman & Company, 34 St. and Fifth Ave., New York City, 
you buy material for a gown, select the style, and have them make it 
to your measure. When finished it fits perfectly but is not so be- 
coming as you thought it would be. You send it back to be credited. 
Write the letter of B. Altman & Company adjusting the matter. 



CHAPTER VII 
LETTERS OF INQUIRY AND INFORMATION 

Letters of inquiry and information are so varied in kind and 
content, that it is impossible here to do more than point out their 
general characteristics and indicate general treatment. Letters of 
reference and recommendation (Chapter 4) are letters of inquiry 
and information respectively. Collection letters, order letters, sales 
letters, all may be, wholly or in part, letters of inquiry or informa- 
tion. Even letters of application may contain inquiries; they are 
always letters of information. 

In this section, however, only letters that have to do particularly 
with inquiry and information regarding merchandise, regarding cost 
and price of merchandise, and regarding credit, are considered. A 
study of these as types should suffice to enable one to write such 
letters on any subject whatever, — letters to tourist agencies, to 
express and railway companies, to schools and colleges, to news- 
papers, to advertisers, and so forth. The general plan and arrange- 
ment are the same for all. 

In a simple letter of inquiry, one in which but a single question 
is asked, the question should be stated simply and courteously, as, — 

Will you please let me know the next sailing date of the steamship "St. 
Louis"? 

In longer letters of inquiry, those in which many questions are asked 
either sequentially or separately, great care should be given to the 
order and arrangement. It is a mistake to set a number of ques- 
tions in solid form. Each question should stand as a separate para- 
graph. The simplest question in a series should be asked first and 
the succeeding ones developed naturally from this. One exception 
may be made to this, however, — group or serial questions that can 
be answered from a single source, or that concern one sort of thing, 
should be placed together for the convenience of the one who answers. 

123 
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In the construction of the letter picture the question unit should 
be made to stand out from the rest of the Content; This (Jan be doiie 
by spacing and margining the questions apart froih other matter 
When a number of detached questions are asked, it is a good plan to- 
separate them by rules or spaces. In case questions do not require 
long answers, a sufficient space for the answer may be left after each 
one. Such an arrangement may be of great convenience to the 
person who answers the inquiry. 

Inquiry regarding the credit of firms or individuals needs to be 
stated with special point and directness. The exact name of the 
man or the company in question may be played up by means of 
capitals or special setting. The general trend of such an inquiry is 
as follows, — 

1. Length of your acquaintance. 

2. Kind of acquaintance existing between you. 

3. Kind of business engaged in. 

4. Standing in community. 

5. Local credit rating. 

6. Special considerations, favorable or unfavorable. 

7. Remarks. 

One of the principal aims of the letter of inquiry should be to 
facilitate the work for the one called upon for information. This 
consideration is due him, for he is rendering service gratis. It is 
likewise a guarantee of satisfactory replies. You owe it not only to 
him, but to yourself as well, to be clear, concise, and complete in 
your request for information. Explain fully and exactly what you 
want. If you are vague in questioning, the correspondence may be 
unnecessarily and even provokingly prolonged. If you enter upon 
unnecessary detail, you may blur the whole inquiry and receive a 
confused reply. If you omit anything, you will probably cause un- 
certainty in the minds of those of whom inquiry is made and they 
will in turn have to write you a letter of inquiry. Wherever possi- 
ble, refer to catalog number and description in ordering goods. 
Always state your queries seriatim. Do not make the mistake of 
asking useless questions or of asking questions that are sufficiently 
alike to require but one or the same answer for two or more. Always 
enclose sufficient postage for the reply, stamps, or, preferably, a 
stamped addressed envelope. And above all, do not omit please or 
kindly from your letter. 
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Information should be given in the order in which it will be of 
the greatest value. This should mean, in the order in which it is 
requested, but such unfortunately is not always the case. Ques- 
tions should be answered briefly but definitely. Yes and No as 
answers to questions are seldom satisfactory, and the questions that 
make them possible are usually badly framed. In other words, 
brevity in extending information, however much it may be en- 
couraged by bad questioning, must not be permitted to mean 
insufficiency. 

It is frequently possible to enclose in letters of information cir- 
culars, folders, or catalogs that contain the answers to inquiries 
made. A personal word of explanation should always accompany 
such enclosures, however. Certain features may be pointed out 
that the ordinary reader would entirely overlook. It may be that 
the inquiries suggest a sales opportunity in connection with the 
enclosures. If so, the opportunity should not be neglected. But 
it is as great a mistake to force a sales argument disconnectedly into 
a letter of information as it is to send printed matter in reply to it 
without any personal note whatever. 

The most valuable letters a business concern has in its files are 
the letters of information received in reply to credit inquiry. Such 
letters may bear the responsibility of transactions amounting to 
thousands of dollars. If they are not honest and explicit and accu- 
rate, they may be the cause of serious consequences. It is upon 
letters of credit information that a business man has to base his 
answer to one of three questions, — 

1. Shall credit privilege be granted? 

2. Shall credit privilege be refused? 

3. Shall credit privilege be modified? 

It is upon such letters that the business of the world hinges its faith 
to a much larger extent than is generally supposed. Just in propor- 
tion as they are lacking in genuineness and truthfulness will the 
business dependent upon them be retarded. Such letters should 
always be regarded as confidential communications. In view of this 
and in view of their great importance, the one who writes them should 
feel no qualm of conscience in being both frank and fearless. 

It is a privilege to be able to inform. It is a compliment to be 
asked to give information about either men or things. To be curt or 
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condescending in giving information is not only distinctly bad busi- 
ness but it is ill-mannered as well. Tho people may, can, and do 
ask many foolish questions — more foolish, perhaps, than horses 
would ask if they had the power, — yet good business and good 
breeding both require that all questions shall be answered with 
patience and courtesy. 

A large department shop in Philadelphia received the following 
rather unusual inquiry from "a lady, — 

I am obliged to leave the city tomorrow morning at 9.35, for the west. 
On my way to the station I want to call at your shop to buy a piece of silk. 
As you do not open until 9 o'clock and as my time will be quite limited there- 
fore, I shall appreciate your letting me know by return post just where the 
silk department is located, so that no time may be lost. 

There are shops that would have ignored such a request as this. 
There are others that would have replied briefly, stating merely 
where the silk department was located. From the shop in question, 
however, the lady received the following reply at 8 o'clock the next 
morning, — 

If you come to our shop from the address given in your inquiry, the 
southeast entrance on Chestnut Street will be the most convenient one for 
you to use. The silk department is directly on the left of the entrance. We 
take pleasure in enclosing a card floor-plan on which we have marked, for 
your assistance, both the entrance and the silk department. 

A special usher, who has been informed of your requirements, will be at 
the door to escort you to the department and, later, to the station if you 
care to avail yourself of his courtesies. Please go directly to him on your 
arrival and give him your name. He will wear usher's uniform. 

As the station is only three blocks from our Chestnut Street entrance 
you will have ample time, we feel sure, to make your purchase satisfactorily. 

The inquiry might have been considered trifling and bothersome. 
At least it was unusual. But the reply to it was extraordinarily 
considerate. It was calculated to make an enthusiastic " regular" 
of the lady concerned, and probably of her friends as well. 

The letters of inquiry and information that follow are worthy 
of careful consideration and analysis. Discover the particular 
merits of each and observe carefully the arrangement and the letter 
picture in each example: 
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Something of the flavor of Elbert J. Human-interest inquiry of the best doss. 




Address ff&6iu<~*?&<Z. 



September 4th # 1915 



VfC. 



Dear Friend: - 

Uy father made thousands of Friends and some 
"Enemies," - but he never called them Enemies. He said - 
"■e 8 imply misunderstand each other." 

I believe you vere once very much in sympathy 
with Elbert Hubbard* 8 work, I know he called you Friend. 
But for some reason or other, when your subscription to the 
Hubbard publication expired - you did not renew it. 

The Philistine has been discontinued, and, now The 
FRA combines tho virtue and virility of both magazines. 

I want you to subscribe again for old time's sake - 
and because we will give you Two Dollars' worth - Plus.. 

The FRA is an Open Jorum for Free Speech. It is 
absolutely fearless - and intelligent. It stands for in- 
structive criticism, for Truth, Liberty, and Useful Endeavor. 

Felix Shay is Editor, and he is like Fuzzy ffuszy - 
Elbert Hubbard has said, "Felix writes like me, only better." 

I believe there is a definite place in America 
for a Magazine that is Not Influenced - I believe you will 
want to encourage The FRA I 

I ask that you sign the Enclosed Blank and mail us 
Two Dollars - and you will receive The FRA for one year and 
an especially selected Roycroft Book - Gratis. Check your 
choice on the blank. I would particularly like to record 
your subscription to start with The September FRA. 



Vo-teii 
women 



International 
Difamament 





Good 
loadi 



O 



Troc 
Plant 



Children 
Garden^ 



r-al 

soul/1 
nejHJi 
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Good inquiry letter. Concise statement of what the writer wants with the additional 
statement why it is to the reader's interest to comply. 

December 2, 1914. 
Gentlemen: . — 

The English department of our school is 
studying the magazine from the points of view of 
its make-up and its appeal to the public. We 
study it also as a medium of advertising. We are 
using it as a textbook for intelligent reading of 
current literature. By this' means,, we hope... to give 
our students* a general knowledge of the magazine 
itself, and at the same time develop in them a 
critical judgment in the selection of magazine 
reading. We are, therefore, placing in their 
hands many different types of magazines. 

We should like to include your publica- 
tions. If you care to put us on your mailing 
list, or to send us about twenty sample copies 
or back numbers, enough for one class, we shall 
be glad to make a detailed study of them. It 
would be a means of advertising for you, and an 
opportunity for us. , 

Yours truly, 
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An inQuity in a m&re chatty form, tl is what may U termed "indited inquiry J' 



\ ft. R* 1, 

Dawson, Nebraska, 
September 12, 1916. 



Advertising Contest Dept., 
Successful Panning, 
Des Moines, Iowa. 



Dear Sirs: 



We take several farm papers, and in these 
we get a fair amount of general news; news of 
interest to the farmer, the gardener,, the poultry- 
man, etc., but one thing we miss - and that is the 
advertising of the several prepared foods. Why do 
they not care to appeal to the farmers with their 
products? 

Our country stores do not display the 
ads of these various companies as they are dis- 
played in the larger grocery stores of the city. 
The farmer is not posted or, rather, reminded of 
the dainties and staple goods they have to sell. 
Thus our want lists do not always contain a call 
for such goods. 

We look forward to the time when the 
different food companies will be more considerate 
of the farmer and his interests. We feel that we 
have just as good a right to complete information 
on high class goods as city folks have. 

Here's wishing that some of the aforesaid 
companies will give us a hearing and meet us 
through the medium of our farm papers. 

Yours respectfully, 
FRED B. LEE* 
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Exceedingly good layout. Note the parallel in thought and construction in para- 
graphs 5, 4, 5, and the emphasis on the last two ideas f — "delivered to his desk 19 
and "free." 

MANUFACTURERS OF 

Keepdrv ^ ^ ^ BiiriapapcT 

(3ilwrap 



*%£^>. Innercoat 



Waterproof Papers 

ASH LAND. MASS. January 20, 

1 * 1 * 

Fairbanks Company, 

Springfield, Ohio. 

Purchasing Agent 
Gentlemen: 

At some desk in your office sits a man 

— whose job it is to promote greater 
efficiency in your packing and 
shipping department; 

— who knows the good-will value of 
packing your products so they 
will reach their destination in 
perfect condition; 

-- whose chief aim is to secure the 
most complete packing service at 
the least possible expense. 

That's the man we want to reach — whether 
he be president, Purchasing Agent or Shipper. 

For we're holding for him a new book, which 
might help him to solve many of his packing problems - 
and save his company considerable money. 

At least it has done as much for some of 
the world's largest concerns -- in your own line. 

Hay be he'll find this book of no special 
value to him, "but the chances are he will. 

At any rate, it won't cost him a cent to 
find out, for Just his name and address noted on the 
enclosed postal 

— will bring the book delivered to his desk 

— free. 

Truly yours t 
AMOIER MIL 



abr/b 
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Inquiry with regard to an old grade, and announcement of a new grade. 



Angier Mills 

ASHLAND. MASS. 

July 29, 1915, 

pewurrwnrr or ADvomsiwi and sales 

ARTHUR B. HALL, MANA6ER 



Wilson Provision Company, 

Peoria, Illinois. 

Gentlemen : 

ffls are enclosing a stamped envelope 
for your reply, and shall appreciate it very much 
if you will tell us whether or not you found the 
grade K1680 KEEFDRY Sanitary Barrel Covers, which 
we shipped you some time ago, satisfactory in every 
way. 

If for any reason these Covers were not 
strong enough, please bear in mind that we now man- 
ufacture a new grade which -we call K1612, and which 
is a great deal stronger than the grade you tested. 

The K1612 grade is now being used in very 
large quantities by such concerns as Armour & Company, 
Sulsberger & Sons Company and many others. Armour 
has purchased about 100,000 of these new extra-strong 
Covers since May 1. 

. With burlap as high as It is at tha .preset) t. 
time, we are confident that it would mean money saved 
for you, if you adopt and use the K1612 or the K1660- " 
Covers in place of burlap. 

19s shall appreciate very much a reply from 
ycu in this regard. 

Very truly 
ANGIER MILLS 



ABH/K 
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Personal and persuasive last call. In a colloquial but courteous way it appeals to 
sense of justice. Action made easy — " Write on back of letter and use enclosed 
envelope." Might be classed also as the last of a follow-up series. 




International Corr e s p on3enc e 






sp< 
Schools^ 

SCRANton, pa. March 28, 191? 



Mr. R. I. Moore, 

Riverside, Calif, 
Dear Sir: 

I have written YOU so many times, it 
though we are personal friends. 

So won't you write ME a line now saying what 
is the matter? 

Write on the hack of this letter. Use the 
addressed envelope enclosed. And tell me personally, 
if you will, the real reason you have not taken up your 
proposed Course/' ; 

Be frank with me. If it's none or my business 
don't hesitate to say so. Let's understand each other 
plainly. Whatever you say, you may be sure your answer 
by return post will be much appreciated. 

I think you owe me thai much. Don't you? 



eeiB-itti67 



Sincerely yours, A 
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This letter was mailed to 1000 customers; 876 replied to questions on other side. 



Kpepdrv 
(oilwrap 



MANUFACTURERS OF 



BurlwapcT 
Innercoat 

Waterproof Papers 

Ashland, Mass. **«• 26, i9i4. 



L. J. Smith £ Co,, 

Boston, Mat 8. 

Gentlemen: 



R f B, Jones, fur, ftfit. 



Will you do us a favor? 

It is our desire to establish a clearing house 
of ideas, so as to gain a broader conception of just how 
and why ANGIER'S KEEPDRY is used by each of the hundred 
different lines of business that have been our steady 
customers for so many years* 

This information, tabulated and filed, will 
better enable us to serve those we sell, as well as help 
us to work out new improvements and packing specialties 
which may be of benefit to all concerned* 

But, with such a large variety < of customers on 
our books, the Job of collecting this material would be 
a long and tedious one, unless old friends were willing 
to come to our assistance. 

So we shall appreciate it greatly if you will 
answer Just as fully as you can the questions on the 
reverse side of this sheet, and mail them back to us in 
the stamped envelope we have provided. 

Whatever information you may care to give us 
will be held in strict cpnfidence. We are after vital 
selling facts -- not testimonial letters. 



Thank you* 



ANGIIR. M: 



Truly yours, 



ABH/H 

P. S. Watch for the new s Ample book wj^Cre mailing. 
It is filled with interesting specimens of our papers. 
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Reverse side of foregoing letter ; 

1. feat produces do you wrap or pack with KEBPDRY? 

Z. Please desoribe folly Just how you uao KKBPBRY la your wrapping 
or packing. If not too much trouble* a rough ponoll sketch 
would help to make it olear to us* 



5. that materials did you use previously to KSRFBRY? 

4. Please state definitely the reasons why you now use KEEPERY 
instead of these other materials. 



5. If KKEPDRY is better, why is it bettor? 



6* If KSBEDBY is less expensive, about how much less? 

7* If you hare found any disadvantages in using KH5PDET tor your 
pecking, will you tell us what they are? 



8* Oan you suggest any ways in which we might improve KEBWfcY, 
so as to give you even better satisfaction? 



Do you think of any wrapping or packing specialties that could 
bo mads out of E5KFDRY, which would be of benefit to you? 
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This letter was sent to 2000 customers; 1732 replied on the postal provided. 

s&&mm mum 

. MANUFACTURERS OF 

Keepdry s? . BiiTlapapcT 

©'•wrap < &&fue^ i nnercoat 

Waterproof Papers 

Ash land. Mass. * o»**-.»" 

fitchburg Steam Engine Co., 

Fitchburg, Mass. Mr. A. A. Tenny 

Gentlemen: 

We want to ask your opinion on a matter 
of considerable importance. 

A short time ago, a loading manufacturer 
— an old customer of ours — wrote us as follows: 

"I think you are making a big mistake. 
You were the first people in America 
to manufacture Cloth-lined Waterproof 
Papers. Your prices are always fair 
and your standard of quality high. 
But you ship your Papers all over the 
world without a single mark that will 
distinguish them from imitations." 

That letter set us to thinking. 

And finally, we have worked out the trade 
mark design enclosed, which we believe — if printed 
at regular intervals on the paper side of KEEPDRY — 
would be a decided move in the right direction. 

But before going ahead, we should like to 
know your frank opinion of the idea — and whether 
or not you object to the plan as applied to your own 
supply of KEEPDRY. 

1J you will kindly cheek, sign and mail the 
postal we are enclosing for your convenience, we'll 
know Just how you feel about the Batter and govern 
ourselves accordingly. 



Hay we hear from you right away, please! 



Very truly your' 
ANQIER MILLS 




h^ 
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Inquiry that is general in its message and that may be sent to any business man. 
The following letters Ore inquiries adapted to specific businesses* 






The National Cash Register Company 



DAVTOM.OHIO 



Does your present business system for handling your 
money and accounts give you all the Information and protection 
you desire to have? 

If It doesn't, wouldn't you he Interested In a sys- 
tem that would? 

isn't It important that you know at the end of the 
day how much business you hare done, as well as to have sepa- 
rate totals of your various kinds of transactions? If any 
credit sales have been forgotten, or If any mistakes have been 
made, wouldn't you like to be able to trace and correct these 
errors and know who made them? 

We have a new model national Cash Register, designed 
for your particular business, that will enforoe an accurate 
record of every transaction that takes plaoe in your store. 
It will make each olerk responsible for the money he handles, 
tell who made the most sales and who sold the greatest amount 
of goods* 

Tou will be placed under no obligation to have our 
representative explain what this system will do for you. 

Simply sign and mail the post card. 

Tours very truly, 



Inquiry Department. 
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A summary of what the N. C. R.vritidofor the prospect. Query — "Isn't 
this the sort of thing yo% need? " 



At 



The National Cash Register Company 




Does your present business system tell you who 
Is responsible for the mistakes when your cash does not 
balance? 

Bare you any way of EHPOROnKJ accurate records 
of your transactions? 

The new model national Cash Register that we are 
building for the hardware business enforces a correct 
record of every transaction and provides the greatest pos- 
sible amount of protection against loss of money. 

In addition to thie, It will giro separate totals 
of the different lines of merchandise sold. It will also 
giro you totals of the amount of business handled by each 
clerk and the number of customers waited on. 

JCen't this the kind of information you bare 
always wanted to obtain about your business? Wouldn't a 
system of this kind save you a great deal of detail work 
and enable you to devote more of your time to the bigger 
things of your business? 

&et our representative explain In detail how one 
of these registers will benefit YOU. It will plaoe you 
under no obligation to obtain this Information. Simply 
fill out and mail the post card. 

Yours very truly t 

Inquiry Department. 
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For garage men. Layout in all respects attractive f clean-cut, and readable. 
Paragraphs are short and language specific. 






The National Cash Register Company 



The many departments of the Oarage demand keen 
attention, that there may be no leaks in the profits. 

The majority of the profit made on tires and 
accessories may he drained through a weakness in the sys- 
tem for handling repair work. 

A systematic cheok should be placed on eaoh 
transaction that takes plaoe. 

Our new model Hational Cash Register for garages 
will give you the greatest possible amount of protection 
against loss of money, and furnish one of the best busi- 
ness systems obtainable. 

Think what it would mean to know at any time of 
the day how much money had been paid you for gasoline and . 
oil, as well as the amount received for storage, repairs, 
tires and other incidentals. 

Investigate what this register will do for. you. 
Send in the enclosed postal and we will be glad to have ; 
our representative explain in detail the benefits you will 
receive from the use of this system. 

•It -will place -you under no obligation to obtain 
this information. V 

Tours very truly, 

Inquiry Department* 
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An inquiry-sales letter. The force of this letter lies in its concrete statements, — what 
in dollars and cents an I. C. S. training is worth. Language is simple, concise, 
and personal. 




lnfernaj^onal Correspondence 

scr anton. pa. March 28, 191? 



Mr. I. R. Gardner, 

Green Ridge, Ohio. 

Dear Sir: 

The other day I investigated the careers of exactly a thou- 
sand men. The results prove you can get a better, job and more 
money if you'll only give yourself a real chance. 

These men were making an average of $53.90 a month. Today 
they're averaging $182.48 a month. The increase is $128.58 a 
month. That's what I.C.S. instruction has done for them. 

They made good. So can you. Many of them did not enroll 
immediately after writing to us. ■ They waited thirty or forty 
days as you have done; they had to be shown as you have to be 
shown; they had to be convinced as you have to be convinced. 

But the moment they found out that their lack of training 
was costing them money- -$128.58 a month- -and that I.C.S. in- 
struction was easy to learn, easy to remember, and easy to 
a PPly» they didn't wait any longer. They pitched in- -and now 
they're making $182.48. 

You took your first big step to a better job when you 
expressed a desire to prepare for advancement. You'll take 
your next big step when you enroll for an I.C.S'. Course. We 
have written you several times, and I feel now as though we were 
personal friends. When we have another thousand men qualified 
for bigger jobs and more money, I want to be able to include 
you among them. 

Won't you write me a line now saying what is the matter- - 
telling me why you have not enrolled?" 

Write on the back of this letter. Use the enclosed en- 
velope. Go as far as you like. We may be able to get together, 
and the outcome may be a bigger job and better pay for you. 

Sincerely yours, 

INTERNATIONAL CORRESPONDENCE SCHOOLS, 

By 



tment 
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Reverse side of foregoing letter. 



1# lwa Hame If yon want to give ua any 

more information, do it in 
the apace below* We are in* 

A v ... tereated in you. We have 

2. Tour Address prepared tena of thousands 

of man for advancement, and 
we want to be able to in- 
clude you among them* So 

3. Town State don't heaitate to tell your 

story. 



4. Occupation. 

5. Age 



6. Present Salary _ 



7. Have you been 
promoted in the 
past 2 years? — 



6. How many hours a 
day do you work?_ 



9. At what age did you 
leave school? At 
what grade? 



10. What line of work do 
you wish to prepare 
for? 
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Sermce4nquiry. Inviting questions with view to being of service and indirectly 
to push sales of bookkeeping texts. 

GlNN AND COMPANY 

Publishers of 
SCHOOL AND COLLEGE TEXTBOOKS 

The Athenaeum Press 

Dictated by EDL 

July 13, 1914. 
Miss Jessie -Brown, 

Joliet, Illinois. 

Dear Miss Brown: 

In a class -in business organization in 
Madison, Wis., last week, Prof. Gilman used the 
expression, "Use your "brains as a telescope and 
look through your "books into your business." 

What are we teaching? Bookkeeping as an end, 
or bookkeeping as an interpretation of business 
facts or by means of which business facts may be 
interpreted and business conditions analyzed? 
Shall we teach the pupil primarily to make the 
entry, or shall we teach the pupil that the trans- 
action has a definite business meaning, and teach 
how this meaning may be ascertained and then let 
the entry be made in such manner as to develop 
this meaning? 

The book in which the entry shall be made is 
incidental; the meaning is everything. The value 
of the journalizing matter lies in the opportunity 
to teach the pupil analysis and relation rather 
than books and forms. 

I shall be glad to discuss this matter in 
such detail as you may wish at any time. My own 
feeling is very strong that there is an oppor- 
tunity to teach the pupil value and relation and 
meaning through journalizing that you do not get 
where the time is devoted to certain books and 
certain forms. 

Very sincerely yours, 
LS 
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Manufacturer-dealer inquiry. Insistence that orders be complete in detail if they 
are to be filled satisfactorily. Statement of time required for filling orders. 



Gentlemen: 

Our records show that we have a "bulk 
order for your house, on which we have not as yet 
received details. 

Owing to the volume of "business we are 
receiving, we are obliged to ask for definite 
details as regards sizes, colors, and dates of 
delivery, to "be in our hands not later than June 
first, the entire order to "be taken in not later 
than December 1, 1917. We feel that it is to your 
interest as well as ours, to send in these details 
as promptly as possible, as all orders are filled 
in rotation. 

It is impossible for us to plan our man- 
ufacturing intelligently until all definite 
details are given. All bulk orders, if the full 
details are not given by June 1, 1917, we shall be 
obliged to consider void.- 

We also wish to say that in most cases, 
from the present outlook, it would require at 
least three months after details are given before 
we could make shipments. 

Thanking you for past favors, and trust- 
ing that you will co-operate with us in the 
matter, by giving us details at the earliest pos- 
sible date, we are 

Yours truly, 

McCALLUM HOSIERY CO. 

Treas. 
GBMcC/F 
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Inquiry for specific details on previous advertising. The suggestions "your answer 
on the back of this letter" and "stamped envelope is for your use" are intended 
to get immediate action that could hardly be secured by the direct command 
"write today" 





Lotion com* to hi* do* noat,cUn. in good 
onUi — raady (or him to iwd and ■*». on« at 
• lima, at Ho quickly turns from pagt to pag*. 




ASHLAND, MASSACHUSETTS 
November 11,1916 



Mr. J. B. Barnes, 

The Barnes Bros. Nursery Co. , 

Yalesville, Conn. 

Dear Sir: 

If you will be so kind as to answer this letter 
which is written to ask for some information, 
it will help us to decide an important matter 
that is now up for consideration. 

Last year, as a side line, we began to manu- 
facture AHOHR'S BLOTTBl BOOK, which as you 
will note is illustrated and briefly described 
on this letter head. 

A small quantity of advertising circulars were 
sent out as an experiment and from the result- 
ing initial orders many repeats have been 
received. This would indicate that when known 
ANGIER'S BLOTTER BOOK is appreciated. 

The question we want to answer in our ©•» 
minds is thist Do enough people need AMOUR 9 
BLOTTER BOOK to warrant our launching a more 
extensive advertising campaign! Are its 
advantages so many and so marked that it can 
be made a winner! 

What do you think! Is your copy in use! Do 
you like it— if so why! If not-why! Your 
frank opinion— whether favorable or unfavor- 
able—will assist in guiding our •selling 
footsteps" along the paths of safety. And 
that opinion will be appreciated. 

The stamped envelope is for your use, and if 
convenient we should like your reply on the 
back of this letter* 



ABH/H 
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Courteous reply to school girVs request for information. Note the "Push 
Sunshine" postscript 




Jops e Whiles Qiscuit (pmpany 

Bakers of 




American Style. English Style. 
Whole Wheat and Sugar Wafers 

L. I. City, New York, 
October 18, 1915. 



Hiss Beatrioe Halper, 
128 E. 112th St,, 
New York, N. Y. 

Dear Madam: - 

In response to your recent connmnication, 
we will "be very glad to have you visit the Sunshine 
Bakery and see just how Sunshine Biscuits are made. 

We will have you shown through the Bakery 
in all the departments and believe we can do more 
for you in this way than "by writing you. 

Thank you very much fbr the interest 
you are showing in Sunshine Biscuits. 

Yours very truly, 

LOOSE-WILES BISCUIT COMPANY. 




Advertising Department, 
AHB-VL 
PJS.t PUSH SUNSHINE 
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A well chosen figure makes vivid the appeal of a product. The Self starting 
Remington is the Lightning Express of the Typewriting world. In business writing 
as well as in literature the power of description rests upon the knack of effective 
association of ideas. 



Every Id ody knows that the best way to get 
more speed out of a railway train is to cut out 
the stops. 

Typewriting is just like railroading. 
The real secret of speed is to cut out the stops. 

Speed in typewriting isn't merely a mat- 
ter of key fingering. The local travels just as 

fast as the express when it isn't standing 

still. 

The average letter contains twelve way 
stations where every typewriter ' 'local* f has got 
to stop. The only way to cut out these stops is 
to turn every one of them into a flying start. 
And this can "be done only on one machine, the new 
SELF STARTING REMINGTON. 

The Self starting Remington cuts out all 
hand setting of the carriage in writing indented 
lines. One touch on a Self starter key does it 
all. These keys turn twelve halts into twelve 
flying starts and gain four seconds at every 
start. 

This machine pays for itself in the time 
it saves. It is the only express typewriter. All 
others are locals. 

Won't you let us tell you more about 
this latest typewriter development? A demonstra- 
tion is yours for the asking. 

Very truly yours, 

REMINGTON TYPEWRITER COMPANY. 



146 COMMERCIAL LETTERS 

Specific statements in answer to definite inquiry. No attempt to give personality 
or character to the message. 

The Atchison, Tqpeka and Santo Fe Railway System. 

Rdhny befall* » But frdkm* »■* GUcafa. 




OFFICE OF PASSENGER TRAFFIC MANAGER. 

Ml P M M f Aft. 

B. M. BUK1Y. 



Chicago, March 14, 1917. 



Mr. John Jones, 

5364 Michigan Avenue, 
Chicago, Illi 

Dear Sir: 

Your favor of the 12th inet. , with reference to a trip to 
California, reoeived. 

Printed matter has been mailed under separate cover, whioh 
gives details of the trip, the soenery, time of train*, etc 

The one-way fares from Chicago, 111., to San Franoisoo, 
Los Angeles or San Diego, Cal.» via Santa 7e System Lines are, 
$60.85, first-class ana $53.35, second-olass. 

The round-trip fare from Chicago to San Francisco, Cal., 
via Santa 7e System Lines through Los Angeles in one direction 
and in the opposite direction via the same or any other direct 
route is $110.00. 

These round-trip tickets are first-class and have a return 
limit of nine months from date of sale. Stopovers are allowed 
at all points enroute, both going and returning, within final 
limit. 

The attached leaflet gives you the condensed schedule of Cal* 
ifornia trains, their equipment and the sleeping car fares from 
Chicago to principal points in California. 

Read the literature on The Grand Canyon of Arizona, which is 
reached by side trip from Williams, Ariz, at $7.50 additional. 
Passengers using standard Pullman sleeping car accommodations can 
make reservations through via the Canyon on The California Limited. 
The other through trains conneot at Williams with day -light trains 
for the Canyon, which are equipped with free reclining chair oars* 

Your letter, with copy of this reply, is being sent to Mr. 
C.T.Cunnip, General Agent, this company, 78 East Jackson St., Chi* 
cago, 111. Apply to Mr. Gunnip for reservations, giving date of 
departure from Chicago, train you will use and spaoe required* 

Yours truly, 
cc GTG Passenger Traffic Manager* 



LETTERS OF INQUIRY AND INFORMATION 147 



Convincing inquiry-sales letter. Gives reasons why it pays to advertise food products 
in farm papers. Cites specific instances to prove the general statement. 



Tuesday 

October twenty-four 

Nineteen-sixteen 

Hill Bros. Co. 

375 Washington St. 

New York, N. Y. 



Gentlemen: 

Your advertisement has been coming back to my desk regularly once 
a month or oftener for over a year. 

I have been trying to get your viewpoint. I have been trying to 
analyze the mental processes by which you have apparently reached the con- 
clusion that it pays to tell city and town people about Dromedary Cocoanut 
but it does not pay to tell country people about it. 

In my efforts to understand your viewpoint I have talked to a good 
many city women and a good many country women. A very considerable number 
of the city women I have talked to seldom, if ever, bake a cake. They either 
buy their cakes at the delicatessen store or of some professional cake baker. 
Most of them do not seem to know whether Dromedary Cocoanut or some other 
kind of cocoanut is used on their cakes. In fact, I do not see how they could 
know unless you put your trademark on each shred. That might add to the 
decoration of the cake, but it might interfere with its palatability at the same 
time. 

On the other hand, the farm women to whom I have talked, all without 
exception seem to be in the habit of baking their own cakes. I did not find any 
of them that made a practice of buying cake of the baker or the delicatessen 
store or the professional cake baker. 

This means, of course, that if- they make cocoanut cake at aU, and 
most of them do, they must buy their cocoanut from somebody, and it seems 
reasonable to suppose that they will know what kind of cocoanut they are getting. 
If they should buy a package of Dromedary Cocoanut and it should be, and 
naturally would be, entirely satisfactory, they would be continuous customers, 
because in the form in which they buy it, it is identified and it would not be 
necessary to put your trademark on each shred of them. They could identify 
it by the package because they would buy the original package. 

I found also that the farm women cut their cake in larger pieces than 
city women ordinarily do. I found that they use more of it to the family than city 
women ordinarily do and, naturally, I found that their consumption of cocoanut 
was greater per family than the consumption of cocoanut by people in town. 

You can readily see that this really did not help me to get your view- 
point, because your viewpoint must be based on some assumption that the city 
market is a better market for cocoanut than the farm market. 
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Of course, it may be that you fully appreciate the farm market, but 
have an idea that the worth while farm market is covered by publications that 
are built primarily for city and town people. That really is not true. u Suc- 
cessful Farming's" circulation, in any agricultural community in the North 
Central States is larger than that of any half dozen or perhaps even a dozen of 
the leading woman's magazines. 

Even if it were true that you were covering the field without using 
farm papers, it would not necessarily follow and really is not true that you would 
be using the most effective means for reaching farm women; for the farm paper 
is the first publication that every farm family is interested in. 

" Successful Farming " has realized for many years the influence of 
women on the farm in matters of all kinds and has therefore built the paper for 
the whole family and has given special prominence to the Home Department. 

The following partial list of advertisers whose products have a special 
appeal to women and who have chosen " Successful Farming" as a medium 
for reaching the farm women of the North Central States, is worthy of careful 
consideration. These are all experienced advertisers whose selection of "Suc- 
cessful Farming" is based on careful analysis and their continued use of it is 
based on satisfactory experience: 

Postum Cereal Co. — Postum Cereal, Instant Postum, and Grape 
Nute. 

Corn Products Ref . Co. — Karo Syrup. 

Jno. M. Smyth Mdse. Co. — Sugar. 

Jevne Coffee Co. — Coffee. 

Mellin's Food Co. — Infant Food. 

Nat'l. Biscuit Co. — Uneeda, Lu Lu, Graham Cracker, Social Tea 
Biscuits, Ginger Snaps, Nabisco Sugar Wafers. 

Royal Baking Powder Co. — Baking Powder. 

Colgate & Co. — Dental Cream, Talcum. 

Chesebrough Mfg. Co. — Vaseline. 

Wilson Cream Co. — Face Cream. 

If you would like to have us do it, we would be pleased to take up 
with you a very thoro analysis of the situation and of the best means of reach- 
ing the farm women in the rich productive North Central States, where "Suc- 
cessful Farming's" circulation is concentrated. 

Yours sincerely 

Successful Farming 

T. W. LeQuatte, Adv. Mgr. 
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For some things it is impossible to present a complete sales appeal in a short letter. 
The following letters, though answers to inquiries, are at the same time sales 
letters. What the International School Course is, what it will do, and how one 
may get it, — these are discussed in a long letter. 

International Correspondence Schools 

SCRANTON, PA., March 28, 1917. 

BENT AT THE REQUEST OF 

Mr. H. C. Squires, 

Binghamton, N. Y. 

Dear Sir: 

When you read the complete information in the booklets we are send- 
ing you under separate cover, you will see how easily you may succeed in Ac- 
counting with the aid of the I. C. S. 

The accountant is probably the most important cog in the wheels of 
the business world. He is to the ordinary bookkeeper what the architect is to 
the draftsman. As the architect creates and designs what the draftsman puts 
into plans, so the accountant originates accounting systems for the bookkeeper, 
and as auditor, sees to it that the systems are properly maintained. 

The bookkeeper knows only the system of bookkeeping peculiar to 
his particular business; the accountant knows how to provide an accounting 
system for any business; and he knows how to analyze any system of bookkeep- 
ing, discover its weaknesses and correct them. 

Since adequate bookkeeping systems are necessary to the success of 
every business, it is not strange that the accountant occupies such an important 
place in the business world. As an auditor or public accountant he gets $10 or 
more a day; as chief bookkeeper his salary frequently ranges from $2,500 to 
$3,500 a year. For a few days' work developing or reorganizing an accounting 
system he may get from $100 to $1,000. 

One of the leading public accountants of Chicago recently said that 
there are more than 15,000 persons in Great Britain employed in the various 
branches of higher accounting, while in the United States, where a much larger 
volume of business is done, but 1,500 are so employed. America is just beginning 
to awake to the necessity of the high-grade accounting in all lines of business. 

File Number 
456K-M2618 
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There is room for twenty times as many skilled accountants as there are now. 
No other profession offers greater opportunities for employment. 

If you are a bookkeeper and want to rise above your environment, 
study accounting. The ordinary bookkeeper gets from $60 to $100 a month. The 
accountant often earns as much in a week. As a bookkeeper, you may be able to 
add a column of figures in record time, or keep a set of books month after month 
without error. But that alone will not bring large rewards. 

Knowing how to devise labor-saving bookkeeping systems; how to 
decide involved accounting propositions; how to outline adequate cost systems; 
how to suggest valuable checks against waste, such ability brings advancement. 
No amount of experience or mechanical skill will enable you to acquire this 
ability. You must get it outside of your work. 

If you have no knowledge of bookkeeping, higher accounting offers 
you the same opportunities for advancement. Our Courses start at the very 
beginning and provide all the instruction necessary to achieve success in the field 
of accounting. 

Our Certified Public Accountants' Course is offered as a whole and 
for the convenience of those desiring less than the complete Course it is divided 
into sections as follows: Cost Accounting, Corporation Organization and Ac- 
counting, Higher Accounting, and Law for Accountants. 

The Cost Accounting Course is intended to qualify you to devise and 
maintain systems of cost production for any business. The Corporation Organi- 
zation and Accounting Course will qualify you to develop and maintain systems 
of accounting for corporations of all kinds. 

The Higher Accounting Course includes all the instruction given in 
the Cost Accounting and Corporation Organization. It equips you to originate 
systems of accounting; to conduct audits; to act as public or chief accountant, 
and to perform other duties involving a knowledge of higher accounting. It will 
not qualify you as a Certified Public Accountant. 

The Law for Accountants' Course is a thoro, clear exposition of 
business law. It is intended to impart a knowledge of those phases of law 
forming a part of the examinations which those desiring to become Certified 
Public Accountants must pass. 

The Certified Public Accountants' Course includes all the instruction 
given in all the Courses described above. So far as educational training is con- 
cerned, it will qualify you to pass a Certified Public Accountants' examination 
and to undertake successfully any work in the broad field of accounting. 

More complete descriptions of these Courses are given in the booklets, 
above mentioned, to which we refer you for additional details. 

File Number 
456K-M2618-2 
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There are many expert accountants and there are many able teachers, 
but a combination of the two is seldom found. The adoption of I. C. S. texts by 
the United States Government and nearly two hundred colleges and universi- 
ties; our remarkable success in the field of correspondence instruction during a 
period of more than twenty years, insures both the quality of I. C. S. texts and 
our unusual ability to impart knowledge. 

Our method of instruction is fully outlined in the booklets. All you 
need to know when enrolling is how to read and write. Given this knowledge 
and a desire to learn and we guarantee the successful study of a Course to any one 
following our directions. 

You cannot be forced to educate yourself; neither can one without 
education expect advancement. You must choose whether you prefer to spend 
a few months acquiring useful knowledge, or spend your entire life in inferior 
positions. 

The person who is too busy to study, or who thinks he cannot afford 
instruction, is very unfortunate, for he must remain in inferior positions and see 
others, who will take the time and spare the money for education, advance 
to the better-paying positions. Delay in starting is almost as dangerous as 
permanent neglect. 

You'll find the prices of the Courses on the inside pages of the Sub- 
scription Blank enclosed with the booklets. The price of the Course includes all 
books necessary in its study, information blanks, envelopes, postage for all mail 
sent to you, complete instruction, and a Diploma upon graduation. 

To become a student you have only to make out the Subscription 
Blank and send it to the Schools with your remittance, when everything nec- 
essary for beginning your studies will at once be forwarded to you, and your 
instruction promptly begun. 

In getting our booklets you have taken the first step towards success 
in this splendid profession. Your next step will be to read the booklets carefully, 
and then to begin your Course without delay. The best investment you can make 
is in accounting; and the best time to begin is now. 

Yours very truly, 

INTERNATIONAL CORRESPONDENCE SCHOOLS, 

Manager, Information Department. 
File Number 
456K-M2618-3 
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Taking advantage of a dealer's interest to introduce a little sales talk. 

Dear Sir: 

Your inquiry about Goodyear tires and' prices is 
timely. 

Forty percent of the motorists in the United 
States ride on Goodyear Tires, These Goodyear 
enthusiasts don't like to get out of reach of 
Goodyear Service. 

There are many of them in your town. There are 
more constantly passing thru. The dealer who 
gives them what they want has located a gold mine, 

Now it happens that no stock of Goodyear Tires is 

carried in . Since you have expressed 

an interest, we are going to take the liberty of 
doing more than just quote you prices. 

Our Mr. Brown plans to "be in within a 

week. Will you kindly give him the time to out- 
line our whole Service Station proposition? 

As a dealer you are not so much interested in 
"buying tires as in selling tires. You can "buy 
tires anywhere, anytime, at any kind of price. 
Goodyear Service Stations sell tires because they 
have a salable article and a selling plan. 

Don't reach any decision on tires until Mr. Brown 
tells you of this plan. 

Very truly yours, 



LETTERS OF INQUIRY AND INFORMATION 153 



Elegant stationery reflects the character of this hostelry. The whole letter is clean 
cut and distinctive. As an answer to inquiry it is concise and complete. 



Grove Park Inn, Asheville. N. C. 

Ahobtelj Fireproof Opea ill tkt Yetr 

The Finest Resort Hotel in toe World 

February 2nd, 1917* 



Dear Sir: 

We are in receipt of your letter of January 
31st, and in compliance with your request we are en- 
closing .some of our descriptive literature, which we 
trust you will find interesting* 

We "believe we can offer the greatest degree 
of comfort to he found anywhere in the world, and in 
addition to this we have an environment which is 
unequaled • 

Our rates are on the American plan, and we 
have without doubt the finest American plan kitchen 
and table in existence to-day* You will get an idea 
about thi6 from the menu card whioh we enclose* 

We have single rooms with private bath for $49, 
$56 and $63 per week up for one person, and rooms 
without bath, but with hot and cold running water and 
adjacent to bath for $42 per week* Double rooms with 
private bath and furnished with two three-quarter beds 
are |84, $98, $112 and $126 per week up for two persons , 
and room 8 without bath are $70 per .week* These rates 
are in effect until March 1st* 

The difference in rates is occasioned by the 
size and location of rooms, but every room is fur- 
nished in the high-olass manner whioh marks every 
detail of the Inn* There is not an undesirable room 
in the Inn, and every one is an outside room* Those 
on the west overlook the 120-acre golf course with a 
magnificent view of the mountains, and those on the 
east front the wooded slopes of Sunset Mountain* 

Asheville affords the greatest combination of 
scenery, health-giving climate and all-around enjoy- 
ment to be found* Add to this the oomforts and luxu- 
ries of .a hotel like Grove Park Inn. and the result is 
an ideal one* 
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-a-. 

We feel quite eure you will find a visit here 
thoroughly enjoyable* and certainly we will do every- 
thing possible to make it so. 

We shall be glad to make reservation for you 
at any time. 

Trusting we may have the pleasure of entertain- 
ing you* we are 

Yours very respectfully* 
Grove Park Inn* 



JLM* 
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A reply to inquiry and a sales letter in one. The questions on the margin suggest 
the advisability of parents 1 buying the book. The easy payment plan is made to 
seem very simple by the "7 cents a day" suggestion. 




Tta Book of Kjtowledob 

Tte CmiJMussfc Encyclopedia. 

Uns Orouer^ocibty 

2 West 43tb Sxrebt 



TCkCPMONC COO BftVANT 



XewKork 



Why it the ata aawcr ttSB? 
Whan iom the «U hajtef 
WktMUnO*? 
Why feat a kB bona.? 
Why «at wa aat tetha dark? 
Wirt «• « y4 nwi for? 
Wky an tean «alt? 
Why feat tha kattla «ag' 

WbtwUiiofr 

Why ooai a kick float f 
Why Jo wag. to .la* r 
VktaiLiiUawr 
Daaiaalateaat? 
ba*aaali«a? 
What aakai a watoh tfaf 
Caahlth.akyi*ll«aw»r 
Why avaMtaiaili talk? 
WhteaBteaaawhutfaoU 
Wkatbnafcm? 
What fc ate* a»tea aft 
WkyktkaalvUaar 
Whyfeateiatwiaklaf 
What a>te«a water haiir 
Why fcaaow white? 
WhytewaT»n»iir 
What a*k~. •*••"' 
Why tea water a* teata? 
WUti.Mok.r 
Why m ya w ai f iwtea iag? 
WhyaWedt-akaaaw? 
What m air aada aft 
Why seat hair ten fray f 
^What haaja the teata ia plaaa? 
Why k teaaa white? 
What aateai aa aaaaaa t 
Havaliahaiavfaaltetfr 
Why aWtwa Call aff tha atrth? 



WhyaWadhtaraioarr 
What bmIm aa hoat>y f 
Why Jo wi irmmT 
What fc< tha a^yUaaul -teal? 
What ylaat aatehaa fliaa to ate? 
Haw iom water aaaha toaha? 
Haw aaiaaafjite tell taaaf 
WhyJathataterteriaair 
Why Jo •«. ha» littla aawrf 



In accordance with your request, we are sending you 
under separate cover, the booklet which describes THE BOOK 
OF KNOWLEDGE. 

Because no msre description can adequately demonstrate 
the value of this publication to you and your family, we 
offer to send you, free of all cost, the actual work itself 
so that you can examine it at leisure in your own home with- 
out incurring obligation and with the privilege of returning 
it if you decide not to buy. 

THE BOOK OF KNOWLEDGE is the most successful work pub- 
lished in many years. Already it may be found in over 
150,000 American homes while hundreds of thousands of copies 
of editions in foreign languages have been sold abroad. 

The work has received unstinted praise from prominent 
people of all classes - educators, teachers, clergymen, pro- 
fessional and business men and women, and best of all, from 
thousands of children. 

The outstanding feature which has made THE BOOK OF 
KNOWLEDGE so great a success is that it INTERESTS the children 
while EDUCATING them. Boys and Girls read it eagerly. Its 
pages and pictures are so intensely interesting that while 
being delightfully entertained children are unconsciously 
absorbing the most valuable information. 

The booklet which we are sending you will, however, tell 
you all about this work and In it you will find actual speci- 
men pages from the work itself. 

THE BOOK OF KNOWLEDGE consists of twenty volumes, each 
9f X 7 inches and the set takes up only twenty-eight Inches 
of shelf room. There are 6444 pages and some 10,000 illus- 
trations. The books are magnificently printed on fine paper 
and the bindings are attractive and very durable. 

THE BOOK OF KNOWLEDGE la not only a work for children. 
Of it, Charles Frederic Goes, author of the "REDEMPTION OF 
DAVID CORSON", says: "My first thought after carefully ex- 
amining THE BOOK OF KNOWLEDGE was - I wish I were a CHILD 
again, so as to begin life with the tremendous advantage of 
such a mental equipment as it could furnish.'* 
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■Hfy second was— I wish I had a couple of months vacation to read 
every word In these wonderful volumes, man that I an! There la a sim-- 
plioity, a naturalness, a translucence, in material and style that are 
as entrancing to the 'groin-up' aa to the boy or girl." 

The work will have a marked and good effect on the future of your 
children. The Literary Digest says, "One of the uses of such a work 
should be to assist parents, their sons and daughters, in finding out 
whether a child's natural bent be toward science, mechanics, trade or 
literature." 

The money usually- spent on trifles for the children is sufficient 
to buy TBI BOCK OF KHOWLHXffl. Seven cents put aside each day will more 
than meet the payments which are only |2.00 a month, and the books will 
provide jaare of profitable enjoyment for both the children and yourself. 

You will never regret investigating this opportunity to make a 
really valuable gift to your children. 

Send ue no money. Just fill in the form enclosed with the booklet, 
and send it to us. We will forward you THE BOOK OP KNOWLEDGE, charges 
prepaid. Keep the books for a week and examine them carefully. Let the 
children examine them too. At the end of the week, if you decide not to 
keep the books, return them to ue at our expense and the transaction will 
be closed without cost to you. 

Or if you decide to keep THE BOOK 0* KVOwXEDOE, as 98£ of the people 
who examine the work do, you can then pay for it at the rate of only $2.00 
a month. 

If there are any questions you would like to ask us before sending for 
the books, please do not hesitate to write ue. We shall be pleased to 
answer any you may put to us. 

Yours very truly, 

THE OROLIEH SOCIETY. 

1-2 



President. 

P. S. 

Our actual bound stock is limited eo that you should reply at once 
to avoid possible delay in delivery. 
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Answer to the inquiry, " What is your opinion of woman 's place in the field of busir 
nessf What occupations are open to her?" The letter is for the most part a 
quotation at length from a speech on " What woman can do" The I. C. S. tells 
how she can do it. Select your course, enroll, begin at once. 

March 28, 1917. 
Miss Ella Young, 
Feagler, Fla. 

Dear Madam: 

You will receive in another envelope a Circular giving full informa- 
tion concerning the various occupations in which our women students are most 
successful. 

You may be sure it will be a pleasure to assist you in making practical 
plans for the future. Modern woman enters fearlessly upon many fields once 
held as man's special prerogative. As a scientist, in the person of Madam Curie, 
she discovers marvelous radium. As a surgeon, in the great hospitals, she works 
with a nerve and skill unsurpassed in the annals of the profession. As an archi- 
tect, she plans the most beautiful and stately structures. As a lawyer, she 
pleads before the Supreme Court with all the logic and eloquence of a Webster. 
In her aeroplane she climbs the clouds, and through the rush of city streets she 
guides her heavy touring car with all the ease and certainty of proved prowess. 
For the past twenty-five years, by her success in erstwhile solely masculine activi- 
ties, she has been winning her way against ancient prejudices, until today she is 
given respectful consideration for positions of the greatest responsibility and 
power. 

A splendid appreciation of the advantages now open to woman in the 
business and professional world and her right to economic independence was 
recently given by Mrs. W. W. Kincaid before a convention of business and pro- 
fessional women in Pittsburg. You will like to read some of her remarks which 
follow: 

"Womankind may be roughly divided into two broad classes — the 
useful women, that is, the true women, and the dolls. Useful women may be 
divided into two broad classes: The women who are merely useful — thought- 
lessly, conventionally, habitually useful — and the women who are as useful as 
possible; that is, the women who in calm self-reliance use to the best advantage 
all the powers with which a beneficent God has endowed them. 

"Among men it is considered unprofitable for a potential railway 
president to waste his powers on a janitor's job; and now, thanks to a broader 
civilization, it is coming to be thought allowable among women for those who 
can do large things to do them. 

File Number 
1286K-M3170 
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"Why should one-half of the human race be economically barred 
from representation in this great world of affairs? Surely in all departments of 
life women are needed. From the earliest times they have been contributors to 
our present civilization. Why should they not be duly recognized as fellow- 
contributors and be paid for what they do in accordance with what they 
accomplish? 

"We women want the right to be recognized as individual factors in 
this great world of affairs. We want the right to broaden, to unfold, and to de- 
velop the intelligence and skill God has given us, and be creative workers not only 
at home, but in the mart, the office, the government — in fact, everywhere that 
our capabilities will enable us to do well whatever task we may find waiting. 

"There is no more reason why the wife and mother should confine 
her activities within the four walls of home than the husband and father should 
confine his activities absolutely within the four walls of his office, if he have 
one. Every mature single woman should be self-supporting. Away with that 
outgrown feeling prevalent now-a-days solely among snobs, that there is any- 
thing praiseworthy in a woman's being economically dependent on father, hus- 
band, or brother, while she remains economically, if not absolutely, idle and 
unproductive! All hail to the sensible, lovable, useful, admirable, up-to-date 
woman, who takes her due part in the necessary activities of humanity. 

"Woman must stand on her own feet and herself work out her own 
destiny. No one can or will do it for her; and if she would permit it to be done 
for her she would not be worthy of the better conditions when they become hers 
to enjoy. But she must prove to society that she is worthy of something more 
than the positions of either doll or slave if she would expect other recognition 
than that now, too commonly, accorded her. 

" I contend that a woman has the privilege and the right to do whatever 
honorable, productive labor she can do sufficiently well to create a demand for 
her service, no matter where or what it may be; and for her service she is 
entitled to the same remuneration as man, providing she accomplishes as much 
at the same length of time and does her work as well. 

"There is in certain quarters a foolish pride that feels called upon to 
apologize for business enterprise when exhibited by a woman; but I have yet to 
meet the man who did not honor and respect the self-reliant, self-supporting 
business or professional woman; and as proof that such admiration on the part 
of capable men is real, I can point to some of the happiest marriages I know, 
that have resulted from business acquaintances. 

"You women who are bent upon achieving something worth while in 
life can cherish a sound and rational pride in the part you are taking in the 
world's work and in your position among women; for you are in the van of that 
growing army of the economically independent. You are helping place woman 
side by side with man in rights and privileges as nature has placed her abilities." 

File Number 
1286K-M3170-2 
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We have dozens of women students who are succeeding as architects, 
draftswomen, window trimmers, show-card writers, fruit and vegetable growers, 
poultry growers, stenographers, bookkeepers, private secretaries, accountants, 
advertisement writers, saleswomen, chemists, illustrators, designers, teachers, 
translators, and in a dozen and one other lines. In fact there i3 hardly a profes- 
sion we teach in which a woman might not be successful if she felt strongly enough 
the desire to learn it. 

Courses in all these subjects are described in the circular. Select 
the profession that appeals most to you. Choose that for which you believe you 
have the greatest natural talent and we promise you the full measure of our 
assistance in bringing your studies to a successful conclusion. 

Our method of instruction is fully outlined in the circular. All you 
need to know when enrolling is how to read and write. Given this knowledge and 
a desire to learn and we guarantee the successful study of any Course to any 
one following our directions. 

Studying a Course by correspondence is not a question of having two 
or three hours a day with nothing to do. It is more a question of using syste- 
matically the odd moments we all have every day. Each lesson is printed sepa- 
rately in a small pamphlet to be carried in the pocket and is so arranged that in 
a few minutes you can thoroughly master a paragraph or a page. 

Use your odd moments. Don't wait for odd hours that may never 
come. Use your odd moments and the hours will take care of themselves. You 
will have plenty of leisure later, if you save your odd moments and invest them 
in getting salary-raising, leisure-bringing knowledge. 

The person who is too busy to study, or who thinks she cannot afford 
instruction, is very unfortunate, for she must remain in inferior positions and 
see others, who will take the time and spare the money for education, advance 
to the better-paying positions. Delay in starting is almost as dangerous as 
permanent neglect. 

To become a student you have only to make out the Subscription 
Blank enclosed with the booklet and send it to the Schools with your remit- 
tance, when everything necessary for beginning your studies will at once be 
forwarded to you, and your instruction promptly begun. 

Yours very truly, 

INTERNATIONAL CORRESPONDENCE SCHOOLS, 



Manager, Information Department 
File Number 
1286K-M3170-3 
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Letter from the McCaUum Hosiery Company to hosiery buyers, teachers in public 
schools, and others who sometimes wish information regarding the manufacture 
of silk hosiery. Such educational work makes more intelligent saleswomen; 
hence., a larger number of sales. 

Our experience has been that only certain grades of silk will make a 
silk hose which is suitable for the high-grade merchandise we endeavor to produce. 
A large part of this silk is purchased in Japan, some of it specially prepared for 
our own order for a special grade of goods. The price fluctuates daily; at the 
present time the price of the raw stock is one hundred per cent, higher than it 
was just previous to the outbreak of the European War, and yet the manufac- 
turer of silk hose, making goods as he does to sell at a certain retail price, is obliged 
to lose part of his estimated profit, provided he has not been clever enough to 
purchase supplies of raw stock when the market was low. 

Upon the arrival of an Express Steamer on the Pacific Coast, the most 
valuable part of its cargo, that is bales of raw silk, is usually put on a special 
freight train and rushed through at the highest speed to the storage ware-houses 
in New York, from which it is distributed by the importers of the various con- 
cerns who have ordered this silk sometimes six months in advance. 

The sample skein of raw silk which we are sending you really contains 
anywhere from two to four threads as originally made by the silk-worm. Neither 
the silk worms, all of them, spin the same size thread, nor does the individual 
worm constantly spin the same size thread, and this accounts for the fact that to 
get a fairly even so-called silk thread, the Japanese reelers of the silk combine 
anywhere from two to four original threads of the worm, and even then, although 
the silk to the naked eye seems like a very even thread, there are really thick and 
thin places in it, some of them running for over one hundred yards of either 
thick or thin This is one of the reasons why there is such a strong possibility 
of there being uneven places in the finished product. 

After we obtain, in our throwing plant, this raw silk from Japan, it 
is first soaked in baths for twelve hours to soften up the gums in the natural raw 
silk. Each individual skein is then rubbed by a girl, and hung up to dry, after 
which the skein is wound, that is, transferred to a spool. In this state there 
are usually somewhere between thirty and fifty thousand yards of silk to the 
pound. 

Then for the various style numbers which we may make, this raw silk 
thread is doubled on another machine either in two, three, or four, etc., up to 
ten threads. You can see, therefore, how when there are four threads of original 
worm and ten threads of raw silk, it would be possible to state that there were 
forty threads of silk in a certain hose. And in some cases, like very heavy misses' 
ribbed goods, we put in twenty threads of the original raw stock which would be 
eighty worm threads. 

After the silk is doubled, it is twisted on a special machine which puts 
a certain number of twists into the silk. The more twists there are to the inch 
the stronger and better wear is there in the silk; but after years of experience 
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we found an intermediate point where we could obtain softness, lustre, and good 
wearing quality. If we put in additional twists to the inch, we would get a 
heavy, non-flexible, coarse hose which would not be at all attractive to the 
wearer. In fact, we do manufacture a style number specially for theatrical use, 
which is very heavy and like a board, and which would have no sale whatsoever 
in the ordinary store and for the ordinary retail trade. 

The silk is, after the twisting process, again put back into skeins in 
which condition it is dyed to the color required for the filling of various orders. 

There is in each operation up to this point a waste each time the silk 
is touched or handled, which continues right straight through the knitting pro- 
cesses, each operation making its own waste. In our three Mills for knitting, and 
the fourth Mill where the preparatory process is carried out, there is a waste very 
close to three hundred pounds a week for silk, and when you consider that the 
raw stock, before any work is put on it, is today worth about $6.00 a pound, 
the loss from waste is quite a marked item in the cost of hose; and with silk as 
valuable as it is, every endeavor is used to keep this waste down to the lowest 
possible point. 

All of these preparatory processes are called throwing, and when the 
silk goes to the dyers it then passes through baths of colored liquors anywhere 
from seven to twenty times. 

After this dyeing process, the skeins of colored silk again are wound 
on to spools and then on to cones. As it winds on to the cone there are certain 
mechanical devices for catching uneven places and lumps, the machine stopping 
automatically when these occur; this is to insure, as far as possible, an even and 
clean thread. At the same time that it is being wound on to the cones, it is damp- 
ened with soap and water and is kept dampened in a sort of humidor all the 
time that it is being knit into hose. 

The actual knitting processes may be divided roughly into two groups. 
One machine makes the legs and heels, shaping these hose automatically for the 
ankle, and putting in additional threads for the splicing of the heel. Inatten- 
tion on the part of the operator, a broken needle, and many other small things 
will cause imperfect hose during these knitting processes. In the finest machines 
that we use, there are thirty-four needles to the inch. We are enclosing a few 
samples of needles, not of the finest ones, as they are too liable to be broken in 
transit. The action of these needles, eleven or twelve inches of them in a straight 
line and working together, is much like that of a woman crocheting. 

The stocking leg is made flat, as is also the foot, and the hose is then 
later fastened with white thread at toe and heel, and seamed up the sole and back 
with specially prepared yarns which will stand unusually hard wear. 

The stockings are then examined by an inspector, — each individual 
pair, — to make sure that there are no imperfections. They are then damp- 
ened and drawn on to wooden forms and hung up in a very hot box which takes 
out all the wrinkles and gives a certain amount of lustre. They are then re-in- 
spected, % pair by pair, by the girl who had shortly before done this work, to make 
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sure that she has not overlooked anything; and then a third time they are 
inspected, pair by pair, and any imperfect hose discarded, these hose being the 
ones which we sell as Jobs or Seconds. 

And then, of course, follow the processes of tagging, folding and 
boxing; and during all the processes, even in the throwing plant and in the 
dyeing plant, as well as during the knitting, joining, seaming, and mending, there 
is constant additional inspection and supervision in the endeavor to make noth- 
ing but perfect goods. 

We have seen it stated in some advertisements regarding the manu- 
facture of lisle thread hose, that about fifty thousand dollars a year are spent on 
inspection. We have never looked it up in our plant, but we imagine that the 
cost is two or three times this amount. The Holeproof people make a consider- 
able point of the price that they pay for the yarns which go into their cotton or 
lisle hose. We would consider ourselves very fortunate could we purchase yarns 
of cotton, suitable to use in combination with silk, at anywhere near the price 
which they mention in their advertising. 

The machinery on which silk hosiery is made varies considerably, 
according to the gauge of the hose to be manufactured, and according to the class 
of stock to be turned out. The machines for the plain ordinary hose will make 
eighteen stockings at a time. They are about thirty-five feet long; weigh several 
tons; and are imported from Germany, requiring anywhere from four to six 
months for shipment from that country, and requiring a month to six weeks to 
set up and get in running order after they arrive in America. 

A fancy machine which has recently been erected in our factory has 
required three months to erect. The machine which makes the two-toned ladies' 
and men's hosiery in ribs, took nine months to erect and get into running con- 
dition. A lace machine which we used about ten years ago, and which has now 
been superseded by more up-to-date machines, required over a year to erect, 
and during the major part of that time two men, drawing twenty-five dollars a 
week, were working constantly on it. 

The fancy machines are, as a rule, smaller, making usually twelve 
stockings at once. They require the more constant attention of a man. At 
least, he cannot watch so well, we think, eighteen stockings of fancy hose as he 
can twelve, and it does not pay to manufacture goods that have to be thrown into 
the Seconds or Jobs, for which we are not able to get cost. 

The machines making legs turn out anywhere from thirty to forty 
dozen a week, depending somewhat upon the number of stockings made at once, 
whether on a twelve or eighteen section machine, and also the number of changes 
there are in the hose. Take for example a stocking which has a cotton top, a 
silk body and a cotton heel; this takes more time to manufacture on account of 
the changes, than if it were made all silk. For each one of these operations in 
changes, the knitters who are on piece-work receive additional money. 

The men working the footing machines turn out anywhere from one 
hundred to one hundred fifty dozen a week. Those on the fancy machines 
making lace hose or two-tone ribs, do a good week's work if they get out twenty 
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dozen. Each time a machine is changed from making one style of goods to 
another, there is a loss of production, and considerable time is wasted in adjust- 
ing the machine for the next style. One of these machines making eighteen stock- 
ings at a time,, frequently has ninety-six cones of silk in the humidors on the 
back of the machine; and the breaking of the thread running from the cone to 
the needles will always ruin a stocking. ' 

We recently purchased from Paris, and are just getting into running 
condition, machines which manufacture but one stocking at a time; the out-put 
of these machines is but two dozen a week, and the operator is able to look after 
but three machines. These are for very elaborate fancies which as yet we have 
not put on the market, as the price seems almost prohibitive for American made 
hosiery. But these operators expect to earn just as much as the other knitters, 
although their out-put is much less; and the knitters earn anywhere from twenty 
to forty dollars a week. We have had one man in our employ who, for several 
weeks in succession, received sixty dollars. 

After running these small machines making one stocking at a time, 
we believed that it was perfectly feasible to have a larger machine built on the 
same principles, and have recently placed an order in Europe for this machine to 
be specially made for us, but it probably will not be ready for a year or eighteen 
months. 

We employ several people from time to time in Paris to send us draw- 
ings of designs which are being shown in Paris, and also to originate new ones. 
These designs are used as a basis for our embroidered patterns, some of which are 
embroidered by us in two of our Mills, while we have three groups of people in 
New York doing the same work, and during most of the year they are anywhere 
from thirty to sixty days behind in .filling our orders on these goods. 

The Superintendent of the embroidery department in the main Mill 
reports that she has taught over two thousand girls. Out of tl^is number we 
have today working for us but about sixty, tb -* others being discouraged with the 
difficulties of learning the work, as it is much harder and more difficult to do than 
ordinary embroidery on silks and linens. It might be of interest for you to know 
that all of this work is done from the back side, and the girl doing it does not 
see the work until it is finished. 

Our hose with real lace inserts are a novelty which we have put out 
in the last year, having imported special medallions from Brussels for this pur- 
pose. We kept a record for a while, and found that we got out a new style, 
either in plain or fancy goods, every day for over a month. This is very close 
to the average for the year, — many of them proving to be unsuitable for sale, 
or too expensive. 

We have endeavored to give you an outline of the manufacture of 
silk hosiery, and trust that if you are in the East, you will make arrangements 
to come up to our Mill, at Northampton, and see the full process for yourself, as 
we believe you will find it very interesting. If there is time enough before you 
deliver your talk, please write us again asking questions regarding any item on 
which you wish more information. 
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EXERCISES 

1. Write to Brentano's, Booksellers, Fifth Ave. at 27 St., New York City, 
requesting their -latest book catalog. 

2. You are studying in class the manufacture of linen. Write to James 
McCutcheon & Company, Fifth Ave. at 34 St., asking them to send 
you any material they may have on the subject. 

3. Write to James McCutcheon & Company asking permission to visit 
their linen store. 

4. Assume that you have been graduated and are seeking a position. 
Write to a former teacher for permission to use his name as reference. 

5. It is now a week since you ordered a book from a store in a near-by 
city. You have not received the book or any acknowledgment of the 
order. Write a letter of inquiry. 

6. You are preparing a paper on the work of the Red Cross. Write a 
letter for information to the Red Cross branch nearest your home. Re- 
produce the reply you receive. 

7. Write a letter to a printer asking for a bid on your school paper. Give 
details enough to make your inquiry easily understood. 

8. You are planning to enter college. Write to the registrar of the college 
you have selected, asking information concerning tuition, board, room, 
and other expenses. Ask also what opportunities there are for working 
one's way through. 

9. Write the registrar's answer. 

10. Arrange by letter for a series of basket ball games with a neighboring 
school. 



CHAPTER VIII 
LETTERS OF COLLECTION 

A letter of collection is a letter written to persuade to pay. The 
presentation of a bill, even the re-presentation of a bill, does not 
always mean unfortunately the payment of that bill. It takes a 
great deal more than a mere itemized column of figures, indicative 
of just indebtedness tho it be, to prevail upon some people to part 
with their money. After patient and persistent rendering of bills 
that debtors ignore silently, argue about loudly, or refuse openly 
to pay, a creditor may resort to persuasive measures by means of a 
letter or a series of letters. If his collection argument works, both 
debtor and creditor are satisfied and business between them is con- 
tinued. If it fails to work, then the creditor must have recourse to 
the law, both sides are left more or less dissatisfied, not to say ruffled, 
and business between them is probably not continued. 

Business men have long sinee learned that the presentation of a 
bill is one of the most delicate of arts. It calls very often for a tact, 
a diplomacy worthy an ambassador of state. The cold statement 
of indebtedness, issued on a bill head, does not carry much persua- 
sion with it, makes no attempt to, tho it is a routine appeal that a 
conscientious debtor cannot resist. Even the clever devices some- 
times used in presenting bills may leave a debtor indifferent to his 
obligation. The one course left to the patient and long-suffering 
creditor is to write letters for the money, — letters that are so per- 
suasive as to the justice of the request for payment and so aptly 
phrased in the statement of the situation, that they will effect a 
satisfactory settlement. 

There are thus three general stages in the effort to collect 
debt, — 

1. The bill is sent. 

2. The bill is sent again, accompanied perhaps with some device. 

3. The letters of collection are sent. 

165 
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Business houses as a rule are not sufficiently considerate of the 
form in which their bills are first presented. Good stationery should 
be used. The statement of the indebtedness should be neatly and 
accurately and even attractively made out. There should be no 
cheapness of any sort. Respect for a creditor has in many cases 
been secured and retained by dignified bill heads, by good penman- 
ship, and by the attractive arrangement of the account on the paper. 
The use of please in a bill head is not forbidden by law, yet it rarely 
appears there. It might well be printed on this routine form, even 
tho it is not necessary and the communication is an impersonal one. 
The "open window" envelope has become widely used in recent 
years for the mailing of bills. Custom, convenience, and economy 
doubtless justify it and make it proper. It saves a little time, for 
the envelope does not have to be addressed. But it very often neces 2 - 
sitates an awkward, even a provoking, fold of the bill enclosed, in 
order that the name and address may be read thru the transparency. 
Moreover, the average man likes to have his correspondence thought 
special and confidential, whether it really is or not. But the "open 
window" that regularly appears at the first of the month is some- 
thing of a "give away." 

Poster devices, pasted upon bills that are sent to a delinquent 
more than once, often present a graphic argument that collects 
efficiently. A large storage house, for instance, pastes on a bill 
sent out a second time the picture of a man weeping and looking 
very miserable indeed. It carries the caption PLEASE! In case 
this device brings the required payment, the bill is returned, re- 
ceipted, with a picture of the same man laughing and looking very 
happy, pasted over the former one. The caption now is THANK 
YOU! Many other devices that obviate the necessity of writing 
collection letters are in use. The cleverness alone of the poster 
puts the debtor in good humor and causes payment to be made 
almost automatically. 

A New York doctor who had experienced tremendous difficulty 
in collecting bills accumulated as the result of an epidemic of grip 
hit upon the following idea: He planned a series of four bills. The 
first contained a poster showing a patient lying in bed suffering the 
tortures of acute grip. The second showed the doctor rising from 
bed at two o'clock in the morning and going out into a heavy snow- 
storm to "minister unto the sick." In the third the patient appeared 
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at work, rosy and active and "never in better health.' ' The fourth 
was a picture of a tired, exhausted, overworked doctor holding out 
the linings of two empty pockets. The captions read, — 

1. "How you felt one awful night!" 

2. "What I did that awful night!" 

3. "How you feel now!" 

4. "What shall I do?" 

Many of his bills were settled before, the whole series was sent 
out. In a few cases he was obliged to send a fifth bill on which he 
pasted the entire collection story. He was criticised of course by 
his friends in the profession and accused of resorting to cheap and 
undignified advertising methods. But he was also paid. 

There are untold possibilities in this method of collection. It 
has never yet been tested to its fullest capacities. It can be used 
in almost any line of business or professional service and it offers 
a variety of opportunity for keeping a delinquent in good humor 
and for making graphic sales suggestions along with suggestions to 
pay up. 

But bills, however persistently, beautifully, or cleverly presented, 
fail in a large number of cases to impress debtors with sufficient force 
to bring about settlement. Some concerns put the matter of collec- 
tion in the hands of an attorney immediately on the failure of the 
ordinary attempts at collection. Others are unwilling to do this, 
because they believe that all the means at their disposal have not 
been exhausted and that the continued custom of all people, those 
delinquent as well as those prompt in the payment of bills, is worth 
playing for. Putting a bill in the hands of an attorney for collec- 
tion is likely to offend, and usually means the discontinuance of the 
delinquent's custom. And it by no means always guarantees the 
collection of the bill. The best business procedure demands that 
a break in thp good relations existing between buyer and seller be 
avoided if possible. If it cannot be prevented, then it must not be 
permitted to occur until every possible device for the adjustment 
of the differences has been tried out. Clever, tactful collection letters 
have prevented many a break and have, therefore, not only secured, 
but really saved, thousands of dollars for business firms. 

The writer of collection letters must of course know human 
nature. He must understand psychology and know how to apply 
it. It has been said for a very long time with all the emphasis that 
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could be brought to bear, that a knowledge of psychology is necessary 
for selling goods. Well, the collector is engaged in the business of 
selling to himself. He, too, therefore, will be helped in his efforts 
by a thoro knowledge of the ways of the human mind. He must 
know his man. He must know men in general. More than all this, 
he must know the firms between which he is acting. For him there 
are, in general terms, three classes of risk, — 

1. Those who can pay if they will. 

2. Those who will not pay if they can help it, tho they are able. 

3. Those who are temporarily embarrassed for one reason or another. 

If he is properly alive, he is able to find out almost the exact status 
of the firm or the individual to be dealt with in the settlement of 
accounts. There are many different avenues of investigation into 
the standing of a firm or an individual. The good collector will 
allow no one of them to escape consultation in his difficulties. If 
in addition he can apply an expert knowledge of men and affairs in 
general, he is armed to make a winning attack. His problems of 
greatest difficulty and embarrassment are those of classes 1 and 2 
above. With number 3 he can make terms of one sort or another 
that will in nine cases out of ten eventuate satisfactorily. 

There are seven general steps to be observed in the writing of a 
series of collection letters. The series may of course be broken at 
any one of them and further ones be made unnecessary by the 
settlement of the account. Indeed, at the conclusion of every letter 
in such a series, the hope should be intimated or expressed, that 
further communication will be unnecessary. And it must never be 
assumed anywhere in any one of the series, that the indebtedness 
will not be paid. The tone of all appeals must, in other words, be 
kept friendly and considerate. In the early letters of the series, it 
may with advantage be cordial. The good will of the delinquent 
must never be called into question. That must always be made to 
appear as taken for granted, even tho it really is not so taken. 

In considering the seven following steps, it must be remembered 
that deviation from rules and directions is perhaps more often 
required in letters of collection than in any others. Conditions 
attendant upon individual cases may necessitate revolutionary modi- 
fications of the following plan as well as of the content indicated for 
each letter. See page 8 regarding the "rules of the game" in letter 
writing. The steps are as follows, — 
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First Letter 
NOTIFY 

State how' long the account has been standing. 
State how many bills have been sent. 

State that promptness on former occasions makes the present delay 
puzzling. 

Second Letter 
REQUEST 

Ask reason for non-payment to date. 

Ask whether delinquency is due to illness, change of address, absence, 

etc. 
Suggest that the bills may have been overlooked. 
Suggest that the terms of the account may have been misunderstood or 

misinterpreted. 
Request notke if any error has been made in presenting the bill. 

Third Letter 
APPEAL 

Appeal to the sense of sportsmanship and fair play. 

Appeal to pride, prestige, regard for reputation, standing in the com- 
munity. 

Invite comparison of your methods with debtor's own in similar situa- 
tion, — "Put yourself in our place." 

Inquire what you shall say if you are called upon for credit information 
regarding the delinquent. 

Ask for suggestion for better or more agreeable.course of procedure than 
the one you are taking. 

Fourth Letter 
EXPLAIN 

Explain the endless chain system of business debit and credit. 

Show that one broken link impairs the whole machine. 

Make this comparison specific and personal to the present case. 

State that the prompt payment of bills keeps prices down for future 

orders. 
Point out the bad effect upon the delinquent as well as upon you. 
Offer and explain inducements, such as, — 

1 — payment by instalment. 

2 — acceptance of note with security, 
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3 — enclosure of coin card, or check filled out except for signature. 

4 — extension of bill by thirty, sixty, or ninety days. 

5 — suggestion that your agent call personally, etc. 

Again ask for any criticism of the course you are taking. 
Insert note of finality thruout. 



Fifth Letter 
INSIST 

Recall past satisfactory transactions and insist that they be repeated. 
Suggest limited possibilities of future transactions. 
Require logical reasons for receiving goods gratis. 
Give warning that patience is exhausted. 
Interrogate as follows, — 

1 — "Have we been fair?" 

2 — "Do you insist upon trouble?" 

3 — "Have we not served you well in the past?" 

4 — "Can you afford to return the compliment?" 
Re-enforce note of finality. 



Sixth Letter 
SUMMARIZE 

Review your entire action. 

Cite number of letters sent, with dates. 

Give contents of letters, in brief. 

Give contents of replies, in brief, or say just what delinquent's attitude 

has been. 
Contrast the two groups of letters, or the two attitudes. 
Call attention to the fact that every possible consideration has been 

extended. 
State finally that only one course remains open to you unless account 

is settled by certain date. 



Seventh Letter 
DEMAND 

State that the time has expired. 

State that the matter has been turned over to your attorney. 

State that all further communications must be addressed to him and 
that he is in possession of all the correspondence to date. 

Give the name and address of your attorney. (In case the matter is 
turned over to a collection agency, the letter may be revised ac- 
cordingly.) 



LETTERS OF COLLECTION 171 

All along the line of such correspondence, originality of treat- 
ment counts for much, of course. Knowing the man to whom such 
letters are sent may suggest to a collector a whole series of personal 
appeals that will be of infinitely greater value in such a specific case 
than any of the foregoing can be. The introduction of a good story 
in one or more of the series may serve the purpose excellently. 
Playing up certain words and phrases by means of type or color, 
may likewise touch the sensitive spot. And every debtor, however 
chronic he may have become, has a sensitive spot. The collector's 
business is to find it somehow, somewhere, somewhen. The degree 
of sharpness in the tone of the collection letters must be gaged by 
the replies received or by the attitude of the delinquent. Firmness 
should always be unmistakably evident between the lines, however. 
In case there are no replies, the sequence must take its course. If, 
on the other hand, there is a reply for instance to the request letter 
asking for special consideration, the series may be modified by ex- 
tending the privilege asked. The series indicated would hardly ever 
be used in full in any one case. The whole number of seven letters 
would indicate a rather unusual degree of patience on both debit 
and credit side. 

There are certain general cautions that must be kept in mind in 
correspondence of this kind, — certain things that must not be 
done and certain others that must be done. Enumerated in tabu- 
lated form, they are, — 

DO NOT^ 

make a collection letter long. No man cares to read about his own 
delinquency to any great length. 

say you need the money, — it is an insult to the intelligence of any one. 
Every creditor needs the money. 

beg, do not try to excite pity or sympathy, do not treat debt as anything 
whatever but a righteous obligation. 

refer to the debt as a bad debt; there is no such thing as a bad debt; 
moreover, the connotation is ugly and offensive. 

use form or circular letters to collect a debt; personal attention is the 
only thing that counts in the effort to collect. 

BUT DO 

use short, live sentences and phraseology. 

suggest always the possibilities of further trade with the delinquent. 
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let him know that you are still keeping him on your list and that you, 
therefore, regard his patronage as worthy. 

enclose sales or advertising matter all along the line, even when you 
send out the first bill. 

play up sales talk either deliberately or incidentally. This may be 
done sometimes by calling attention in a postscript (see page 29) to a 
new line of goods or to some new policy of your house; or the indebted- 
ness may in some cases be made the reason for the postscript and the 
sales talk placed in the body of the letter. 

note the number of each letter in the series by placing figures in some 
part of it that is not too obscure; this is much better than saying, 
"This is the fifth letter we have written you." 

always enclose a stamp, a post card, a stamped addressed envelope, or 
some other reply suggestion. 

The following models illustrate the most important points that 
have been treated in this section. Obviously, again, all sorts and 
kinds of collection letters cannot possibly be included here. Those 
that are included, however, represent the actual correspondence of 
business concerns in this country: 
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Letter 1. A simple statement. It may be printed, so that the reader may 
not view it as at aU personal. 



GABLE BROTHERS 
NEW YORK CITY 

Eeb. 1, 1917. 
Miss Clara Foster, 
Apt. 72, 
1987 Broadway, 
New York City. 

Dear Madam: 

Enclosed find for your attention a memo- 
randum of your overdue account, an early settle- 
ment of which will be greatly appreciated. 

Very truly yours, 

GABLE BROTHERS, NEW YORK. 



RS/TF 
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Letter 2. Still has little personality. Except that the amount and the time 
are explicit, it might be a form. 



GABLE BROTHERS 
NEW YORK CITY 

Feb. 15, 1917. 
Miss Clara Foster, 
Apt. 72, 
1987 Broadway, 
New York City. 

Dear Madam: 

There appears an amount of $14.34 open 
in your name for the months of October to January 
which, according to our terms of sale, is now 
overdue, and if no adjustment is necessary, we 
trust you will kindly favor us with a check in 
settlement. 

Very truly yours, 

GABLE BROTHERS, NEW YORK. 

By: 



Collection Manager. 
«JM: H.OB 
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Letter 3. Personal appeal emphasizing the reason why, for her own interests, she 
should pay. Tone entirely courteous. Suggestion of action — "Pin the check" 
etc. 

GABLE BROTHERS 

NEW YORK CITY 



March 1, 1917. 
Miss Clara Poster, 
Apt, 72, 
1987 Broadway, 
New York City. 



Dear Madam: 

We wrote February 15 calling attention to a "bill 
of ours that had escaped your notice. At least 
the courtesy of a reply is due us. Even if you 
"cannot pay the amount just now, you should frankly 
let us know the reason why. Then we may "be able 
to suggest some means of settlement. 

Prompt payment of hills by our customers makes it 
possible for us to sell goods more cheaply. When . 
our money comes in regularly on the date due, we 
don f -t have to make an allowance for extra interest 
charges and so increase our selling price. You 
benefit by those low prices. Cannot you see the 
justice of our request that you meet your obliga- 
tions so that we in turn may meet ours? 

Simply pin a check for the $14.34 to this letter 
and return to us in the enclosed envelope. Kindly 
give this matter your immediate attention. 

Very truly yours, 

GABLE BROTHERS, NEW YORK. 

By: 

Collection Manager. 
JM: H.OB 
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Letter 4. Appeal to pride and self-interest — "not trying to evade" and 
"keep credit clear. 17 Also a suggestion for making action easy. 

GABLE BROTHERS 
NEW YORK CITY 



Miss "Clara Poster, 
Apt. 72, 
1987 Broadway, 
New York City. 



Dear Madam: 



March 10, 1917, 



Why have our letters of February 15 and 
March 1 "brought no reply from you? 

We don't want to think that you are trying to 
evade payment. However, that is the conclusion we 
shall have to draw if you continue to ignore our 
letters. 

You want to keep your credit clear. The only way 
"to do this is to pay your "bills promptly as they 
fall due. To be sure the amount is small — so 
small you would hardly miss the $14.34 that yoti 
pay us today. But if you should continue to de- 
lay, and some of our other customers were to do 
likewise, why, the total would soon become appall- 
ing. 

Simply sign the enclosed check and mail it to 
us-- I have already filled it out for the right 
amount. 

Very truly yours, 

GABLE BROTHERS, NEW YORK. 

By: 

Collection Manager. 
JM: H.OB 
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Letter 5. Courteous but forceful. If law is threatened it should be resorted to. 

GABLE BROTHERS 
NEW YORK CITY 

March 20, 1917. 

Miss Clara Poster, 
Apt. 72, 
1987 Broadway, 
New York City. 

Dear Madam: 

We have no desire to resort to forcible 
methods to collect the $14.34 due us, but all 
milder measures seem of no avail. Unless your 
remittance is in our hands by March 25,. we shall 
take definite steps for the legal collection of 
your account. Let us hear from you at once. 

Very truly yours, 

GABLE BROTHERS, NEW YORK. 

By: 

Collection Manager. 
JM: H.OB 
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Letter 1. Appeals to justice and square deal. Minimizes the amount \ 
1 1 Don't let's fuss" Suggests action. 

STATEMENT OF ACCOUNT. 

Mr . of 

To 



For $_ 



Dear Sir:- 

You can't say we haven't been patient 
With you. 

This is our fourth letter regarding the 
above unpaid account. 

We feel that, in all fairness, we are 
entitled to some kind of reply and if not a full, 
at least a partial remittance of the above 
amount. 

Surely you wouldn't have our clients 
sell you their merchandise, cheerfully extend you 
credit, and then neglect to pay them. 

Don't let's fuss about the matter, but 
close up this little account today; send Draft, 
Postal or Express Money Order. 

Yours very truly, 

General Manager, 
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Letter 2. Appeals to pride. Suggests some adjustment if immediate payment 
is out of he question. 

STATEMENT OF ACCOUNT. 

Mr. . to . 

F o r ft 



Dear Sir:- . 

Every day we have been expecting re- 
mittance from you. We CAN'T "believe you'd let the 
'. go without payment. 

They've "been awfully nice about it; 
they've cautioned us against drastic action. 
They say you're the right kind of person and 
you'll pay it. We believe this, too. 

Now, haven't we been patient, polite, 
and persistent enough? Surely you won't let us 
wait any longer. Sit down and write your Check 
or send us Draft, Postal or Express Money Order 
for the amount. 

Kindly attend to this today, SURE. 

Yours truly, 

President. 



P.S. If you cannot positively pay now, 

your application for extension of payment will be 
given consideration; write us today if you desire 
to name a future date of payment, so we may know 
your intentions are good. 
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Letter 3. Infers the correctness of the account, the ununllingness to meet a 
just debt, and threatens collection attorney. 

Dear Sir:- 

We are again writing you about the small 
account noted "below and are much disappointed not 
to have had remittance from you "before this. 

Since you have not written us, we take 
it for granted that the account is correct as 
rendered. 

While we do not think you are trying to 
avoid payment of a just debt--and such a small 
one—unless we- hear from you immediately with 
amount in settlement, we shall "be compelled to 
turn same over to our attorney for collection. 
This we dislike to do, as this concern looks upon 
all its customers* as personal friends, but you 
must know that it requires a good deal of money 
to maintain such a business, and the collection of 
all outstanding accounts, both large and small, is 
essential. 

Respectfully, 



STATEMENT. 
Mr : ~-of 



Debtor to 
The_ '. o f_ 



3Tor . Amount $- 
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The colloquial style takes a little of the sting from the collection letter. It may 
bring the desired return from a first offender. 



Alexander Hamilton Institute 

ADVISORY COUNCIL 



joscmt nwMCM jomnson, acs~ lld 

k.VANOCRU».».M.,LL.D. tlMRT M.' GARY.*.Sc LL.O. • JONN HAVfrNAMMORD. D.SC-. IL.O. JSRCMMM W. JCNKS. Px.p. LL Q . 



STAFr 
DWIOHT t.BCEK.&L. ROLAND R rALKNKR. Pm IX WAMKN t. HICMRNCLL. M.A. CRNCST t. JtNKS. A B MAC MARTIN 



RALPH STARR RUTLCR, AJ. PRIg W. r«LP MARRY A. HOW . WtC S. JOHN A. JONC& FRCOCRICM C. RVUCLL. BCS. 

CIOrrWt VS.CH It.OS. S.C.I. "i*^ ?**^, ^ ° ^TN. DCXTCW S. RIRSAtL. ABr.M.C. (. L. STCWART-PATTCRSON - 

S OWIN JC I.Ar-P.TKO, LeO.CRCCNDLIN6CR:M.C.S.CRA /TL^W BfRNARD LICHTCNWR6. B.C.S JOHN RSWINNIV. A.». 

RAY MOWO J. COHVMS . S.CS. C UTWMR T HAOUC. AB. tt\^J HARRISON McJOMNSTON. AJ4. PCTCR R WAHLSTAD 

H ERSCRT f. OcB OWtR. I LB. C OWARD R . HAROY. PhS >|v^' JOHN T. MADOCN.BC S, C.P A WI LLIAM H WALKIR.LL.O 

ASTOR PLACE. NEW YORK 



Dear Sir:- 

f, It isn't working overtime that 

runs people down - it's worrying overtime, ff said 

a prominent physician recently.. 

The "best antidote for worry is 
to dispatch matters promptly as they come up for 
attention. 

Now, for instance, is a good 
time to get that current payment for the Course 
and Service off your mind. Just slip your check 
for $8.00 into the inclosed, envelop, please, and 
send it along in the next mail. 

Sincerely yours, 

ALEXANDER HAMILTON INSTITUTE 

By 

GSC-9 
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An easy opening. The application to the unpaid account is apt. Action made 
easy by the enclosed envelops. 



Alexander Hamilton Institute 

ADVUO HV COU MCII. 
jOMnt rwtNCH joh nson. ftcs.. tup. 

FPANK A ^VANO C WUF-. AHU II P . ^tl JPJIT H. P A NT O, St, ^^• [1||| r |[|[| JO"" H*VS HAMMOND. O-Sc, U..D. ^ JtHtMt AH W. JCNJCS. Pm.0, U..O. 

STAFF 
PWIOMT E.KIK.B.L. NOLANORFALKNCN.FM.D. WARMN F. MICKCRNCLL. HA tPNCST I. JCWKS. A P MAC MARTIN 



H AIFH STAMP PUT HN.AP. FNID W. PUL P HAPPY A.NOFF. M.CS. JOHN »■ JOWCS notWCK C. RUSSELL. • 

•COJT^SjCHILPS.P.C.S. U««A L40 j NAY. Fm. O. xjjv DCXTCR S. KIMBALL. AP..M.C. K L. STCWART-FATTtRSON, 

CONmjjCtAFF. FH.& LCOJJWH0UNSCR.M.C.S.C** /T. ^\ PCNNANP UCNTtNP gPS. PCS J OHN P. SWIK NCV. A.». 

WAY MOWO J.COHYNS . MCS. CUTHPCRT HAOUC. AS. ^ ^*SL M AWHSON HcJOHHSTON . AM. FCTCRJt WAHLSTAD 

MCPPCRT F. dkPOWC*. II. B. COWARD P. HAROY. P» 8 




ASTOR PLACE, NEW YORK 



Dear 4 Sir:- 

You have often heard that old 
proverb - ! f A task is something to "be done, not to 
"be contemplated. ! f 

The same thing applies in taking 
care of the $8.00 payment on your account that was 
due here on April 14. 

Please don't put off remitting 
any longer. A return envelop is inclosed for your 
convenience in sending your check "by the next 
mail. 

Sincerely yours, 
ALEXANDER HAMILTON INSTITUTE 
By 
GSC-9 
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" We've done our part The next move is yours. You're not a bad sort ; then why 
appear sot " This is the gist of this letter, A hearty and sincere appeal. 



From Harvey Glove Co., 
Denver, Colo. 

When you wrote us for gloves last June 
we gave you liberal terms and sent you the BEST 
we had - gloves that make fond, fast friends wher- 
ever they go. 

You were to have four months 1 time and 
then you were going to send us your check. 

Time was up October 10th. 

How many months ago? COUNT f EM! 

Other merchants around you have 
settled up - said the gloves f, sell f ine f f - 
1 'customers enthusiastic f f - and have ORDERED 
MORE. But we haven't seen YOUR check! 

Of course you've intended to "be fair. 
We know that. And you've intended half a dozen 
times to send the money - and an order for the 
gloves YOU KNOW your customers 1 11 he calling for. 
But it slipped your mind! 

Here's an envelope, - WITH A STAMP ON 
IT! 

THIS VERY MINUTE, while the thought's 
warm, get your check and your order into the 
envelope and 

M-A-I-L I-T ! 

That's right - THANK YOU. 

Sincerely yours, 

Manager. 
AR/Jr. . 
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Appeal to courtesy. Layout good, and a man-toyman tone thruout. 
Common decency should make the delinquent dive down into his pocket. 

From Harvey Glove Co., 
Denver, Colo. 

GOOD MORNING! 

Yes, here I am again. 

It was expressly agreed, as you know, 
that our terms were to "be .POUR MONTHS. 

You've overlooked THAT - and your 
account is getting OLD. 

Why do you ignore this matter? We 
trusted you without question, and your failure to 
pay us, or EVEN EXPLAIN YOUR FAILURE, is not 
business-like nor much to your credit. 

Now I-S I-T ? 

Answer me that, brother. 

I'll just keep a copy of this letter 
on my desk ONE WEEK waiting for your REPLY. 

Yours very truly, 

Manager. 
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Another novel way of telling the same credit story. 



From Harvey Glove Co., 
Denver, Colo. 

If" a mouse ate your GRAIN 
you'd CATCH HIM! 

If a man took your WATCH 
you'd THRASH HIM! ! 
If a clerk stole your CASH 
you'd JAIL HIM! ! ! 

But say, what would you do. to the. 
fellow who'd RUIN YOUR REPUTATION? ? ? 

Well, someone's AT IT! 

He's the fellow you put to bed LAST 
o f nights. He wears your shoes and combs your 
hair and signs your checks - That is, he SOME- 
TIMES signs your checks! 

We've been trying for WEEKS to get him 
to sign one for US. He knows he CAN, and knows he 
SHOULD -.but somehow, he doesn't make good. He 
seems to .care little for your REPUTATION as a 
fair, square, honorable business man. 

. So he's damaging it - and WILL RUIN 
IT - if you don't stop him. 

Might be a good idea for you to STIR 
HIM UP and let him know that you are NOT THAT 
KIND, and won't have anybody around your place act 
that way. 

What do YOU think? 

Cordially yours, 

Manager. 



186 COMMERCIAL LETTERS 

Credit rating is the big stick to hold over the delinquent debtor. This is a very 
colloquial way of saying, "Keep your credit good." 

From Harvey Glove Co., 
Denver, Colo. 

Five minutes ago I had a chance to do 
YOU some good. SOMEONE is trying to find out how 
you pay your "bills - probably someone you've 
ordered some goods from. He applied to the 
BRADSTREET rating agency and the Bradstreet people 
phoned us to know OUR EXPERIENCE. 

WHAT could I tell them? In view of 
the fact that you STILL OWE us $50.00 due. December 
1st last - THREE MONTHS AGO! 

WHAT WOULD YOU HAVE TOLD THEM,-- in my - 
place? Well, that's just what- I; DID tell them. 

Now STIR YOURSELF, brother. Send this 
small amount "by RETURN MAIL. Then I can call up 
the Rating Agency and tell them your account with 
us is CLEAN. 

I'll "be GLAD TO - soon as I CAN. 

Cordially yours, 

Manager. 
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A series of collection letters of increasing persuasive power. 

Letter 1. Timely and friendly. AUho almost casual in tone, it still states 

the amount of the indebtedness, and requests a remittance. 

Alexander Hamilton Institute 



ADVtSO HY COU NCIL 

JOHPM ntlNCM JOHNSON. D.C.S-. LL.O. 



K A. VANDEMi* A.M.. LL.O. ELBERT H. CANY. 0.3c LL.O. JOHN HAYS HAMMOND. O.Sc, LL.O. JEREMIAH 



STAFF 

OWKMJTE. BECK. D.L. R OLAND R fALUNCR. Pw-P. " WARREN t. MICKERNCLL. M.A. ER NEST E. JEHUS . AD MAC MARTIN 

R ALPH STARR DUT LSA. AD. rREO W. PUL P HARNY A.NOPC. M.C.S. JONN t-JCM » P DEOERIC IC C RUSSELL. DC*. 

WOrr W r T S. CH ILD*. DX*. LSI i CA LLOWAY. PnP. sTTT *. DCKTER S.KIMOALL. AD,M.E. E. L. ST EWA RT^TT ER SON 

E DWIN J. C LAM*. PHD LEO.SAS ENDLIM6CR: M.C.S. C RA. /TZ*.V DCNNAMD UCNTtNMM. DCS. J OHN P. SWIH NCY. A.D. 

RAY MOND J. COWYHS . DCS. CU THDIR T HAOUE. A.D. ttX^J HARRISON McJQHHS TON. AM. PETER P. WAMLSTAP 

HERBERT r. OcBOWCR. LL.D. EDWARD R. HARDY. Pm B Wf ^AS JOHN T. MAOMN. B.C $ . CP A WILLIAM H. WALKER. LL.D 

ASTOR PLACE , NCW YORK 



Dear Sir:- 

Spring fever has been defined as a 
restless feeling to ,f get out and clean up. ,f 
And this is the month when its full force is felt, 
too. 

In yielding to this impulse, you will 
want to dispose of the $8.00 which was due for 
April. 

Don't "bother a"bout writing a letter - 
just send your check along in the inclosed 
envelop. 

Put it in the next mail. 

Sincerely yours, 

ALEXANDER HAMILTON INSTITUTE 

By 

GSC-9 
Incl. 
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Letter 2. First paragraph connects this letter with the foregoing. It gives kirn 
the benefit of the doubt but urges action. Inclosed envelope makes action easy. 

Alexander Hamilton Institute 

ADV1 SOWY COU NCIL 

JOKM FRCNCH JOMWBON.DX.S- IL.O 
FRANK A. VANOtMU* A.M.. LL.O. tLKRT M.' GARY, 0.8c tL.O. JONN HAYS HAMMOND. OSe, LL.O. JCMMMH W. JINKS. Pn O. LL.O. 



STAFF 
DWIGHT C. KCK. S.L. NOLANO R rAUMCR.PM.0. WARRXN T. HICKfRMLL. H.A. CR-NCST C. JCNKS. A B MAC MARTIN 



RAIRM!»TARR»VTL«I.A.». f »IO W. «lO HARRY A. MOW. M.C ». JOHN G.JONM FRCMMCK C. RUSKLL. G.C.S. 

WWWC t S. CM ILDS. G.C». LCI BA UOWAY. P » P. ^T N. OCXTCR S. NINBAL'L. A B.. H.C. K. L. STCWART-RATTIIISON 

tP WIN J. C LARR. PH.O. Lt aORK NOtlNGgR.M.C S..C RA /T-».W BIRMABO UCMTtNBtNG. BCS. JOHN B. BWlM NtY. A 8. 

WAY MONO J.CQHYNB . G.C.S. CUTMHCRT HAOUE. A.B. Z£ ^N*^. HARRISON MeJOHNST ON. A.M. PtTM P. WAHLSTAO 

WC WjjCR T f. O cBOW tR. Ll.B. C OWAWO R . MAROY. P» B >|v^V> JOHN T. MAOOCN. B C S . C.R A WILUAM H. WAtKCR.LL.D 

ASTOR PL AC I. NCW YORK 



Dear Sir: 

When you received our letter the other 
day reminding you of the current payment that is 
overdue, you no doubt intended to take care of it 
that same day. 

But in the press of other things, I 
suppose the matter just slipped your mind. 

Please don't put it off this time. 
Just put your check for $8.00 into the inclosed 
envelop and mail it NOW. 

Sincerely yours, 

ALEXANDER HAMILTON INSTITUTE 

By 
CSC-9 
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Letter 3. Tone more severe and the language brief and decisive. Clincher — " pin 
your check to this letter" — suggests immediate action. 



Alexander Hamilton Institute 

ADVIS ORY COU NCIL 

JMIMt FRENCH JOHNSON. D.CS^LL.0 • • . *-, 



FRANK A. VANOCMJ* A.M.. LL.O. _ 1X B1RT H- GA RY. D.3C LL.O, JOHN HAYS HAMMOND. O.Sc. LL.O. JEREMIAH W. JINKS. »n.D.. LL.O. 

' STAFF , • "* l ' " . •' . 

DWIQMTC. Kf K. B.L. R OLAND R rAlKNER. PuP. WARREN f. HICKERNtLl. M.A. ERNEST E. JCNKS. A S" MAC MARTIN 

R AU»H STARR %UT IEH. A.B. mo W. FIELD HARRY A.HOFF. M.CS. JOHN B- JOWC* FREDERIC* C. RUSSCU. i.CS. 

wor ni r r ;«. ch ild*, acs. lc» oa llowav. pn .o. ^^N. oektcr s. kimbail. a.». me. e. l. stewart-»atte rsqn 

E DWIN J.C LAF». FW.D. ICaCRKMlUMCRrM.C.'ft-.CRA. JvZ^ W Sf »HA»D LKkTENBEWO. • C5 JOHN SWIN HET. AS). 

RAY MOND J.OOMYWS .>CS. C UTMDER T HA0UE. A.B. Z£ ^P^Vv HARRISON He JOHNS TON, A.M. PCVCR ft WAMLSTAD 

HERBERT f. OtBOWER. LL.B. EDWARD H. HARDY. Pw ■) Vl^V> JOH N T. MA OOEN. B.C S ■ C.P A WILLIAM H. WALKER. LL.D 

ASTOR PLACE. NEW YORK 



Dear Sir:- 

You may have been -exceedingly busy. 
You may have "been out of town, or perhaps our 
letters have not "been reaching you. Whatever the 
cause, you have not sent us your April remittance 
of $8.00, or written to explain why. 

Please pin your check to this letter, 
and send it to us in the inclosed envelop. We 
shall expect it to reach us within the next few 
days. 

If anything has occurred to prevent 
your remitting promptly, tell us about it, so 
that we may know what to expect. We cannot possi- 
bly make allowance for circumstances we know' 
nothing of. 

Sincerely yours, 

ALEXANDER HAMILTON INSTITUTE 

By 

GSC-9 
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Letter 4. Appeal to justice and pride. A sincere effort to get at the cause of 
delay. The tone is sympathetic and the language courteous but firm. 

Alexander Hamilton Institute 

ADV KOWY COU NCIL 
tJOMPM mCNCM JOMfflBOM. D.C-S-. LL.O. « 

mum A . V A M O tMUF-. A.H.. LUO. " ^^"'- ^T i^fei h i ftui i ii ii J0 "* ™ r Ztm J 2 i Cm ?' il? C ~ iX0 ° tlM( . ..' * llt> * * l< W. JtWKS.PnP.LL. P- 

STAFF 

OWIOHT C. KCSC.S.L. M OLAHO W rALKWtW.Pw.D-" WAANCNr.MICRfHMCLL.MJh. KftMCftTI C. JCMS. A B M AC HANTIH 

N ALfM STA WW ■UTLCW.A.S, FW CO W. r«LO MAMMY A. WO P* M .CS. JjQMN *JOWC» FMtDtNtCKC.MUSKU.MC-S. 

—ormcr _ s. cmilos. P.CS. . lkk y lloway. p»..p. ^--v pcxtc n s.«iwall. a.b, m.c. «. l. stc wA NT^TTtMSOM 

K PIWM J.C J.APM, FM.Pl LCO-GNCCMPLIMBCW: M.C.S.C MA. ilw*^ SCfHUWO LWMTCNMN6. SC.S. J OHN B-SWIMM CT. A 8- 

MAYW ^P J.O PW TMS. SOS. C UTMB1M T MAOOC. A.S. ^^^Bv HAMMISOM i Hci M IIMSTON, A.M. FCTCR F>. WAMLS1AO . 

MCRKNT F. OlBOWtB. LIB. tOttAMp H. MANOY. P». B *-J| J ^-\J JOWW T. MAOOCN. 8 C S. CM A VVtlUAMH. WALMCM. LL.P 



ASTOR PL AC I. NEW YORK 



Dear Sir:- 

There must be a reason why you have 
not sent us the payments on the enrolment fee. 

What is it? 

If you have "been out of town, that 
would explain your silence in response to our 
letters and reminders. If you have "been hard 
pressed financially, that would also explain 
matters. 

But you haven't written, and we do not 
know what to think. We can offer no has is on 
which to meet you half-way to overcome the diffi- 
culties until you take us into your confidence. 

We do not want to annoy you with a lot 
of letters ahout these comparatively small pay- 
ments. We do think, however, that we are entitled 
to what is justly due us, and we feel that our 
letters deserve "better attention from you than 
they have "been getting. 

When you answer this, inclose a check 
for $16.00. which will put your account in good 
standing. 

Let's get together right now to make 
our future relations cordial and mutually satis- 
factory. 

Sincerely yours, 

ALEXANDER HAMILTON INSTITUTE 

GSC-9 By 
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The amount is so small a more pretentious letter would seem too strong. It 
presupposes an intention to pay. 

CEL.WDB Jan. 23, 1917. 

48-404 

Dear Sir: 

Is there anything wrong with the 
amount, $1.50, we have charged on your account? 

If there is, just write us frankly and 
we'll "be only too glad to correct any items that 
may he in error. 

Of course, according to our records, 
$1.50 is correct, hut as you have not paid it and 
not answered our letter of January 16th, we 
thought perhaps there might be some mistake that 
we don't know about.' 

Yours very truly, 
THE GOODYEAR TIRE & RUBBER COMPANY 
Collection Dept. 
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Collection Agency Letter 1 

Appeals to justice. They have done their party why don't you do yourst Suggests 
that some adjustment may be made that wUl straighten out the difficulty. No 
intimation thai the debtor does not intend to pay. 

The Mercantile 
Credit Reporting & Collecting Agency 

ADJUSTERS AND REPORTERS OP DELINQUENT ACCOUNTS 

COLLECTIONS 

Room 1901—40 East 26th Street, 

New York City. 



The Company has placed in our hands the 

enclosed statement of the amount they claim you are under contract 
to pay. They state that they have fulfilled their part of the 
agreement, but that in spite of repeated urging, you have failed 
thus far to fulfil your part. 

As intermediaries of many years' experience in adjusting 
differences between business men, we have found that frequently 
there is a misunderstanding of the terms of agreement; and in 
taking this matter up for our clients we hope that you will trust 
us to act in your behalf also (without charge to you) and thus 
assist in bringing about a settlement on a basis of friendship 
and good-will. 

We believe it Is our clients' intention to treat you with 
the utmost fairness, for they are long and favorably known in the 
business world; and we Infer that it Is your intention to treat 
them honorably, for it seems hardly likely that, for so small an 
amount, any one would wish to forfeit his self-respect and the 
respect of those with whom he deals. 

We Invite you to write us fully and frankly. If there is 
any reason why the account should not or cannot now be paid, tell 
us why and your reason will have the utmost consideration. 

If, however, this account Is correct and has not been paid 
simply because of oversight, we urge that you will at once send to 
the publishers, or to us, the amount of the enclosed bill. 

Trusting you will by your early reply to this letter show 
your appreciation of our efforts to bring about a prompt settlement 
that will be fair and Just to all parties concerned, we are 

Yours very truly, 

THE MERCANTILE CREDIT HEPORTIHO 
AJJD COLLECTJW AGEHCT, 
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Agency Letter 2 



Stranger than the first. Appeals to pride — "we thought better of you evidently 
than you deserve." Time limit set, and law threatened. 



The Mercantile 
Credit Reporting 3 Collecting Agency 

ADJUSTERS AND REPORTERS OP ACCOUNTS 

COLLECTIONS 

Room 1901—40 East 26th Strtet. 

New York City.' 



Can It be possible that tie were mistaken in supposing, as 
we did in our recent letter, that you would respond to an appeal to 
your sense of fairness? Must we belle Ye that you are so indiffer- 
ent to the requirements of customary business usage as to complete- 
ly Ignore the good offices of a third party, tendered (without 
charge to you) in the Interest of mutual good will? 

We have given you the opportunity to make to our patrons, 
the Company, any explanation you desire with regard to 

your indebtedness but you appear to have treated our offer with con- 
tempt. However, lest you failed to -receive our previous letter, 
we take the precaution to call your attention again to your obliga- 
tion. 

Our business is to collect or adjust accounts. We believe, 
on the statement of our patrons which you have not denied, that you 
owe the money claimed and that you are able to pay your debts. 
However, before starting further proceedings we wish you to know 
that we are ready to consider all the facts with a view to a friend- 
ly settlement. But we must reach an adjustment quickly. 

Unless we hear from you within thirty days, we shall be 
compelled to place this claim in the hands of the attorney represent- 
ing us in your locality, with instructions to proceed to the collec- 
tion of the amount due by every legitimate means at his command. 

Tours very truly, 

THE MEHCAITII£ CREDIT REPQRTINO 
ASD COXI£CTION AGENCY. 
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Agency Letter 3 

Stern, formal letter. Here a strong threat in given time ia made and "publicity" 
-used as a means of inducing action. 

The Mercantile 
Credit Reporting 8 Collecting Agency 

ADJUSTERS AND REPORTERS OP DELINQUENT ACCOUNTS 

COLLECTIONS 

Room 1901-40 East 26th Strtet, 

New York City. 



Sear Sirs 

As you have not shown us the courtesy to reply to either of 
our recent letters urging your attention to the enclosed claim of 
the Company, tie propose placing the matter in the 

hands of our representative for your locality with instructions 
to report to us upon your standing in your community in order that 
we may take such further set ion as his report may show to be 
advisable, if the claim is not paid within 20 days from this date. 

Prompt settlement on your part will obviate an unpleasant 
situation for all of us, for ws assure you that neither our clients 
nor ourselves desire to embarrass you by the publicity of legal 
proceedings against you for the collection of this small account 
and the consequent additional expenee. 

Tours very truly* 

m MBBCalTZXJI CBEDIf BBPOBff HO 
AH) CGUSCTTJG AGBCT. 
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Gives him the benefit of the doubt. Makes action easy by enclosing an envelope. 

"Collection" 

January 25, 1916. 

Dear Sir: 

It f s easy, isn't it, to lay a thing 
aside and forget about it. None of us means to, 
"but all of us are guilty at times. 

This must have been what happened to 
our two previous letters calling your attention to 
the "balance of $50.38, which is 9 now fifteen days 
past due. Otherwise, we "believe your check would 
have "been mailed to us, as wa all know that delays 
of this kind tend to impair one's credit standing. 

Just place your check in the enclosed 
return envelope and mail it to us today. You 
might forget it again. 

Yours very truly, 
THE GOODYEAR TIRE & RUBBER COMPANY 
Chief Clerk 
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Appeals to pride and to caution. Assumes carelessness rather than intent to 

defraud. 

Toe Book of Knowledge 

Urns Grouer Socmnr 



TELEPHONE COO BRYANT 



IfetrEbiiK 



The enclosed bill shows that your payments for THE BOOK 0? KN0WI£DGE 
are overdue. 

Ordinarily when an account runs behind to this extent, it is placed 
in the "Delinquent" class, as we feel that when our regular monthly 
notices are not given attention we are justified in sending collectors, 
or bank drafts. 

In your ease, however, we note that payments have always been made 
promptly heretofore, so that we think the delay is due to your over- 
looking what is, to you, a small matter. 

We appreciate that your failure to remit is not intentional, but 
since the amount in this case is very small, we hope that you will give 
it your attention without further delay. We do not want yon to feel 
that we are treating you, or intend to treat you as a "Delinquent" sub- 
scriber. 

Please send remittance by return mail. 

Yours truly, 

i/hk 

THE GROLXSR SOCIETY. 
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Dealer collection letters need have less personality in them than those to consumers, 
As a rule business men clearly understand the necessity of meeting their obliga- 
tions on time. The reasons given here are well understood by dealers* 



A M . A i„„y irLOmnOCMAM. NEW YORK OFriCC 

TO CUSTOMERS 
COPY 

Gentlemen: 

We wish to call your attention to that 
portion of your account which is overdue, and 
which is now due net with interest, at the rate of 
6%. It is necessary with us that our "bills he 
paid promptly at date of maturity, in accordance 
with our terms, which are 60 days net or 1# 10. 
Interest at the rate of 6% per annum is charged 
after the expiration of 60 days. 

We have previously called your attention 
to your account, which has undoubtedly been over- 
looked. We trust, that on receipt of this letter, 
you will be in a position to forward us your 
check, or give us some definite date as to when we 
may expect same. It is necessary, when our audi- 
tors are auditing our accounts, that we give them 
some definite information as to when the overdue 
bills will be paid. 

Trusting that we shall receive your 
check by return mail, and thanking you in advance 
for same, we are 

Yours truly, 

McCALLUM HOSIERY CO. 
EGH/F 
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EXERCISES 

1. You are employed in the Credit Department of The Bon Ton, a 
woman's clothing store, 516 Fifth Ave., New York City. One of your 
customers, Mrs. James Alton, 8 East 66 St., bought from your firm 
August 4, two waists amounting to $45. Your terms are 30 days net. 
The bill is now 60 days overdue. Statement and one letter have been 
sent. Mrs. Alton's bills are always paid but never on time. Write a 
personal letter urging immediate payment but do not antagonize her. 

2. If you were selling the Encyclopaedia Britannica on the installment 
plan, what would be your collection system? Explain fully and re- 
produce samples of letter and forms. 

3. You are in the Credit Department of a large retail drygoods store. 
Write a collection form to be used as a first notification to customers 
with charge accounts whose bills are 30 days overdue. 

4. Following 3 above, write the first personal letter when the bill is 60 
days overdue. Appeal to the sense of justice. 

5. Following 3 and 4 above, write a second one appealing to self-interest. 

6. Assume that when you were graduated from college each member of 
the class promised to give $10 toward a class memorial. You are treas- 
urer of this fund. Next year is the fifth anniversary of your class. 
There will be a reunion, at which time it is desired that the memorial 
be presented. Write a form letter to members of the class urging 
payment of pledges. 

7. How may premiums be used to facilitate the collection of delinquent 
installments? Illustrate. 

8. You have taken over the business of Blackwell & Sons, Grocers, and 
are trying to collect outstanding accounts. You have ascertained that 
there are two classes of customers: those who are known to be slow but 
good payers and those who are doubtful. Write form letters to each 
class. 

9. You have been doing business with Foster and Forbes, Lumber Mer- 
chants, Tampa, Florida, for a number of years. They have been very 
prompt in settling their accounts until recently, when they have kept 
you waiting longer than the terms of your business will allow. In- 
directly you learn that they have suffered considerable loss by fire. 
Write a personal letter asking for more definite information, and 
mention the overdue account. 

10. The foregoing letter is ignored. Write again, this time a sharp note 
demanding immediate payment of the overdue account. 

11. If you were treasurer of your class and dues were $2 a year, how would 
you collect the money? Illustrate. 



CHAPTER IX 
SALES AND FOLLOW-UP LETTERS 

A sales letter is a letter written to persuade to purchase. It 
attempts to sell merchandise or commodity by means of pen, paper, 
and paragraph. On first thought this may appear to be a very simple 
process, — just write to a man, tell him what you have, and ask 
him to buy! This seems easy, easier by far than to prevail upon a 
man to give you a position or to pay you the money he owes you, 
by merely writing to him. But it is not so easy as it may appear. On 
the contrary, the effective sales letter is the most difficult type of 
letter to write. Sales letter writing is not only a most highly refined 
business science, it is an elusive business art, as well. 

The sales quality is present of course in most types of business 
letters. It has been previously pointed out that the letter of appli- 
cation for a position is an attempt to sell one's abilities. Letters of 
reference, recommendation, and introduction are similarly indirect 
sales letters. Not only are letters of order and acknowledgment, 
claim and adjustment, inquiry and information, written about 
business matters in the majority of cases, but they very often take 
on a modified but none the less genuine sales quality. Even friendly 
letters may possess selling characteristics that are convincing to a 
very high degree. The boy or girl who writes home from school for 
money very often sets forth an irresistible sales argument. We have 
seen a letter from a college boy to his father asking for an increased 
allowance, that was far more persuasive than some supposedly good 
sales letters that have come to hand. The problem in writing a 
friendly letter making a request for something differs not at all in 
kind but in degree only from the actual sales letter. 

The letter whose deliberate purpose is to sell is no longer the 
haphazard, conglomerate, catch-as-catch-can composition that it 
used to be. Study of and experience in the construction of sales 
letters have made them one of the most effective and most useful 
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agencies of trade. It has been found that all of the skill used by a 
salesman in making a personal sale is transferable in one form or 
another in the building up of a letter sale, that the systemized per- 
suasion of the former may, can, and must be adapted in the latter, 
and that the face-to-face, man-to-man attitude of the one may be 
not only simulated but realized in the other. The task in the sales 
letter, therefore, that calls for the greatest exercise of science and 
of art, is that of making the letter reproduce as fully as it possibly 
can the actual conditions of the sale, were it a personal one. The 
letter must have in it a quality that makes up for the lack of per- 
sonal touch. This quality is commonly referred to as personality. 
Much has been said and written about personality in salesman- 
ship. Attempts to define it fully have always failed, however. Just 
why one person can sell better than another, given the same expert 
knowledge and the same selling conditions, is as puzzling to business 
men as to customers. "There is something about him that I like," 
— this is why certain customers ask for a certain salesman when 
they enter a shop. But they cannot tell accurately what that " some- 
thing" is, and so they say it is his personality. Just why one sales 
letter sells and another does not, given the same expert construction 
behind it, cannot be explained with any greater accuracy. The 
whole answer is begged by saying that the successful letter radiates 
personality and that the unsuccessful one does not. In the personal 
sale, this elusive quality may be due to some mannerism, some 
special bearing, some particularity in appearance, or personal mag- 
netism, or what not. In the letter sale it may be the transference 
of these, if possible, to paper, but no rules for the attainment of the 
quality can be formulated. Tho the unconscious element of per- 
sonality is too subtle to be defined, its significance in selling should 
be seriously pondered. It is to the sales process very much what 
electricity is to matter, — an enlivening and magnetic force that 
unconsciously evinces itself on the spur. It is that thing about 
certain men and women that makes the room seem to fill up imme- 
diately one of them enters it. It is the dominant note that keeps 
you conscious of its vibration thruout a whole symphony. It may 
even be of such power in the actual sales situation as to render selling 
devices and methods unnecessary. The lack of it may be so serious 
as to necessitate the accentuation of certain devices and methods far 
beyond the customary limit. Strength of character, mental bril- 
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liancy, geniality, graciousness, loyalty, vigor, alertness, tact, and 
so forth, are the qualities by which, collectively or severally, per- 
sonality is accounted for, from which it is educed, according to 
those who have considered it most exhaustively. Whether it be 
one or two or all of these together matters little. Whether it be 
merely the radiation of health and happiness, or the unusual mani- 
festation of originality and distinction, of freshness and candor, 
matters little. The important thing is to remember that your sales 
letter must live and pulsate with the same personal elements that 
make your sale over the counter a memorable one. It may not be 
amiss to add the following jingle definition of personality in rela- 
tion to selling, tho it is as inadequate as all other definitions, — 

"Tis having the knack 
To present a fact 
With a selling smack 
And a telling tact." 

It may not be at all difficult to prevail upon people to spend their 
money for real or fancied needs, when a salesman has the advantage 
of intimate, personal conversation with them. Consciously or un- 
consciously, he makes use of voice, manner, bearing, and appearance, 
— of all those qualities in the human make-up collectively referred 
to as personality. To the regular sales machinery he has the privi- 
lege of adding face and feature, breath and breeding, jest and ges- 
ture, and these may do more toward making a sale than any dem- 
onstration he can give. His selling situation is, in other words, 
direct, concrete, and individual. 

In selling by mail the situation is so different as to be almost 
opposite. The letter must of course follow the sales method employed 
in the face-to-face situation. But it must do much more: it must 
carry with it the man-to-man directness and intimacy that its con- 
ditions seem to forbid. It cannot of course take with it the voice 
and gesture and appearance of the salesman, but it can be made to 
glow with life and enthusiasm. It is the securing of these qualities 
to your sales letters that challenges the best genius there is in you. 

The completely organized sale observes six regularly graded 
steps in its method. The sales letter must adapt these to its own 
particular needs. It must in other words be developed along these 
.six general lines, — 
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It must catch attention. 

It must compel interest. 

It must confirm belief. 

It must convince, or convert belief into resolution. 

It must clinch action, or complete the sale. 

It must conclude the transaction satisfactorily. 



or 



It must 



Catch 

Compel 

Confirm 

Convince 

Clinch 

Conclude 

How fully each of these steps in a sales development shall be 
elaborated and what liberties may be taken with the order of the 
process, depend of course upon special circumstances in individual 
selling cases. All of these formal steps are rarely clearly marked 
and separated in any one selling situation. All may be, however. 
Some two or more may be merged. Attention and interest are 
qualities that belong fundamentally to advertising. Belief, resolu- 
tion, and action are the special' elements of selling that follow them, 
that grow out of them as certainly and as naturally in the good sale 
as trade grows out of good advertising. Each step will here be 
examined in order: 

Attention 

The attention of the prospect must be caqght at the very begin- 
ning of the sales letter. There must be no introduction, no pre- 
amble, but a direct and forceful arrest. Both the content arid the 
mechanical arrangement can help to get this. Not only the first 
sentence but the first word in that sentence must be played up as 
strongly as possible. Appeal at once to the prospect by means of 
the personal pronoun YOU. Do not say, "We have an extraor- 
dinary opportunity to offer you," but say, "You wish to make 
the most of every opportunity that comes your way; don't you?" 
The personal pronouns "I" and "we" have but very limited interest 
for the other fellow. He is humanly and naturally interested in 
himself. Therefore, play to his interest in himself. Feature him 
first and all the time; the thing you are selling, second and all the 
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time, but the seller never. Be second-personal in all parts of your 
sales letter. Be particularly so at the opening of it. "Well begun 
is half done," applies nowhere with greater force than to the first 
words of a sales letter. Make the prospect yours at the very be- 
ginning, and he will probably remain yours thruout the sales 
correspondence. 

Again, open your letter with something that will stimulate curi- 
osity. In the effort to be striking, however, do not make the mis- 
take of being commanding, irritating, or dictatorial. "You are 
wasting money," "You must read about this extraordinary offer," 
are bad beginnings, for their tone is so superior that it antagonizes. 
A good catch word or phrase, a good question asked of the one 
addressed, or a live but unoffending declarative sentence may profit- 
ably be used at the opening. A reference to some item of news, 
trade or general, may also be made to serve as an excellent opening 
for a sales letter. If a general news item is used it must be one of 
sufficient scope of course to be of interest to the average reader; if 
an item of trade news, it should have some bearing upon the busi- 
ness interests of the one addressed. The reference in either case 
must be brief, succinct, and specific. A word or two about the most 
commonplace affairs may be introduced into a sales letter with 
such cleverness and originality as to arrest attention. Even such a 
hackneyed subject as the weather has possibilities for this purpose, 
if expertly handled. The ordinary, everyday happenings in human 
experience are after all the most extraordinary ones. Truth is 
stranger than fiction. "Our daily life is girt with wonder and based 
in wonder." If, however, the marvel and the wonder of it are pre- 
sented in formal and stereotyped style, thfe effect will be deadening 
and the whole point lost. 

The first statement in your sales letter may be made to stand 
out by means of color, capitalization, arrangement, or display of 
some other sort. Pictures and drawings may be used at some promi- 
nent place in the make-up. The employment of such devices must 
not be resorted to too frequently, however, thruout a letter or a 
letter series, or the purpose may be defeated. To over-emphasize 
is as great a defect as to under-emphasize. The display head may 
also tend to make your letter have the appearance of an advertise- 
ment and may thus deprive it of something of that personal tone 
which is an essential element in every good selling letter. To exer- 
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cise just the proper restraint in display and illustration is an ex- 
tremely nice problem. Both study and experience are necessary to 
attain to the utmost effectiveness to this end. 



Interest 

Interest is but crystallized attention. It is attention matured 
or grown-up. It must be developed directly from attention or right 
along with it; that is, it must be compelled by it or combined with 
it or converted thru it into belief. The sign BEWARE THE DOG 
catches the attention. The bark and the growl of the dog compel 
a very live interest. The subsequent -bite does much toward con- 
firming respect for the sign and will doubtless bring about the resolu- 
tion to heed such warnings in the future. But the point is, for your 
sales letter writing, that you must not arrest attention unless you 
can immediately follow it up with something of true and genuine 
interest. If you catch attention by means of a false signal at one 
time, you will not be permitted to do so again. The prospect will 
think you are deceiving him on all subsequent occasions, as you did 
on the first. 

Many of our human emotions are so appealing in quality and 
significance that they can almost invariably be depended upon to 
create and hold an absorbing interest. Love, hatred, fear, bravery, 
cruelty, in their various manifestations, have deep interest for most 
men. Test your daily reading of the newspaper and you will dis- 
cover that those items that hold greatest interest for you and that 
leave the strongest impression upon your mind are the ones that 
treat of these subjects. 

Again, there are certain everyday incidents that are of com- 
pelling interest to the average individual. Accidents of any sort, 
display of heroism, births, marriages, deaths, affairs of pride and 
honor and disgrace (personal or general) can be depended upon not 
only to arrest attention, but usually to create a permanent interest. 
A great salesman has said, that most goods are sold in this world by 
appealing to man's pride and man's pocket. The man in the street 
has a highly sensitive interest certainly in both of these. They 
furnish perhaps above all other considerations, the most salable 
points of attack in his make-up. They should, therefore, be kept 
steadily in mind in this part of the sales letter. 
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And still again, there is a keen human interest in all those 
sentiments that pertain to home and hearth, father and mother, age 
and infancy, and so forth. The picture of a baby, a bunny, a lamb, 
will invariably call forth a sympathetic A-A-H! from an audience 
before the screen. The honorably wrinkled face of a father or a 
mother, a happy family gathered around the fireplace, the helpless- 
ness of age attended by youth, all create much the same sort of 
sentiment. They appeal strongly to the feelings of the rank and 
file of men and women; they make people attend; they compel 
people's interest. 

Finally, people are always interested in certain prominent indi- 
viduals and in clearly marked classes of society. The president 
and the mayor, the newsboy and the washwoman, the railroad 
president and his office boy, are all appealing to all, in one way or 
another. Their interests are human interests. They are known as 
individuals or classes, to everyone. What is more important, most 
of us have in our collective experience absorbing stories about the 
one type or the other. They are, in other words, mediums that 
can usually be relied upon to create and maintain interest. 

The second step in the sales method cannot be developed better 
than by making use of one or more of these fundamental appeals. 
They constitute the bulk of the subject-matter around which human 
interests center. Your prospect will be interested in these things. 
Find out what his particular human interests are and play to them 
also. He probably likes his work. Find out what it is and appeal 
to it. Perhaps he has a hobby. You should know what that is and 
ingratiate yourself with him by playing it up in your sales letter. 
He probably has sons and daughters, and he will usually be attracted 
by your courteous reference to his interest in them. He may be 
vitally interested in some public movement. If so, compel his 
interest further along this line by referring to it briefly or by enclos- 
ing a short clipping from the paper about it. He may have profited 
thru some trade event. Make a human interest story of the matter 
that will connect him with the thing you have to sell. Remember, 
it is his human interest you are to keep in mind. It must be yours 
while you are writing your sales letter to him, no matter how much 
you would prefer to exploit some other. 

If the commodity you are selling has about it something espe- 
cially novel or unique, that feature should be described and explained. 
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If it affords possibility of emphasis in direct connection with your 
prospect's own business, lose no time in emphasizing it in this con- 
nection. Leave, if possible, a few loopholes in your appeal for 
interest that will encourage the asking of a question or two. If you 
can by indirect tactics stimulate in your prospect an interrogative 
attitude, you may be sure that he is interested. Perhaps you may 
do this by a deliberate omission at some interesting point in your 
sales story. Perhaps you may be able to ask a question that will 
stimulate a line of reasoning on the prospect's part, or a guess, or a 
series of queries. In whatever way you do this, be sure not to omit 
any salient for the purpose and be equally sure that the prospect's 
questions get answered. 

The part of your letter that compels interest must of course be 
brief and pointed. A word, a phrase, or a sentence is sufficient to 
catch attention. Two sentences or, at most, a brief paragraph will 
usually suffice to compel interest. While it may be very entertain- 
ing to stop longer over this part of a sales letter, such a course is 
attended with the danger of losing the purpose of the letter entirely 
from view. Attention and interest, as has been pointed out, are but 
advertising devices in a sales letter and are to be employed as baits 
to secure a prospect's belief in what you have to sell and his eventual 
resolution to buy it. 

Belief 

It may not be at all difficult to get a man's attention. Neither 
is it difficult to interest him. A good story will do both. An attrac- 
tive make-up will do both. Clever and original phraseology will do 
both. But to make him believe in your commodity, after you have 
got his attention and interest, is sometimes the work of greatest 
difficulty. If to be attentive and interested were to believe, we 
should not have to proceed further. But attention and interest are 
not belief; they are merely conductors to it. Like the tales of 
Grimm and Andersen, they entertain us and point out, perhaps, a 
moral, but that is all. 

In the first place the salesman who would make his prospect 
believe must know thoroly the article or the proposition he has 
to present. He must know it from the ground up and from the 
sky down. He must know it inside and out, thru and around, under 
and over, betwixt and between. 
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In the second place, he must be able to write about that article 
or proposition enthusiastically and convincingly. He must be a 
master of the particular phraseology that is necessary to set forth 
the most telling points in the most selling manner. 

In the third place, he must be able to connect his article or prop- 
osition with the particular needs of his prospect. He must be able 
to show definitely, specifically, and emphatically the benefits that 
his prospect will derive from it. 

The writer of sales letters cannot, of course, show his goods. 
He cannot drape a piece of silk before the very eyes of a customer 
in such eloquent folds as to make sale inevitable . He cannot dem- 
onstrate on a counter or in a shop how his commodity works. 
But he may do other things. He may employ every device and 
all the inventiveness that word, phrase, and clause are capable of. 
He may use line and color, diagram and picture. His illustration 
may be appealing enough to make his prospect a certainty. His 
diagram may be so clear and explicit in showing how a certain in- 
strument or utensil is used, as to be preserved by his prospect for 
permanent guidance. He may be able to describe and explain so 
accurately by words alone, that his prospect will see and understand 
quite as clearly as if he were really being talked to. He may make 
his sales theme irresistible by selecting just those points about his 
commodity for description, exposition, and illustration that are 
especially adapted to the requirements of his prospect. He may by 
alertness, intelligence, and subtlety of argument get points of view 
from the prospect that will enable him to adjust his commodity to 
these requirements with great nicety. He will of course always 
throw the bright lights of his clever and original composition upon 
the superior points of the article he is selling. Above all he will be 
specific and personal in every syllable of his sales English. 

This step of the sales letter should have in it that quality of 
reality and concreteness that the sales talk over the counter or in the 
office has. It must be nothing more or less than the sales talk 
transferred to paper. There must be as little as possible of the letter 
atmosphere about it, but it must visualize and materialize rather 
the actual sales situation. The place, the prospect, the commodity, 
and the salesman must all be seen and felt between the lines of the 
letter. The parties and the properties concerned must be made to 
stand out as distinctly and as emphatically as do those in a great 
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play at its tensest moment. The spirit of man-to-man must be 
radiated from the pages of those letters that would sell goods effi- 
ciently. 

Enclosures may do much to confirm the prospect's belief in any- 
thing you are trying to sell him. They present to him at least an 
approach to reality, that is concrete enough in many cases to clarify 
doubtful points and to convert selling possibility into selling proba- 
bility. They take the place of demonstration, are, indeed, sales letter 
demonstration. They may consist of pictures, charts, diagrams, 
samples, or novelties having direct or, in some cases, even indirect 
connection with the commodity in question. But all such matter 
should preferably be of the proper size to enclose in the sales letter. 
Matter of this kind "sent under separate cover" may be very con- 
vincing, may carry a burden of potential belief along with it, but it 
divides the attention and interest of the prospect. It usually arrives 
later than the letter itself, and the prospect may have cooled toward 
your proposition in the meantime or developed belief in another 
brand of the same commodity. 7 

Resolution 

Resolution is belief in action. It is to belief very much what 
interest is to attention, what belief is to interest. Belief without 
resolution will effect few sales. Resolution without belief will prob- 
ably effect unsatisfactory dealings. The sequence must be kept in- 
tact at this point of the sales process. How may the one, BELIEF, 
be converted into the other, RESOLUTION? How may belief 
that has been confirmed by narration, description, exposition, argu- 
ment, and illustration, be converted into conviction? This way: 

Show in your sales letter that nothing can be too much trouble 
for you in the matter of getting the merits of your commodity before 
your prospect. Invite question and comment and be sure to reply 
to both fully, clearly, and patiently. No slightest intimation of an- 
tagonism or irritability must be evinced on your part at this phase of 
the sale. If evinced by your prospect, you cannot afford to recognize 
them as such; you can disarm both by constant courtesy and pa- 
tience. Make your prospect feel the need of your commodity thru 
the belief and enthusiasm that you yourself feel and evince, as well 
as thru your narration and explanation and description and argu* 
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ment. Radiate sincerity. Tell the truth. If he attempts to point 
out the superiority of some other article over the one you are repre- 
senting, refute him, first, by acknowledging certain points of merit 
in the other and, second, by showing wherein yours is nevertheless 
superior in the majority of comparisons. Do not be afraid to ask 
questions of him about his work and his need. You can do much by 
way of ingratiating yourself with him if you will occasionally sit at 
his feet and listen. 

Show the prospect your references. Let him know what others 
are saying about the thing you are selling. Testimonials that are 
direct, specific, and local may have great value in helping a prospect 
to make up his mind. Testimonials that are general and remote 
are practically worthless. Again, acquaint your prospect with guar- 
antees that you are able to make. Perhaps you are permitted to 
offer such special incentives as, "satisfaction guaranteed *or money 
refunded," "free trial," "supply nearly exhausted," "closing out," 
"just a few speqial advance models for our private list," "do it now," 
"fill out enclosed card or coupon," "send size," "use enclosed meas- 
ure for sending size," and so forth. Valuable as inducement is as 
an asset in selling, however, it must never be allowed to become 
cheap and it must of course never be dishonest. It must, in other 
words, be strictly as represented. More than one house has lost 
its reputation and consequently its business, thru inaccuracy and 
misrepresentation in the matter of offering inducements. But in- 
ducement of the right sort is the salesman's most valuable weapon 
oftentimes in bringing belief to a climax, or in securing resolution to 
buy. As a rule it should be reserved until late in the selling process. 
It should never be paraded as a dominant feature. Tho it may 
often be much more than an incident in the completed sale, it should 
never be permitted to appear as anything but the most natural 
consequence affixed to the sale. 

Action 

Resolutions, however good, however determinedly made, some- 
times falter. Good intentions are frequently led astray by seem- 
ingly the most trivial influences. It, therefore, behooves him who 
would make his sale certain to clinch a prospect's resolution to buy 
in the very nick of time. If he does not, all of his supreme sales 
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argument may go for naught, and failure at this point would be not 
only a pity but a calamity. 

An optimistic attitude thruout the sales process may do much to 
make favorable action on the part of the prospect a certainty. The 
good salesman never implies for a moment that the sale is not to be 
made. On the contrary, he always implies that the sale is assured 
and that his exposition is made merely for the sake of facilitating 
the prospect's use of the commodity when he owns it. A good story 
at this point may do much. It may show the prospect that you 
are taking it for granted that the sale is made and that you feel at 
liberty to talk of other things. It may also forestall any further 
objections that the prospect has to make. In other words, the 
assumption of certainty on the part of the salesman acts as auto- 
suggestion. Nothing is quite so contagious as optimism, particu- 
larly in business affairs. Care must be taken, however, not to be 
so aggressively optimistic as to offend. There are smiles, you know, 
that are repulsive, that make people hate. And a cheerful attitude 
that is not well-founded often initiates its own defeat. 

It is a good plan sometimes just here to sum up the various steps 
that have been followed in the sale, but such summary must of 
course be brief. It accelerates action oftentimes to speak of the 
name and address of the prospect with the view to getting them 
quite exact, so that no error be made in forwarding the goods. The 
ready salesman will have the mechanics for closing the sale right 
at hand. There must be no delay in making arrangements for pay- 
ment. The order blank must be attached and, if possible, partly 
filled out. Assurances of promptness in delivery and request for 
notice in case goods are impaired thru delivery or in case there is 
any delay in receiving the shipment, will likewise put the prospect in 
an actively receptive and conclusive frame of mind. 

Conclusion • 

It is a mistake for a salesman to believe that he is done with a sale 
immediately payment is made and shipment attended to. One good 
sale deserves another. Satisfaction in a single sale may be sufficient 
to guarantee further custom. But satisfaction plus a salesman's 
interest in the buyer and the purchase will pretty certainly make a 
"regular" of that buyer. Moreover, he may thus be made a regular 
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customer not only in a single line of goods, but his trade may be 
broadened until it touches every department in the house. 

Remember your sales, therefore. Follow up those with whom 
you have dealt satisfactorily. This does not necessarily mean that 
you follow up only those to whom you have actually sold, but those 
as well with whom your dealings have been pleasant and congenial 
in spite of the fact that no sale was made. It is flattering to be 
kept on a list. It is likewise flattering to a buyer for a salesman to 
make inquiry of him from time to time as to how he likes the new 
commodity, how it is working, and so forth. In other words, watch 
the new article in the new hands. Be keen to make right anything 
that may not be going well, to make right any deficiencies, to smooth 
out any difficulties. 

After purchase is actually made, the salesman may write a letter 
asking about the buyer's satisfaction with the article bought. All 
that is necessary is a short note of inquiry and good wishes. And this 
thoughtfulness, in addition to keeping the buyer pleasantly reminded 
of his dealings, will afford an excellent opportunity for the salesman 
to add a postscript (see page 29) calling attention to a new line of 
goods, perhaps, or to an improvement in an old line. Such proce- 
dure as this must not of course be insistent. It must not be pleasant 
and gracious to the point of suspicion. But treated with tact and as 
if it were a mere incident, it may be made to do as much for the con- 
tinuance of custom as any of the foregoing steps will for initiating it. 

The above sales steps may be graphically summarized as follows: — 

1. CATCH— .... 

by arousing curiosity. 

by appealing to and featuring YOU. 
by catch word, phrase, or sentence, 
by hint of news, trade or general, 
by line, color, diagram, arrangement. 

by avoiding all intimation of command, superiority, self-reference, 
excessive advertising tone. 

2. COMPEL — 

by appealing to fundamental emotions and sentiments. 

by referring to conditions and happenings of general interest. 

by playing up certain types and classes of people. 

by local and special human interest appeals. 

by stimulating an interrogative attitude in the prospect. 

by featuring some unique or novel detail about the commodity. 
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3. CONFIRM — 

by complete knowledge of commodity. 

by ability to tell all about commodity. 

by connecting commodity with needs and desires of the prospect. 

by description, exposition, argument, and good stories. 

by illustration of all kinds. 

by stressing superior points with superior argument. 

by concretizing the sales situation. 

by enclosures, such as, charts, samples, catalogs, etc. 

4. CONVINCE — 

by showing that nothing is too much trouble. 

by evincing no impatience or irritability. 

by failure to recognize any antagonism on part of prospect. 

by ready recognition of merits of competing commodity. 

by respectful attention to and interest in anything prospect may 

say. 
by honest, strictly-as-represented inducement, such as guarantees, 

coupons, stamps, "last chance," "closing out," "money refunded if 

not satisfied," "special offer," etc. 

5. CLINCH — 

by unfailing optimism as to making sale 

by auto suggestion thruout the sale. 

by summing up the principal selling points. 

by being ready with order blank and other sales-closing machinery. 

by requesting verification of name and address and other shipping data. 

by telling good wind-up story. 

6. CONCLUDE — 

by following up purchase and purchaser, 
by frequent inquiry as to how the purchase has pleased, 
by evincing readiness to adjust anything that is not satisfactory, 
by missing no opportunity to call attention, in a postscript perhaps, 
. to new stock, improvement on old lines, changed policy, and other 
opportunities for further dealings. 

Following is a large group of sales letters of many kinds. They 
are "live models"; they have served and sold. It will pay you 
to examine them carefully. 
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High grade of service continued for years is the test of quality. The description 
in paragraph 4 is a concrete statement of Stein-Bloch excellencies. 

March 24, 1915. 



Superficial polish may make a good first im- 
pression. 

But polish alone does not wear well. After all is 
said and done, it is the good, old-fashioned, 
inbred virtues that count -- the virtues that 
make and hold real friends. 

This principle applies equally well to folks, 
furniture, or clothes. 

The Hartwell-Delap Company can recommend -- and 
are glad to sell -- Stein-Bloch Smart Clothes 
because they are the finished product of the 
highest human skill and ingenuity; they combine 
all the features that are essential in a per- 
fect garment for the man of good taste; and 
they are tailored throughout in a manner that 
can come only from ?? Sixty Years of Knowing 
How. ? ? 

Stein-Bloch Smart Clothes possess the virtues that 
make friends -- virtues that are bred in the 
yarns, in the lines, and in every stitch. 

They want your friendship. So does The Hartwell- 
Delap Company. 

And both are eager to do their part to get ac- 
quainted. Will you give them the opportunity 



today? 



Very truly yours, 
The Stein-Bloch Co. 



TFP. 
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Convenience is here the attention-getter. Convenience gets trade but only satisfaction 

holds it. 



March 4, 1915. 

Dear Sir:- 

Occasiohs may arise when you need some- 
thing in a hurry and you are thankful 
there is a store near "by where you can 
get quick service. 

Special "business of this kind, however, 
is not sufficient to maintain the kind 
of institution that is worthy of your 
patronage. 

We do not seek your trade merely for the 
sake of fostering home industry, or 
for the appeal to your pride in local 
matters. Naturally, you want to trade 
where you can get the best merchandise 
value, and the best service for your 
money. 

But when we offer good, dependable mer- 
chandise such as Stein-Block Smart 

Clothes Clothes Shirts 

Collars Underwear, etc., at 

prices as low as, and in some in- 
stances lower than, the prices you pay 
in the New York shops, and can give 
you the kind of service you expect 
from the most up-to-date stores, we 
feel justified in asking you to shop 
here in Hoboken - to shop at this 
store. 

Come in and get acquainted. 

Very truly yours, 

The Geismar Shop. 
TFP. 
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This letter is like a hearty hand shake } — it's so warm and personal. 

February 5, 1914. 



Dear Sir:- 



Removing to a strange place isn f t so bad 

after all if you know that there's a 

good, warm welcome waiting for you at 
the other end of the line. 

We wouldn't of course presume that 
you've got to have us for your best 
friends. But we want you to be 
friends . 

This is a man's store -- a store that 
has much to offer in addition to the 
merchandise -- a store that gives real 
service with every purchase -- a store 
that likes to go the limit in its 
efforts to furnish satisfaction. 

Perhaps you'll need something in our 
line soon after you get settled here. 
But whether or not you need anything 
we have to sell, come in and get 
acquainted. 

Tell any of our boys that you're, an 
M.K. & T man, -- he'll make it your 
store. 

''Welcome'' is our middle name. 

What can we do to be of service? 

Very truly yours, 

Bing Clothing Co. 



TFP. 
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The opening and closing paragraphs are especially characteristic of the writer. 
Anyone might have written the others, perhaps; but the opening paragraph 
alone is enough to raise the letter above the rank of the commonplace. 



.?<( > 




Name. 



Address _ 



15th, 1911. 



Bear Mr. Dougfcty:- 

X wrote yon last noath that into the book 
Bolljhooki a aoldoaglow had tone the fullnoaa of the 
patting jear - the bait that I had to give. 



road it. 



It it for thit reaton that X want you to 



X believe you will find is it som in- 
spiration, soae aaggettiont and perhapa a few good 
thought t. The pagea are eet in large, clear, gen- 
erous type and the binding it distlnotive and beautiful. 

Lot ao tend a oopy for yon to look over* 
Xt la possible that yon prefer to tee it for your- 
aelf before accepting oar offer of a year 9 * subserip- 
tion to The Fra and Rollyhooke a Ooldenglow for two 
dollars* 

Xf you like the book and are already a sub- 
soriber, the tubtorlption can be recorded In the nam* 
of tone friend at a Ohrlttnmi Greeting or your tubtorlption 
will be advanced from any date. 

Fill out the above blank and X will send 
along the book which X believe you will appreciate, 
Xf you do not with to keep it return it to as* 

The season's cheery greetings from. 



VbtGli 

, t fbr 
uomen 



c -^ ~Tour 8lneere«t O, 



International 
Dirarmameivt 




Good 



Tree 
Plant 



Children* 
Garden^ 




_ rt 
eouifl 
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An appeal to weakness — the instinctive desire to do the easy or convenient thing. 
Proof — a big fact — more than 2,300,000 bills were paid last year at the Ameri- 
can express agency. 

Dear Madam :- 

In Chicago last year oyer 2,300,000 gas, 
electric light, and other bills were paid at 
American- Express Money Order agencies, resulting 
in a great saving of time and trouble for the 
women of the house who pay the monthly bills. 

We wonder if paying bills by American 
Express Money Orders would not be a great con- 
venience for the New York women. In t&is belief 
we are establishing a large number of neighbor- 
hood agencies, the one nearest you being 

You understand, you can send as high as 

$5.00 for 5^. Ask Mr the next time you are 

in his store for an American Express rate 
pamphlet. 

AMERICAN EXPRESS COMPANY. 
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A service appeal. Make the American Express Agency, as a side line, serve your 
regular business. Back of the letter is the appeal to gain, — make money with 
Mle effort. 

Dear Sir:- 

You have doubtless noticed today, the 
same as the writer 'has, hundreds of the women of 
the neighborhood passing your door without com- 
ing in to look at or perhaps purchase what you 
have on sale. You are constantly spending money 
on .advertising to change this condition and bring 
the people in. Unquestionably you have succeeded 
in this to a large degree. 

Our Money Order Agency plan will supple- 
ment your advertising and help to make your store 
a real neighborhood necessity, because every 
woman of the household has either a gas, elec- 
tric, telephone, furniture or other bill to pay 
weekly or monthly. At present these bills are 
paid mostly'by the women, inconveniencing them- 
selves, either waiting home for the Collectors to 
call or else wasting time and carfare in going to 
the various companies' offices. 

If you will accept our Agency we will 
furnish you with a supply of money orders, collect 
weekly, and allow you 33-1/3.^ of our charges. -You 
have no reports to make out, but simply issue the 
Orders. This should not take over a minute for 
each one. The plan, with- your co-operation, v/ill 
bring the women into your store when they are pay- 
ing their bills, generally right after pay-days, 
when they have other funds in their possession to 
spend. 

We know your locality and are certain 
you will make a most successful agency. Let us 
hear from you at the earliest moment, as we want 
to get busy advertising in your district. 

Yours very truly, 

MANAGER , 
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Such letters — termed dealer-help letters {see page 268) — show the desire of the 
manufacturer to be of service to the dealer. In serving his customer he serves 
himself. The appeal "Make yourself at home at our storey y especially im- 
presses the out-of-town woman. 

To out of town Women. 



Dear Madam: 

When you are shopping in Sacramento there is hardly a 
day passes that you do not wish for some place to leave your bundles 
— some convenient place that you could look upon as your personal 
headquarters. 

You dto not like the nervous haste of the interurban wait- 
ing room or the lobby of a hotel. It is too hard to pick out your 
friends or have them pick you out in the crowds. 

Your personal preference points to a central location 
where you can meet your friends or" rest quietly and comfortably 
for a few minutes at odd times during the day. 

We considered these things very carefully when we planned 
the arrangements of this new store. We want to make it convenient 
and "Homey" for every woman that chooses to enter the store. It is 
but one of the many helpful services that we hope to make pleasing 
to every woman who shops in Sacramento. 

Many avail themselves of the conveniences of our rest 
room every day. They find the congenial surroundings restful, the 
refined atmosphere a pleasure. We trust you will accept this as an 
invitation to make our store your "home" when in Sacramento. 

The central 'location of The Ossry & Company Store makes 
it easy to find. (Here add distance and direction from interurban 
station; distance and direction from nearest well-known building 
or public point. ) 

You will receive a cordial welcome here. 

The helpful service and convenience will be the store's 
welcome to you. If you choose to look at merchandise in any depart- 
ment, you will receive courteous attention and considerate sugges- 
tions by salespeople who are thoroughly acquainted with the goods 
they handle. 

Very truly yours, 
Ossry & Company 
The Store That Sells Wooltex, 
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Another dealer-help letter. The manufacturer knows human nature, knows thai 
the "out-of-town" woman has the same desires as her "in town" sister. 



Advance Private Showing 
Of Young Women's Spring Styles. 



Dear Madam: 

In selecting the garments for this 
Private Showing we have reviewed the creations of 
many of the foremost designers of the day. 

We present now for your inspection only 
a limited number, the choicest to be had. Many 
of them are very moderate in price and each is a 
garment of true distinction in design and color. 

Here are coats and suits showing the new 
straight line effect and its many fascinating 
adaptations -- you will notice at once what charm- 
ing youthful grace is given to the figure. 

Especially worthy of your attention are 
the Wooltex models just arrived from The H. Black 
Company -- makers who lead in the 'designing of 
Young Women's Coats and Suits. 

To have a charming Wooltex coat or suit 
is to have authentic style and such thorough 
tailoring that the garments will stay good- 
looking. 

We cordially invite you to attend to- 
morrow afternoon at 2. View the new styles while 
they are new, even though you may not wish to buy 
at this time. 

Respectfully yours, 

THE PARSONS GARMENT CO. 

The Store That Sells Wooltex 
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"What's best for you is best for us" That is what this letter says so sincerely that 
the prospect must naturally warm up to the writer. The keynote of it is service, 
and the "youHUHtude" is maintained thruout. 



**t&tt! NMb» 



MANUFACTURERS OP 



Keepdky ^ m Burlapapcr 

(gilwrap C fs&px*** Innercoat 

Waterproof Papers 



Marshall Brothers, 

Boston, .Mass, 

Gentlemen: 



ASH LAN D, MASS 17 September, 1914 
Purchasing Agent 



As I sat at my desk this morning, looking over the 
early mail — 

A peculiar thing happened* 

I picked up an order. It read: "Ship 25 rolls of 
1680 KEEPDKY." And the next one called for K860. Now both of 
these orders came from concerns in the same line of business. 
And both of them use KEEFERY for the same identical purpose. 

So I wondered: 

"Why does one pay more than the other — to achieve 
the same result? Wouldn't the cheaper grade do just as well* 9 

Our conception of service is this* 

"To help a customer find that grade of KEEPER! best 
suited to his own particular purpdse.' A grade good enough — 
but not too good — at the least possible cost." 

Glance with me for a moment at our latest price list 
enclosed. Fifteen grades of KHEPDRY. Some are heavier and of 
greater strength than others. But all are waterproof. 

The nine "K" grades mean KRAFT paper. Stronger and 
tougher by far, in proportion to weight, than the six FIBRE 
grades. And better, we believe, from •very standpoint. 

If you think there's a chance to economise in your 
packing, we'll welcome the request for a full line of Kraft - 
KESPDRY samples — and complete information about them* 

The post card is for your convenience* 

■rs 



Vrj truly j 
ANCIER MI 



>BH/H 




'^4**^ 
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Appeals to pride and refers to the generally admitted prestige of the law profession. 
Cites instance of its value in business. Gives views of men of weight. Then 
proceeds to describe the courses offered and explains how to avail oneself of them. 




iniernaj^onal Corr e sp on3enc e 
Schools 

SCR anton. pa. March 28,- 1917 



Mr* E. S. Beavers, 

Bethlehem, Fa* 

Dear Sir: 

When you read the complete information in the booklet 
we are sending you under separate cover, you will see how easily 
you may acquire knowledge of the laws of business, etc., with the 
aid of the I.C.S. 

From the earliest times, men with legal training have 
occupied positions of the. greatest responsibility commercially and 
politically. Those who understand the general laws and principles 
on which modern business is conducted soon rise to the highest and 
best paid positions. Thousands of the most remunerative positions 
in the business world are today held by men who have studied law, 
either with the view of becoming practicing attorneys or qualifying 
for the responsibilities of business life. Such men &re best fitted 
for positions of trust. 

Opportunities for making legal knowledge "tell" are seldom 
wanting and it is the seizure of such opportunities that marks the 
successful man. A hint given by a clerk to his employer, suggesting 
that a contract which he had copied had better be acknowledged before 
a notary, after signature, subsequently saved a big business house 
from ruin and earned for the employe an excellent position. A clerk 
in a banking house dealing in railroad securities made himself 
master of that branch of law, saved his firm thousands of dollars 
in legal fees, prevented much litigation, and soon rose to an impor- 
tant position. Elbert H. Gary, President of the billion-dollar 
steel trust, freely admits that he owes his present high position to 
the fact that in his youth he read law. 

Every business man should possess a knowledge of commercial 
law. Questions of law are involved every time he buys or sells 
anything, every time he writes a will, makes an agreement, signs or 
indorses a promissory note, makes or accepts a draft, pays a bill, 
give 8 or takes a receipt, engages or discharges an employe, orders 

File Number 
1458K-M2527 
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goods, builds, leases or rents a building, or insures his stock, 
factory or store, etc. In fact, law hedges around the business man 
on all 8 ides from the beginning to the end of his career. 

The person who studies one of our Commercial Law Courses 
equips himself with a knowledge of the underlying principles of busi- 
ness; he is not liable to make the costly mistakes that result in law- 
suits and heavy losses; he will qualify himself to make contracts and 
agreements that can be enforced; in fact he will know his rights and 
liabilities generally and understand what he may demand from those 
with whom he is doing business and what they may expect of him. 

Our Commercial Law Course is especially adapted to assist 
those 'who are ambitious to adopt the law as a profession. One of the 
ablest lawyers in Pennsylvania has said of it, in this connection: 
"THE STUDENTS OF YOUR COURSE, IP FAITHFUL IN GRASPING THE PRINCIPLES 
OF LAW YOU SO CLEARLY SET FORTH, WILL HAVE A SPLENDID FOUNDATION FOR - 
FUTURE STUDIES IN ALL THE BRANCHES OF THE LAW"; and a law judge of 
exceptional ability, referring to the texts of the Course, wrote: 
"ONE CANNOT STUDIOUSLY PERUSE THESE TEXTS WITHOUT BECOMING A FAIRLY 
WELL EQUIPPED LAWYER." 

Whether it is your intention to become a practicing lawyer, 
a successful business man, an agent, department manager, or clerk 
in a position of trust and responsibility, a knowledge of Commercial 
Law is recommended as one of the most important essentials. 

Our Complete Commercial Law Course is offered as a whole, 
and for the convenience of those desiring a knowledge of law with par- 
ticular reference to special lines of work, it is divided into 
shorter Courses for Corporation Managers, Secretaries, Real-Estate 
Men, Credit Men, Justices of the Peace, Notaries Public, Insurance 
Men, Town Clerks, Accountants, etc., etc. All these special Courses 

and our method of instruction are described in 

the Circular. 



A LAWYER'S *S0,000 SALARY 

Edward M. Shepard. says the New York 
World, leaves a place with the Rapid Transit 
Commission paying $10,000 a year to become 
one of the Pennsylvania Railroad's counsel at 
a salary reputed to be five time* that amount 
or equal to that of the President of the United 
States. What was formerly a minor branch of 
the profession, that of COMMERCIAL LAW, 
by its development into corporation practice, 
has become the most profitable line of legal 
pursuit, if not the one most conducing to 

With this evolution .b«i cone ■ change of 
manner and method in the lawyer no less 
narked. Rhetoric and oratorical accomplish- 
ments are subordinated to a dispassionate 
statement of the law in the ease and a 
skilful citation of precedent. All warmth is 
left for the criminal lawyer, pathos it rele- 
gated to country court rooms, and wit is 
retained merely for its saving grace. A plea 
is carefully, shorn of its "phrases," and the 

?clied°a 



financially remunerative beyond all other 
forms of practice admits of no doubt. 

PkUaitlphia PMie Itigtr. 



File Number 
1458K-M2527-2 



Prices and terms of payment of all our 
Courses are given on the inside pages of the 
Subscription Blank accompanying the booklet. 

To become a student you have only to 
make out the Subscription Blank and send it to 
the Schools with your remittance, when every- 
thing necessary for beginning your studies will 
at once be forwarded to you, and your instruc- 
tion promptly begun. 

Yours very truly, 

INTERNATIONAL CORRESPONDENCE SCHOOLS, 



tment 
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Simple, direct appeal, — what pleases the customer is worth consideration of the 
storekeeper. To make action easy, postcard is enclosed. 

NCR Service increases trade. 




Thm itor* ihmi pr—id~ th* «afc*Mf -rvic; hm» cmutmmtu clvfa, 
mmd hmndtm IwunHmu •ccurat^y mitt «*fe? tK» hmt frwfa. 




Uok72rtbuu«« 
fairtor«wi a J» wv 



Customers buy at stores that furnish the 
best service. They like to deal where they can buy 
good merchandise at fair prices. 

there they are waited on promptly; 

Where mistakes are not made in 
"Charges," and where they are not 
asked to pay bills twice; 

Where they receive a receipt showing 
the amount Paid or Charged; 

Where they do not have to wait for 
Change, 

Stores equipped with our latest Model Hational 
Cash Registers give this valuable service. Customers 
will trade at the store with the "N. C. R. Service 
sign in the window. 

Let us tell you how you can equip your store 
with one of our New Model National Cash Registers, and 
render more than ordinary service to your customers* 

We enclose a post card for your convenience* 

Yours very truly, 



Sales Agent. 
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Good layout: Short paragraphs, selling points indented and double spaced. 
These devices get attention and make reading easy. 




National ticket-issuing registers. 



Smaing in cm* of Hehttt. 



One of the chief items of expense in 
operating a moving picture theatre, is the cost of 
the preprinted tickets ♦ 

The new National Ticket-Printing Register 
prints and issues tickets at a cost of a few cents 
per thousand. This makes it unnecessary to keep a 
supply of expensive preprinted tickets on hand. 

It issues tickets of TWO COLORS. 

It prints 14 DIFFERENT amounts, 
any two of which may be 
used at one time. 

It prevents tickets from being 
resold* 

This register will tell you instantly the 
number of tickets sold of each amount, together with 
the total amount of cash received. 

It will place you under no obligation to 
have us explain the advantages of this new register. 

Mail the enclosed card TO-DAY. 

Tours very truly, 



8ales Agent. 
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Strong sales letter giving complete appeal. Paragraph 1 hits the reader's chief diffi- 
culty — lack of time; paragraph 2 describes the offer , what it is and what it will 
do. List of noted lecturers convinces; appeal to ambition — u get a good job " — 
persuades. Cost placed last when impression of value is made. Clincher — " do 
it today." 



BLACKSTONE INSTITUTE 



LECTURERS 



UB AfcStfSteWWWfe.M-1 »,cu„.*o -n» SPRAGtr. school or law ^VoX^ZiT&JXJrto*^? tw 

ARTHUR L. SANBORN, LL.B. "" >*fiilM.»a««in»iii» 

gWMK.IMiTCO ■TATMBtSTKICTGOUHT JOHN B. WIN SLOW A B . L L Q 

WILUAM MOYNES,LL.b,K.S.& >^"2\ C«n F ju«Tie«. ancoKlik hiMtat CSiWl 

RUSStLL WHITMAN. A.B..IL-B. 'rf^n HCM»«»,rt»iMi.»UMH Mtit 

■ mrncn ■MsmAHinsii.iLLiatei* (\'+4'\ HON Paul S RCinSCh A b.,Ph U.11.B 

WILLIAM N.6IMMILL.PM-B..Ll~B,LI_0, f ^~jt 4 D«.HD t««l (....JTMTO Cniitt 

j«D»».»«uiiiei«kLeB«iiTorcN.c*»o i.'jnrT' J kcn.v*. t riTTS. 

ceo <sneeN0LiN6eR.MC.se.*? a. *4-Jui^lr »»»i«tant «» »tto««» «t««A». 

ALCXANOIM HAMILTON INCTITUTC »0«.CI« ^^BjR^ •O-SBO TOM* AOOISON BANCROFT A.M.. LL-B 

WILLIAM C. WCRMUTH.M.S.LL.B. U»l«i to»«lu.«H«»M,OMv «*»liu«t« 

Ch>bleVm"»utm T llb <*° 8 S017T1I DE.VRBORN STKEET *o.Nt«"*»or'?l'MS«J»Ao L u 2»i»i.T, 

(TWF •CCHCTARV ' UONN nCRBtRT OUlCM. 

CHICAGO 



"I appreciate that a knowledge of law 
is just what a business man needs - just what will rcake 
him a real executive - but I couldn't possibly devote 
three years' tine to it. I want the la.v applicable to 
business only, and I want tc get it quickly." 

That was the answer we received from several prom- 
inent business men as to why they did net enroll for the three year 
Modern American Lav; Course and Service. You, undoubtedly, also post- 
poned enrolling for the same reason. 

We are now, however, in a position to give you just 
what you want - a one year course on the lav/ of business - covering 
exactly the business man's needs - and at a much reduced fee. 

So-called "commercial la-.7 courses" which, as a rule, 
give one a smattering of a few subjects have proved unsatisfactory to 
progressive business men. They have wanted high grade, authoritative 
instruction in those subjects of law directly applicable to business, 
and with confidence in the high standards of Blackstone Institute, hav3 
turned to us for it. 

In direct response to this demand, wo have prepared 
a One Year Business Law Course based on the came standard Text, Modern 
American Law, as the three year Course. This not only provides the most 
authoritative basis possible for the One Year Course, but Modern American 
Law will be invaluable as a reliable, authoritative, and up-to-date ref- 
erence work. 

The supplementary features of the Course, such as the 
Guides, the Lectures, Problems, and Solutions are of the same high grade 
and standard as the three year Course. Every two weeks, or oftener if 
you desire, you receive cr.e of the Guides which serve to direct you** read- 
ing and give you interesting discussions on the subjects of the Text 
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You receive, through the Special Lectures, the benefit 
of the broad experiences of prominent business and professional men You 
will be particularly interested in the new Lectures we are now having pre- 
pared on M The Federal Reserve System", by Henry Parker Willis, Secretary of 
the Federal Reserve Board; "The Income Tax", by ThomaB Lyon, of the Wiscon- 
sin Tax Commission; "Rural Loans and Credit", by John Herbert Quick, of the 
Federal Farm Loan Bureau, and many others. 

You will receive thorough knowledge of such important* 
present day subjects as "Interstate Commerce" , "Employers' Liability", and 
"Unfair Competition". In addition to that, our Staff will give you special- 
ized instruction in the legal phases of your particular business, for example. 
Banking, Real Estate, Insurance. The enclosed circular tells you of the 
general subjects of law which are the basis of all business. 

Business concerns today demand law trained men, and 
are willing to pay the price necessary to get them. Frank A. Vanderlip, 
head of the largest bank in the western hemisphere, says that in selecting 
a $25,000.00 a year man, he pays particular attention to his education, 
preferring above all others, a man who has a training in law. 

Your greatest opportunity depends upon your knowledge 
of legal principles. The man who has a thorough and Bound training in 
business law is the man who has the opportunity to make himself bigger- 
to grow into a more important position, into a larger income 

In order to place this new and up-to-date Business 
Law Course before as many progressive men as possible,, within the shortest 
space of time, we are making a special reduced offer and you, for one, have 
the opportunity to take advantage of it. This price includes everything, 
namely, the fifteen volumes of Modern American Law and the complete one year 
Course, together with the Personal Service you receive during the period of 
the Course. 

The regular fee is $105.00. Just at this time we 
are allowing a special discount of 20£, making the reduced fee $84.00. To 
further enable you to enroll at once, the enclosed application is made 
out to divide the fee into easy monthly payments of $6.00 each. If, when 
you have completed the Business Course, you should then desire to continue 
with the Three Year Course which will prepare you for the' bar examination, 
you may do so by merely continuing your remittances until you have paid the 
difference between $84.00 and $120.00. 

This is your opportunity to obtain the best and 
easiest to follow Business Law Course based upon the only standard law series. 
Promptly upon receipt of your application with your initial payment of $6.00. 
the Modern American Law Series, together with the first assignment, will be 
forwarded to you, all charges prepaid 

Send in your enrollment today and prove to yourself just 
what the Course will do for you. 



Sincerely vours, 



Secretary 
RGJ/lg 




228 



COMMERCIAL LETTERS 



News of public interest to attract attention. The figure is consistently carried out. 
Because it is timely and different f it gets interest. The layout is unusually read- 
able. 



Kpepdrv 
(Silwrap 



MANUFACTURERS OP 

Waterproof Papers 

Ash land. Mass. 

April 14, 1915 



BurlapapcT 
Innercoat 



is. lee trie Cable Company, 

Los Angeles, Calif. 



Purchasing Agent 



Our Secretary of State for War it in a dilemma. 

True, the enemy is diminishing in numbers, but we won't 
consider the victory complete until YOU also surrender to those 
who are Allied together to obtain better wire-wrapping service. 

Mow that Burlap prices have "Zeppelined" out of sight, 
and are unlikely to return to earth for some time -- 

Wouldn't it be a strategic move toward the fortress of 
economy for you to step out from the trenches of doubt and expose 
yourself to the bullets of truth we are again aiming your way! 

Enclosed are the names of a few prominent Allies, and 
the Grades of COILWRAP they have adopted as the most deadly ammu- 
•nition with which to conquer RUST, CORROSION and TARNISH — the 
recognised foe of all high-grade -wire manufacturers. 

From the field of battle, where the latest stand of the 
Allies has been made — is flashed this message: 

"Enemy annihilated. RUST, CORROSION and TARNISH* 
can't stand up before the withering hail of COIL- 
WRAP. Latter won oecause of its strength — and . 
absolute proof ness against moisture and dirt." 

Samples of six grades of COILWRAP are enclosed. 

Look them over. Compare their cost with what you are 
using. Consider the convenience, economy and protection they'll 
bring you. Then, if one of them will help your General Staff to 
plan a winning fight, Just order a few rolls for trial. 

Tell us how many rolls, what grade, how wide. 

On the enclosed Post Card. To -das 



Very truly yours' 
ANOIER MILLS 
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Using a topic of public interest — cotton situation in the fall of 1914 — to attract atten- 
tion to "Keepdry." The transition is easy and natural. Appeals to public 
interest and to personal interest are both strong. 



MANUFACTURERS OF 

KeepdkV s? • , bvrlapaper 

(SiJwrap 4^^^ Innercoat 

\^A.TERPROOF PAPERS 

Ash land .Mass. 



Rottlyn Packing Company, 
Rosslyn, 7a. 

Gentlemen: 



28 lovember, 1914 
Purchasing Agent 



On entering the main lobby of Hotel Sherman, In 
Chicago, the first sight that strikes your eye Is 

A bale of Cotton. 

One of fifty purchased by the Sherman Company to 
aid the Sunny South, and boost along this worthy movement of 
Rational Business Co-operation. 

In order to buy from the Northern manufacturer, a 
Southern grower must be able to sell his cotton at a fair 
profit. Otherwise — money Is tight, credits poor, and all 
but the Idle rich are bound to suffer. 

But here Is one other way: As a user of Burlap 
Barrel Covers, you lend support to a foreign Industry — 
and pay "war-time" prices for the privilege of doing so. 

In the making of KEEFBRT Sanitary Barrel Covers a great 
deal of cotton Is used. And for covering barrels — Morris, 
Armour, Swift, Hormel, Hammond Stand lsh, and many others — have 
found KEEPDRY Covers superior to Burlap. 

And they cost considerably less. 

By using KEEPDRY Barrel Covers, you'll help the manu- 
facturer of cotton cloth, the planter, and the good cause of 
"Hade in America." And you will cut down expense. 

If KEEPDRY covers will help you do all these things, 
aren't they worth at least one trial? 



Tour answer, please, on the post card. 



Very truly yours, 
AKGIER 11I1LS 



abh/b 
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AkUerto bring inquiries from prospects. A description of the book excites interest 
and an appeal to parental instinct persuades to action. Clinches the whole by. 
the psychological command. 




1\MS l&DOK OF KarOWLRDO^E 

HlB ClHLDRES'V* I^CTTCLOPEIMA 

TaiK Giiouek Society 



MONE ZOO BRYANT 



3fcwlibRK 



Why u the sea never still? 

Where doc* the wind begin? 

Wl»t makes aa echo f 

Why doc* a ball bounce ? 

Wby can't we tee io tbc dark? 

Wbat are eyebrows for? 

Wby are tears talt ' 

Wby docs tbc kettle sing? 

Wbat makes a fog 7 

Wberc do thoughts come from? 

Wby docs a stick float ? 

Wby do we go to sleep? 

Wbat makes a bee bum? 

Docs a plant eat' 

La stone alive? 

Wbat makes a wateb go? 

Could tbc sky fall down? 

Wby cannot animals talk? 

Wbat makes a wbirlpool? 

Wbat i» radium? 

Wbat is mist made of? 

Wby is tbc sky blue? 

Wby do stars twinkle? 

Wbat makes water boil? 

Wby u snow wbitc? 

Wby is sugar sweet? 

Wbat makes a eat purr? 

Wby baa water no taste ? 

Wbat is smoke? 

Wby is yawning catebing? 

Wby does salt melt snow? 

Wbat is air made of? 

Why docs hair turn gray ? 

What keeps the ctare in place? 

Why is foam white? 

What makes usances? 

Hare fishes any feeling? 

Why don't we fall off the earth? 

How do flics walk on the ceiling? 

Why does milk tarn sour? 

What makes us hungry? 

Why do m« dream? 

What it the only liquid metal? 

What plant catches flies to cat? 

How does water make rocks? 

How did men first tell time? 

Why is the tiger striped ? 

Why do nuts keep little «ows? 



Dear Sir: 

The card enclosed with this letter Is valuable. 

If there are children in your family, and you are 
interested in their education, you owe it to then to fill 
out and send this card to us. 

Upon its receipt, we will send to you, absolutely free 
of cost* the 48 page illustrated book of specimen pages from 
THE BOOK OF KNOWLEDGE, pictured on the enclosed card. You 
' assume no obligation by doing so. 

The free booklet contains fascinating pictures showing :- 
The Light That. Explains the Stars; The Space No Man 
Can Measure; The Living Flowers cf the Sea: The Big- 
gest Magnet in the World; The Unseen Ship' With the 
Wonderful Eye; The New Chariots of the Sky; The Wire 
That Runs Under the Sea; Messages That Fly Through 
Space; A Coal Mine with the Lid Off; and others. 

Nearly all parents are deeply interested in the educa- 
tion of their children. It is not alone sufficient to send 
children to school. The child who must get along the best 
he can, depending entirely on what he acquires in a few hours 
in school, is badly handicapped. 

THE BOOK OF KNOWLEDGE is an education in itself. If 
there are children in your home, do not put aside this card. 
For their eood, — sign it and mail it TODAY. 

Yours truly, 

THE GROLIER SOCIETY, 



S-4 



LOOK AT THE BACK OF TOUR TELEPHONE BOOK. 
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Appeals to strong instinct — fear. Predicament — impoverished old age — is 
met by the Income Plan, The P. S. features a big fact. 

The Fidelity Mutual Life Insurance Company 

PHILADELPHIA* PA. 

January 31, 1917. 



Mr. John Opdycke, 

125 W. 76th St., 

New York City. 

Dear Mr. Opdycke: 

As you will see "by the card, we have set aside for 
you one of our useful little memorandum books — gilt-edge,- 
leather-hound and Very attractive. 

We take this means of getting before you our new 
■INCOME FOR LIFE" PLAN. 

Some day you hope to retire from active work. But 
"WHEN? And HOW? Have you a plan? Or is it only a hope? 

Retirement is a comforting thought or it is a 
nightmare, depending upon what we make of our working 
years. Which will it be for you? 

Most men are confident of accumulating a snug sum 
before they grow old. But, strange enough, few men at 
sixty have anything to show for their life's "work. Their 
saving is all done n to-morrow. w 

The FIDELITY "INCOME FOR LIFE" PLAN will assure you 
absolute independence. Through scientific co-operation 
it does for you that which you could not do for yourself. 

You'll find it intensely interesting. JUST FILL 
UP THE ENCLOSED CARD. No obligation. 

Yours for protection, 

THE FIDELITY MUTUAL LIFE 
Back of this INSURANCE COMPANY. 

Income Plan: ' 

Over $31,000,000 of assets. 
37 years of fair dealing. 
The supervision of 41 States. 
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Homely , colloquial opening. Small city business man will feel kindly toward "Bob." 
Hie testimony is proof of the value of the Addressograph. Free trial offer, as 
an inducement, is presented in an appealing way. 

j5d dressp<?fap K 



QOI-OII W.VAN BUREN STREET 

CHICAGO. ILL. 



R. A. Turrel, retailer • coanonly known in Coleman, Michigan* 
ai "Bob" turrel - taai had the usual handicaps to contend with in build* 
ing op his thriving "snail city" business. 

And although he realised the necessity for economy in his ad* 
vert 1 sing work. Bob Turrel put up with slow, Inaccurate hand addressing 
a long tine simply because he thought of the Addressograph as a "luxury". 

Finally Mr. Turrel installed one of our inexpensive Band Ad- 
dresiographs on ten days trial. He kept- it. And later he wrote us — 

"The Addressograph has Increased my trade 2l£. With it I 
address and sail out 'bargain flyers' on short notice - 
and keep regularly in touch with my trade - impossible 
before. Uy experience convinces ne that no business is 
too snail to use an Addressograph - and when it does its 
sales will increase." 

Perhaps you have thought of the Addressograph as a "business 
luxury" - a good thing for publishers and for advertisers with enomous 
smiling lists - but out of the question for addressing snail lists. 

But, in this day and age it is impossible to say "we cannot use 
it" about anything - until it actually has been TRIM). 

Frankly, don't you believe it will pay TOO to give the Addresso- 
graph a trial in your own business - or at least to investigate it very 
care fully t 



BKPage-HVB 




SALES AND FOLLOW-UP LETTERS 233 



A "different" letter inform and content. Its uniqueness challenges attention. The 
strong selling point is "it costs less" The clincher is the brief command — 
"Write me." 

STATEMENT 



inJ T* ^ d^^Qfffap K Co. 

901-911 Wert Van Burcn Street CHICAGO. ILLINOIS 



No - you don't owe ut a penny • at least not 
that I know of. 

To be sure, we sent you our book "Collecting 
Money Automatically" and other literature. But if you 
have carefully read this book and understand the many 
advantages of the Addressograph statement system - we 
will call our acoount square up bo date. 

But — did you notice your name, address , and 
the date at the top of this statement form? They were 
filled in at one impression of the $37,50 Hand Addresso- 
graph - speed 1200 complete addresses per hour. 

The Addressograph will head in your own state- 
ments and forms just as neatly, clearly, and ACCURATELY 
• at 1/lOth what it now costs you. 

Also, the Addressograph provides a convenient 
means of checking up loss of trade - eliminating bad 
risks « and watching "slow pay" customers. 

Slow hand methods in your office will soon 
waste the small price of an Addressograph. Why not let 
it begin working and saving for you! 

Write me. 



Advertising 
WKPage-HVB ADDRESS0GRAP1 

A/fAEE aU rimituncts In NEW TOM *r CHICAGO EXCHANGE!* ADDRESSOGRAPH 
dVM CO., CHICAGO, ILL, AgtnU NOT mukiruud * ctlUct, 
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Strang emotional appeal to ambition. Tone, simple and genuine, accords well 
with the writer's interest in the reader. 



Twepty-tWrd Street 
Youpg J\ei/s Cbristi&i? Association 

21 3 W««t Tw«*ly-tl>IH Stmt, W«w Y©rH 

. IM4 



January 20, 1915* 

Dear Sir: 

Some time ago yon had an Inspiration* AmMtion 
spoke to you and Inspired yon to reaoh out after something 
better • She painted a most attractive picture of you, a 
well educated man, successful in a oho 8 en profession. Ton 
responded far enough to make inquiry about our Preparatory 
School and that is where we learned of your ambition* . 

I am wondering what prevented you from joining 
our classes* It certainly could not have been because of 
cost, when #60.00 in easy payments covers the tuition for 
a four years high school course in our flight School, and 
our modern methods enable you to complete it in two years, 
or even less time in the Day School. Do not allow some 
small obstacle to stand between you and success* 

On January S5th a new term begins in both 4,ay and 
evening classes* If you do not enter at this time, it may 
mean a loss of a year to you in entering a professional 
school or college* If financial matters bother you, come in 
any Monday or Thursday evening and talk it over with me and 
see what we can do about it. 

Very truly yours, 

Educational Director* 
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The four following letters illustrate adaptation of letters to different prospects. Each 
has the "you-attitude." This one meets the difficulties of the lawyer. It shows 
concretely how the L. C. Smith hits his difficulties. Special feature of each letter 
is the Silent Smith postscript. 



t 



i& 



BALL BCAff.NO, LONO W.AM.NO. W.L.Sm«,h. *«...«« 

M.C. Smith. V.Pma.*S«$r 
1I.W. Smith. Trkasumkm 

L.C. SMITHS; BROS, c.^ 
TYPEWRITER CO. -Hi 



vrftSTKAN UNIOri 
A.B.C ♦«•« •TPKOfTIOMS 
LICBCffS. ANO 
MIIVATC COOC 



factory aw.o home office at 

^ aT^|TL^ ..» Syracuse,N.Y. JJ.S.A. . 

Letter for Lawyers 

Riohard Rot, 

Syracuse , H.Y. 
Dear Sirs 

If we had started out to make a typewriter especially 
for attorneys a we couldn't have cade one better adapted to their 
use than our regular model* 

Suppose your stenographer has to sake a correction on the 
second or succeeding sheets of a bound manuscript! unless she 
uses an L. C. Smith ft Bros, typewriter, she has to unbind the 
manuscript i take out the sheets, make the correction and bind 
them again. This can be done on the L. C. Smith ft Bros, type- 
writer by rolling the sheet to be correoted in the front of the 
platen and the correction can be made without unbinding the man- 
uscript. We will be pleased to send you a booklet explaining 
this simple method. 

Another matter of great importance in a lawyer's office 
is manifolding. On account of the fact that the platen of our 
typewriter can be removed in an instant by the operator, a hard 
platen can be Inserted for making a large number of copies, or, 
for a reasonable number of copies, the regular correspondence 
platen will do the work. 

The quick, sharp stroke and ball bearing action, together 
with the advantage of being able to change platens, make it the 
ideal typewriter for manifolding. The paper feed is so constructed 
that it will take a large number of sheets as well as a single sheet* 

Send in the return postcard enclosed herewith and we will 
be pleased to act as your expert advisers and help you solve your 
typewriter problems. 

Very truly yours* 

L* C* SMITH ft BROS. TYPEWRITER CO. 



P. 3. Have you seen our new silent Uodel 8, just out! It is called 
"The Silent Smith" and is more quiet running than you ever dreamed 
a typewriter could be* Let us show it to you. 

ADDRESS ALL COMMUNICATIONS, TO THE COMPANY 
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Sales letter adapted to the difficulties of the insurance man. The subtle compliment 
in the first paragraph gets the reader's attention, and the transition to the type- 
writer sales talk is easy. How the L. C. Smith meets the needs of the insurance 
man, is the gist of the rest of the letter. 




Ball BearinOi Lono Wkamino. 



W. L. Smith, President 
M.C. Smith. V.Prm.*S>cv 
H.W. Smith, Tr*a»u*ik.ii 



L.C.SMITH &BROS. &£& 



TYPEWRITER CO. — ■{^ SSi — 



"CVMAhSMtTH* 

/WCtTEftM UHIOH 
J A.S.C 4W* — — 

FACTORY AND HOME OFFICE AT 

. Syracuse,N.YJLT.S.A. 



Latter for Insurance Companies 

Mr. John Jones, 

Syracuse, N.T. 
Dear Sirt 

It takes a good salesman to sell insurance* Hen ought 

to tumble over each other to get It - and they would, if they could 
look into the future, but they don't. 

It's a great deal the same in selling typewriters. If you 
knew what we know about the L.C. Smith a Bros, typewriter, we wouldn't 
have to send you this letter - you would be writing us instead* 

Just as your men have to tell the public about insurance, 
to we have to talk about our typewriter - and we are pleased to do 
it. We know that it will last longer, do more work and do it easier 
than any other typewriter ever made. In other words, we give more 
for the money than any other typewriter company* 

"It is easy to make this assertion," you may say* Yes, and 
it is easy to prove it. Just think of one thing - our machine it ball 
bearing, like a fine jeweled watch | the others are not. Mail the 
enclosed card today and we will continue the. proof of our assertion* 

Very truly yours, 

L. C. SMITH ft BROS* TYPEWRITER TO. 

P. 8. Our Silent Model 8 is just out and is more quiet running 
than you ever dreamed a typewriter could be. Send for a catalog* 

AOORCM ALLCOHHUNICATtONS TO THE COMPANY 
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Form letter for doctors. Argument, — the L. C. Smith is designed to meet the needs 
of the physician. Just how, is the gist of the sales talk. Note the Silent Smith 
postscript. 



1L 



*m 



Ball BkarinOi Lono Wkarino. 



W. L.Smith, prasiseirr 
M.C. Smith. V.Pbe.. ft Swjt 
H.VY. Smith. Tmmuiu 



L.C.SPIITH&BBOS. .-C^ 
TYPEWRITER CO. — lEW^ 



FACTORY AND HOME OFFICE AT 

Syracuse,XYJLT.S.A. 



Letttr For Physicians 



Dr. L. If. Heffernan, 

Lyman, 11* Y. 
Dear Dootort 

Did you know that we have a special keyboard for 
physicians no that you oan write oa our typewriter the symbols 
peculiar to your profession? t 

It Is no exaggeration to say that we can furnish you 
a typewriter almost made to order for your spscial purposes, 
owing to the fact that the platen on the L. C. 8mith- a Bros, 
typewriter can be removed in an instant. You oan then insert 
your label writing platen, which is so constructed . that you 
oan write a label the size of a postage stamp, if you wish. 

If you keep your case records on a card system, we have 
a specially constructed platen for the writing of cards. 

We would be pleased to show you how our typewriter fits 
into your particular needs, kail the enclosed postcard today. 

Very truly yours* 

L.C. SMITH a BROS. TTPWRITER CO. 



P.S. Have you seen our new Silent Model 8 just out. It iti 
■ore quiet running than you ever dreamed a typewriter could 
be* Send for a catalog. 



ApORCSS AU COMMUNICATIONS TO THE COMPACT 
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A general form letter to all interested in the typewriter. While not adapted to any 
one class of men, it gives those points about the Silent Smith that wiU appeal to 
all users. 




Ball. Bcakinoi Lono Wcahino. M . „ 

W. L. Smith, Pmotdkmt n 
M.C. Smith. V. 
H.W. Smith. Ti 

L.C. SMITH & BROS. g£s> 



TYPEWRITER CO* — :{] 

FACTORY AN. O MOM E OFFICE AT 

. Syracuse,N.Y.,U.S.A. 

A General Form Letter 



John Jonei A Co., 
Syracuse* K« I. 

Gentlemen! 

We expected that our New Model 8 would be received 
with approval by the public, but we hardly hoped, for the 
overwhelming enthusiasm which it has aroused. 

But when you come to think of it, it could not be 
otherwise, because this nev model is so much and does so much. 
Take the one feature of Silence: Model 8 in operation sounds 
more like a clock ticking than it does like the Ordinary type- 
writer. The element of noise has been reduced to a minimum, 
so that the annoyance caused by the clatter of a typewriter 
has been done away with. 

This new model is equipped with everything that the type- 
writer user can desire, including decimal tabulator, variable 
line spacer, back spacer, two color ribbon, removable platen, 
protected type, automatic ribbon reverse, flexible feed and 
typebar guide. Upon special order we furnish a left hand 
carriage return, instead of our regular right hand lever. 

Like all L. C. Smith & Bros, typewriters, Model 8 is 
ball bearing at all frictional points, including typebar 
joints, the carriage and capital shift. This means ease of 
operation and durability* 

We will be pleased to show you this new model and explain 
some of the other advantages r We enclose a post-card herewith, 
upon receipt of which we will communicate with you further. 

Very truly yours, 

L. C. SMITH & BROS. TYPEWRITER CO. 



ADDRESS AH.L COH MUNI CATIONS TO THE COMPANY Manager. 



Hestkrm umori 

* - - «~« 6~ EDITIONS 
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Predicament Series. Difficulties that the storekeeper must meet and that 
the N. C. R. solves for him. 

Predicament No. 1. — Who is responsible when the cash doss not balance? 
Let the N. C. R. help you. 



€€ 



Boys, there 9 s a mistake somewhere." 




A rniitaA* hm» b—n mmtU* Thm emmh it 
ttmrt, S ommhody has km wr i hw. 
\?ho atwdmthm lo**T Th* proprietor . Who 
■•thmmittaJm? Therm U no »my to tmU. 



Does your present "business system tell 
you who is responsible for the mistake when your 
cash does not balance? 

Have you any way of enforcing a correct 
record of all transactions? 

Can you tell at any time of the day the 
amount of goods each clerk has sold? 

One of our latest Model National Cash 
Registers in use in your store will make your 
clerks individually responsible for the transac- 
tions they handle. It will tell you which clerk 
sells the most goods, and who waits on the larg- 
est number of customers. 

By mailing the enclosed card you can 
learn all about this new register, and how our 
•N. C. R. Service" will benefit you. 



ligation. 



This will not place you under any ob- 



Yours very truly. 



UoinSrSEu *• 



Sal 08 Agent. 
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Predicament No. 2. — When the clerk does not record money paid out, who 
loses? Let the N. C. R. help you. 



No record of money paid out 




Thw m^r^hanl and dfcrfc* pay out rmmmy and fvrgwt i 

At a result the merchant i* ashed to pay hills twice and toman Iota of monmy. 



NCR 

Service 



factor* 



What records are made in your store when money 
is paid out by your clerks? 

Does your present system FORCE them to record 
each transaction of this kind? 

Do YOU fail to record money paid out? Are not 
your clerks as liable to make errors as you are? 

A new Model National Cash Register will en- 
force correct records of money paid out as well as of all 
other transactions that are handled in your store. 

We shall be pleased to tell you about 4 our 
"N. C. R. Service" and explain how it will increase your 
trade and benefit your clerks and customers. 

Fill out and mail the enclosed card today. 
j This will place you under no obligation* 

Yours truly, 



Sales Agent* 
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Predicament No. 3. — Who failed to charge the goods sold on credit? Let 
the N. C. R. help you. 



"CKarg* it, m l a am . " 

Tha alarm ia intamptad and fargata to maka 
thm akarga—tha ctutomar gata tha goads, and 
tha ntarahant gata nothing. 
That happana in many ataraaaaary day* 




Failure to Charge goods sold on credit 
is one of the greatest sources of loss in retail 
stores. This loss decreases your profit. 

On busy days, when there are a great 
many customers in the store, it is very easy to 
forget to make a record of Charge transactions. 
YOU stand the loss. 

What assurance have you that a proper 
record of all Credit Sales is made in YOUR store? 

A latest Model National Cash Register will 
give you the same protection on your Charge Sales 
that it gives on your Cash Sales. 

Mail to us the enclosed postal card. We 
shall be glad to explain the best National Cash 
Register for your store, and tell you about our 
■N. C. R. Service." 



NCR 



Yours very truly, 



Sales Agent. 



Look for tki* alga 
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Predicament No. 4. — Do you always get the money for goods sent C. 0. D.t 
Let the N. C. R. help you. 




Protection on deliveries. 



A «mj>bti l$t$ Modal AbtiMMf Cmak B UgUit 
mrintw rhm mmmmmt mnd kbtd •/ trmmammUom, 
±i*rk'i in tii*l.mnd m — — Mw mmmbmrmnihm 

TMt miuu M«« « mttm« nwrf mt thm tmtm 

fflW fkAH*Mln(Ai|MbiiMi(kiKM. 




If you personally impacted every •Pald-Send* 
package leaving your store, would you KNOW that the 
money representing those goods was in the cash drawer? 

Do you KNOW that you receive the money for 
all goods that you send C. 0. D? 

Unless a store system forces a correct record 
of all goods delivered, it does not give proper pro- 
tection on these transactions. 

Our Complete Model National Cash Registers 
will give you protection on goods delivered from 
your- store, whether Paid or C. 0. D. Your delivery 
boy, and your customers become your auditors. The 
proper records must be made before the goods are 
delivered. 

Let us explain how the latest model National 
Cash Register will do this. We will also tell you 
about "N» C. R. Service," and how it benefits mer- 
chants, clerks, and customers. 

Mail the enclosed card NOW. This will place 
you under no obligation. 

Yours very truly. 



Sales Agent* 
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The caption is an attention getter. Letter takes the " you-attitude" and hits a diffi- 
culty of the reader. Proves its case by big fact — 40,000 farmers use DeLaval 
Separators. Clincher — " Write or phone now" 



General Offices 



16S Broadway 



THE LOHGER YOU USE A HALF- WORN- OUT 
CREAM SEPARATOR THE MORE YOU LOSE. 

Is your present separator standing up under the work 
you require of it? Or is it ""balky" and often out of order? 

If you are having trouble with it you are losing or earn, 
and you oannot do hotter than to follow the example of the 
40,000 American and Canadian oow owners who last year dis- 
oarded separators of other makes and bought cream^ saving 
De Laval 8. 

These men bought lower priced machines in the first 
plaoe beoause they expected to save money by doing so, but 
a very few months' trial was enough in many oases to show 
the purchaser his mistake. 

If you will try out a De Laval alongside of your present 
separator, you will.be able to see just how and why it is a 
better machine. The looal De Laval agent will be very glad 
to bring a De Laval out to your farm so that you a an test it 
for yourself* • 

Every day that you put off buying a De Laval means just 
so much more cream gone beyond recall. Write or 'phone the 
De Laval agent today, before you forget it, and tell him you 
want to see and try a De Laval* 

Very truly yours , 

THE DE LAVAL SEPARATOR CO MP AMY. 

The looal De Laval selling agenoy 
will be glad to give you any inform- 
ation you may want about the pur- 
chase or use of a De Laval. 

We are pleased to refer you to 
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Using interest in an old commodity to sell a similar new one. The old Laval you 
found satisfactory } the new one is even better. To arouse curiosity \ the query — 
"How does it differ?" 

General Offices 



165 Broadway 



TEE NEW DE LAVAL IS A BETTER MACHINE. 



The man who makes money in this world is the man who 
is open to new ideas. He is always ready to listen to 
suggestions and to adopt better methods if he can he 
shown that they are profitable. 

You bought a De Laval Separator on the representation 
that it would save money for you* and you know from exper- 
ience that it has more than made good. 

Now that your old De Laval has paid for itself over 
and over again* we offer you the NEW De Laval • with the 
assurance that you will find it a big improvement over 
your present separator* 

See and try the NEW De Laval. Get the local De Laval 
agent to show you the new bowl, the new top bearing, the 
interchangeable discs • and the bell speed -indicator* 

If it is not convenient for you to go to the agent's 
store t he will be glad to bring a De Laval out to your farm 
so that you oan try it out alongeide of your old De Laval » 
and compare the two machines. 

We know you will be interested in seeing the many im- 
provements we have made in the NEW De Laval. 

Very truly yours » 

TEE DE LAVAL SEPARATOR COMPANY. 

The local De Laval selling agency 
will be glad to give you any inform- 
ation you may want about the pur- 
chase or use of a De Laval. 



We are pleased to refer you to 
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Stein-Bloch invites the shopper to compare, discriminate, and then decide, 
because Stein-Bloch clothes can stand the test 



March 15, 1916. 



Men seem to have an inherent antipathy to trying 
on clothes in a store. Women buy clothes 
differently. They shop. And men would do well 
in this particular instance to follow the 
example set "by the women. 

The store that has confidence in the quality of 
its merchandise and in the justness of its 
prices does not regard shopping with disfavor. 
In fact, it welcomes the shopper who compares, 
who- discriminates, and who decides according to 
the merits of the clothes instead of being 
carried away by superficial appearance and low 
price. 

Your fathers - and their fathers before them - 

pinned their faith to Stein-Bloch Smart Clothes 
and were never disappointed. So you may have 
the utmost confidence in the new spring and 
summer Stein-Bloch Smart Clothes that are being 
shown today at the Stein Mercantile Co., of 
Durango . 

That is why we are not afraid to suggest that you 
try on some of these smart new models and com- 
pare them with other clothes as you know them. 

There are no better clothes .made at the same 
prices asked for these, and for your sake as 
well as for theirs, The Stein Mercantile Co. 
would appreciate an opportunity to tell you 
more fully why they know it to be so. 

Your own good judgment will find the answer. 
Come in. 

Very truly yours, 

. The Stein-Bloch Co. 
TFP. 
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Dollars are the most convincing evidence of the technically trained mzn's superiority 
in the business world. The comparison is effective in both thought and layout. 



International Correspondence Schools 

SCRANTON, PA. March 28, 1917. 



Mr. W. S. Broderick, 

Maplewood, Mo. 



Dear Sir: 

When you read the complete information in the General Catalog we 
are sending you under separate cover, you will see how easily you may decide 
upon a line of work to follow, and succeed in the work of your choic3 with the 
aid of the I. C. S. 

The catalog tells of opportunities presented by the various trades and 
professions, and briefly outlines the chances for success therein. 

To the young man, starting out in life, seeking advice in the selec- 
tion of a profession, or the older one dissatisfied with conditions, this catalog 
will prove an invaluable guide. Briefly and clearly it gives the facts he ought to 
know in choosing wisely his future work in life. 

Upon the wisdom of his choice depend largely his future happiness 
and prosperity — all that a successful life means. Do you wonder, then, that 
we have felt a deep sense of responsibility in compiling and presenting the infor- 
mation given? 

We have searched through government statistics, through reports of 
State Educational Commissions and other investigators of the great question of 
specialized education for the purpose of determining accurately the influence 
of specialized training. 

An example of what may be learned from government reports is given 
in the following table, compiled by the Massachusetts Commission on Industrial 
and Technical Education, which gives the average wages per "week of untraineJ 
and technically trained men of different ages: 

File Number 
1461K-M2722 



SALES AND FOLLOW-UP LETTERS 247 



Age 


Untrained 


Technically Trained 


18 


$7.00 


$10.00 


19 


8.50 


11.75 


20 


9.50 


15.00 


21 


9.50 


16.00 


22 


11.50 


20.00 


23 


11.75 


21.00 


24 


12.00 


23.00 


25 


12.75 


31.00 



This Government table shows plainer than anything we ourselves 
could say how the trained man advances until he earns more than twice as much 
as the man without training. It might be continued until at the age of 40 the 
trained man would be found earning three times as much as the untrained. 

The table proves conclusively that the royal road to success is the 
time-honored highway of knowledge. You may have friends; you may have 
ability; you may have influence; but you will find nothing so capable of pushing 
you ahead, nothing that will work so hard for your advancement, as education. 

The foregoing table gives the average earnings of trained men in 
skilled occupations, including I. C. S. students, as against those without techni- 
cal education. The figures given do not represent the larger incomes of students 
of special lines, like Architecture and Structural Engineering, Civil and Mining 
Engineering, Mechanical and Electrical Engineering, etc. Many of these earn 
from $5,000 to $20,000 a year. 

If you are undecided in the selection of a Course of study, we advise 
you to consider drafting. The drafting room is the "Heart of the Works." 
About it all the activities of manufacturing and construction radiate. The drafts- 
man is brought into close, personal relationship with managers of business con- 
cerns, and the drafting room has proved the stepping-stone to high promotion 
in the business world. 

If you are not mechanically inclined, but prefer office and mercantile 
work, you have your choice of several splendid lines, such as Bookkeeping, Stenog- 
raphy, Salesmanship, Advertising, Window Trimming, or Show-Card Writing. 
If you are artistically inclined, you may take up Illustrating and Commercial 
Designing. If your tastes are scientific, you may study Chemistry. There are 
wonderful opportunities in this too-little known field. 

If you like country life, you may take a practical and well-paying 
part in the back-to-the-land movement by studying Scientific Agriculture, Stock 
Raising and Dairying, Fruit Growing and Truck Farming, or Poultry Farming. 

If you want to improve your general education, study the academic 
branches, including Mathematics, Literature, and the Common School Branches. 

File Number 
1461K-M2722-2 
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Then, too, we have Courses in the wonderfully promising field of 
electricity for those interested in that important profession, and instruction in 
Steam and Gas Engineering intended to qualify for most responsible positions 
those with a bent for machinery. Other lines of study worth special mention are 
Automobile Running and Repairing, Textiles, Plumbing and Sanitary Engi- 
neering, Telephone Engineering and Civil Service. 

Studying a Course by correspondence is not a question of having two 
or three hours a day with nothing to do. It is more a question o c using syste- 
matically the odd moments we all have every day. Each lesson is printed sep- 
arately in a small pamphlet to be carried in the pocket and is so arranged that 
in a few minutes you can thoroughly master a paragraph or a page. 

Use your odd moments. Don't wait for odd hows that may never 
come. Use your odd moments and the hours will take care of themselves. You 
will have plenty of leisure later, if you save now your odd moments and invest 
them in getting salary-raising, leisure-bringing knowledge. 

You cannot be forced to educate yourself; neither can one without 
education expect advancement. You must choose whether you prefer to spend 
a few months acquiring useful knowledge, or spend your entire life in inferior 
positions. 

The person who is too busy to study, or who cannot afford instruction, 
is very unfortunate, for he must remain in inferior positions and see others, who 
will take the time and spare the money for education, advance to the better 
paying positions. Delay in starting is almost as dangerous as permanent neglect. 

To become a student you have only to make out the Subscription 
Blank enclosed with the catalog and send it to the Schools with your remittance, 
when everything necessary for beginning your studies will at once be forwarded 
to you, and your instruction promptly begun. 

Yours very truly, 

INTERNATIONAL CORRESPONDENCE SCHOOLS, 

Manager, Information Department. 

File Number 
1461K-M2722-3 
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A letter of demonstration. A test thai the reader can perform mill always get his 
attention and interest It may also convince him of his need of the commodity. 



Keepdrv 
(oilwrap 



MANUFACTURERS OF 

Waterproof Papers 

Ash land. Mass. 



Burlapapcr 
Innercoat 



If there's an arm on your office chair. 

Please make this tost: Take the enclosed strip 
of ANOIER'S C0ILWRAP-- and wind it several times around that 
am. Pull it hard and tight. 

Note what a firm, neat-appearing job it makes. 

Then, consider this: Coils of Wire that are sim- 
ilarly wrapped— cannot rust, corrode or tarnish— no matter 
how or where exposed. 

For COILWRAP— in addition to being tough and dur- 
able—is absolutely proof against water, moisture or dirt. 

These are the reasons why 

American Steel ft Wire, Youngs town Sheet ft Tube, 
National India Rubber, Jcnes ft Laughlin, Halcomb Steel, 
Hazard, and many other widoly-known Wire llanufacturers 

Have substituted COILWRAP for Burlap— at a saving 
of from 15 to 40 per cent in cost. 

COILWRAP comes in rolls of almost any length and 
width desired. Price per hand roll 2- inches wide by 25 
yards long is 4-7/8 cents. Other sizes proportionate. 

Terms: 2% 10 days, 30 days net, f.o.b. Ashland— 
with liberal discounts on large quantities. Let us ship 
you a few rolls for trial. Say hc« jany and how wide. 



On the Post Card. To-day. 

Very truly yours, 
ANGIER HILLS 



ABH/B 



ta^ 
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The inside address, filled in to match exactly the body of the letter, shows what the 
Addressograph cm do. How many different kinds of things it can do is the 
gist of the rest of the letter. 




-911 W.VAN BUREN STREET 

CHICAGO. ILL. 



H. D. Anderson, 
Knight Printing Co., 

Fargo, 
N. 



Har.Slst, 
1917. 



Dak. 



The name, address and date of this letter were 
filled in by means of the Hand Addressograph - which prints 
thru a typewriter ribbon of any color. 

While we do not claim a "perfect match, " you will 
agree that this fill-in is very good indeed. 

You no longer need to slowly and expensively fill 
in your form letters on the typewriter. With the Addresso- 
graph your office boy can do it better - and in l/lO the time. 
The Hand- Addressograph produces "typewritten" addresses - 
because it nrints from exact typewriter style type - thru a 
typewriter "ribbon. 

The Hand Addressograph also does imprinting, of every 
nature - addresses envelopes, circulars', statements, shop forms, 
shipping tags - anything -* at- a speed* o-f- 1500 per hour. 

If you have 60 names or more to address, the Hand 
Addressograph will soon pay for itself in your office. It 
costs so very little • can you afford not to use it? 

Yours very truly, 



WKPage-VM 




ADDRESSOGRAPH 
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Appeal to pocket f — " something for nothing.* 1 Convincing by free trial. Prospect 
may use the machine and test its value for himself. Seeing and handling is 
believing. Clincher— " Mail today." 



901-911 W.VAN BUREN STREET 

CHICAGO. ILL. 



H. D. Anderson, Mar. 3 1st, 

Knight Printing Co., 1917. 

Fargo, 

N. Dale. 

Will you take advantage of the free offer in this letter! 

You have hesitated about adopting the Secretaries' Ad- 
dressograph. Perhaps, like other lodge and association secretaries 
you wish to USB the machine before deciding. So I am making you the 
10 day trial offer again. 



Without placing yourself under the slightest obligation 
Just mail us 50 names from your list of members. We will make up 
sample Addressograph plates and send them to you with the Hand Ad- 
dress ograph for free demonstration AT 00B EXPENSE. 

If you like the Addressograph, keep it. If not, send it 
back to us, freight collect. The 10 day trial will not obligate 
you in any way, nor will it cost you a penny* 

There is no reason why you shouldn't use the Addressograph 
- at least for a few days. Then you can see for yourself how simple' 
and handy it is. 

The Hand Addressograph costs so very little - why do with* 
OUt it! AT LEAST GIVE IT A TRIAL. 

Send no money - just mail me 50 of your names with the en- 
closed card today. 



Advertising winager, 
WKPage-VN ADOMSOORAPH COMPANY/. 
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Convincing by use of concrete facts and testimony. Appeal to the gain-of-ntoney 
motive — "it will cost you nothing." Inducement — free trial offer. 



901-911 W.VAN BUREN STREET 

CHICAGO. ILL. 



A representative list of 500 bankers usinc the "typewriter 
site" Addressograph were asked this question - "How much tine does 
your Addressograph save you - how nuoh labor!" 

4 About 20 hours a month saved on our 3000 list", 
wrote the Cltisens National Bank of Apple ton. Vis. 

"It does its work in l/lOth the tine and with anion 
less labor" • 

American Bank A Trust Co., Vioksburg, Hiss. 

"We now do in 45 minutes WITH IA8I what formerly 
took 8 to 10 hours HARD WORK". 

First National Bank, llarengd, 111. 

Think of the time the Addressograph might save in your own 
bank • in addressing statements, envelopes and all kinds of bank forms I 
Think of its positive ACCURACY, its NEATNESS and CONVBtUNCB for 
addressing your list on short notice. 

Ve are anxious to tell you more about the special Addresso- 
graph which will help you most in your bank, or if you wish we will 
gladly send you a machine for 10 days free trial- at our risk. 



Let us do this - it will cost 



RKPage-HVB 
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Big fact — 100% in 9 months, — the testimony of satisfied user. The layout is 
especially good: indented quotation, capitalized "big fact, 1 indented and 
double-spaced paragraphs. Action made easy by the "enclosed Addresso- 
graphed envelope" 

^^PRINTS FROM TYP^^^^^ 



901-911 W VAN BUREN STREET 

CHICAGO. ILL 



Would you overlook an investment paying 100£ - or even 50% annual divi- 
dends! Then just read the following I 

"You told us the Hand Address ograph vould pay for 
itself in a year • even on a small list. Nine months 
after it arrived it is due to pay a dividend of. $8.25 - 
or 110t on our investment! because the machine is paid 
for in addition. 

It gives absolutely no trouble and we use it in in- 
numerable way 8 - other than plain addressing." 

0. I. Hide, Ugr. of Sales, 
The Ten Bosch Company, 
San Francisco, Cal. 

ONE HUNDRED TIN PER' CENT DIVIDENDS IN NIKE MONTHS I 

In your own office this little Addressograph will soon pay for itself - 
then five you big annual dividends besides. Can you afford not to make use of itt 

You were interested in the Hand Addressograph. We have shown you how 
it saves time and labor in handling lists. We have even offered to send you 
one to aotually TRY - free of cost. But still you haven't installed it - why? 

Attached is a handy Question Blank - please use it to write us. Then we 
can make our suggestions "straight-to-the-oark" - without cost or obligation to you. 

Way I expect your reply by return mail! Just use the Address ographed" 
return envelope enolosed. 

ADDRESSOGRAPH COMPANY. 
WKPage-HB 
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A long letter is as good as a short one, if it is. This one from the Blackstone In- 
stitute is. As a complete sales appeal it makes the adjustment and gets interest 
in the first part. Then it describes the courses offered; quotes from authorities 
to prove value; persuades by visions of increased pay; and induces by special 
offer. 

"To get out of my over-alls." 

In a recent interview, Mr. Frank A. Vanderlip, head of the National 
City Bank of New York — the strongest bank in the Western Hemisphere — 
stated that the greatest step he had ever taken in his career was "to get out of 
my over-alls." He accomplished this result by doing systematic and constructive 
reading outside of business hours. 

At the age of 30 he was "still going to school." Despite early handi- 
caps Mr. Vanderlip refused to allow the "grass to grow under his feet." His 
phenomenal success proves conclusively that school days should never end for 
the man who wants to rise in the commercial or professional world. 

Mr. Vanderlip is only one of many successful business men who 
attribute their success to systematic reading outside of their regular business 
hours. Your inquiry shows that you, too, appreciate the importance of following 
a well-organized course in reading along practical lines. 

Blackstone Institute, through its Modern American Law Course and 
Service, is giving a training which will make you a safer, bigger and broader man. 
We teach you the principles of law that underlie all business transactions, such 
as Contracts, Property, Corporations, Banking, Bankruptcy, Interstate Com- 
merce. You receive instructions on how to draft legal papers both for business 
and court purposes. 

And the Staff backs up this training and information with a Personal 
Service which insures to you the fullest benefit from the Course. 

Attempting to learn the underlying rules of law through bitter 
experience means an enormous cost and a useless waste. That's why far-sighted 
men of today are following our Course. 

Mr. A. L. Abrams, President of the American Photo-Players Sales 
Company, says in a recent letter: 

"After serious consideration, investigation and examination, I 
send my enrolment and first payment for the Modern American Law Course 
and Service. 

"Legal knowledge on the part of the executive today is necessary 
and there is no argument as to the value of such a course. Besides being a 
course of the greatest value from an educational standpoint, it will be refresh- 
ing for business men who desire to spend their free hours in constructive 
thought." 
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The plan of our Course and Service is simple, elastic and workable. 
Immediately upon receipt of your enrollment, the fifteen volumes of Modern 
American Law will be shipped to you, all charges prepaid. In addition, you will 
receive at regular intervals during the period of your Course, Guides, Lectures, 
Problems, Model Solutions, and the unlimited privileges of the Personal Service 
feature. 

• The Course is confined to essentials. It is not burdened with instruc- 
tion that is of little or no value from a practical standpoint, yet it is so thorough 
that it will prepare you to pass the bar examination if it is your desire to take 
up law as a profession. You can easily follow the Course during your leisure time 
at home. 

The Universities of Illinois, Florida, California, Michigan, Minnesota 
and other leading resident law schools recommend our Course to those who 
cannot afford the time or expense to attend a resident school. This recognition 
in itself means that Blackstone Institute offers the best and Only recommended 
substitute for the resident law school. Prominent judges, lawyers and more than 
thirty-eight thousand subscribers commend our method as the only satisfactory 
home-study Course in law. 

The educational bureau of a prominent daily newspaper with a na- 
tional circulation recently answered an inquiry as to the best non-resident course 
as follows. 

"Blackstone Institute is rated higher than the other non-resident 
law schools that you have mentioned in your letter." 

Business concerns of today demand law-trained men and are willing 
to pay the price necessary to get them. Mr. Vanderlip says in a recent article in 
the American Magazine, that in selecting $25,000.00 a year men, he pays particu- 
lar attention to their education, preferring above all others, men who have a 
training in law. 

Your greatest opportunity depends upon your knowledge of law. 
The man who has a thorough and sound knowledge of legal principles is the man 
who controls his job instead of letting the job control him. 

It is not our purpose to make you dissatisfied with your present work, 
but to give you the opportunity to either make your job bigger, or to grow out 
of it into a more important position, into greater opportunities, into a larger 
income. 

Think of the opportunities you will have to use a knowledge of law. 
Weigh the advantages which the Course will bring you in increased ability, keener 
insight, and broader reasoning powers — not to mention increased income and 
earning capacity. Then take the decisive and sure step forward by sending in 
your enrollment. 

Improved business conditions such as the country is now experi- 
encing mean nothing to the untrained man. Anyone can do his work. The 
trained man — the man with a law training — is the one Who will make the 
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money. The man who is properly equipped will find many opportunities for an 
increased salary or a better position. 

Consider for a moment what your enrollment will mean to you. It 
is not just a case of receiving the text, Modern American Law, and the Guides, 
Lectures, Problems and Solutions at regular intervals. What is of far greater 
importance is the Personal and Individual Service you receive throughout the 
entire period of the Course. 

The assistance of our Staff on one particular problem you may be 
confronted with may mean to you, as it has to many of our 38,000 subscribers, 
considerably more than the entire enrollment fee. 

The time limit on the credit memorandum sent you in reply to your 
inquiry entitling you to a saving of $30.00 has of course expired. The $150.00 
fee has however not as yet gone into effect. This gives you another opportunity 
to enrol now and save $30.00 and also obtain the advantage of the minimum terms. 

A. B. Hoover, of Marshalltown, Iowa, one of our enthusiastic sub- 
scribers, in a recent letter says: 

"My one regret now is that I lost fifteen years of my life before 
I could come to the point of decision. If I am called upon to give advice to 
any one as to what he should do I will say, Make up your mind quick and then 
go at it with determination to succeed. It's the only way that one will win. 
This is a day of keen competition and the man with the law-trained mind is 
the one who will in the shortest time be recognized in whatever line of work 
he enters." 

Prompt decision makes the man. 

Sign the enclosed application now and send it to us with your initial 
payment of $6.00, before you allow another day to slip by. 

Yours very truly, 

Secretary. 

RGJ-I1 
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Partial sales letter. Arouses interest by referring to law as a necessary asset of the 
executive of today. Proof of this statement — testimony of Frank A. Vander- 
lip. The letter is a bid for inquiries. Note how the quotation is displayed. 



BLACKSTONE INSTITUTE 



LECTURCRS 



E. A. «ILMOR C. A.BL.U..B. 
ARTHUR L. SAN BORN. LI..B. 



jJp.CRWDUMRtR.M^fo^A. 




WILLIAM MOMMRO T*rT. A«,U..Ou« C L 
KMUmilNIIT UNITIolttTI h 



JOHN B.WINSLOW.A.a LL.D 
n&ZlSSuot* I \<LJf X HON.MUL S. »CINSCH.AB..PM O.LL.S 



C. WMRMUTN.M.B.U 



<*ar7mT"ru™u.b cos soitii dearborn street r..„.WS&«aSlft&i'iS«. 

CHICAGO 



Dear Sir:- 

Frank A. Vanderlip, in picking an executive for a responsible posi- 
tion in the National City Bank of New York, said: 

"I look for qualities in a nan that in their development 
might some day make him presidential timber. A special train- 
ing in law would be in his favor. The trained mind, you see, 
saves much time by grasping facts quickly and correctly." 

A knowledge of law is becoming an absolute necessity in the more im- 
portant positions in business, and especially in the banking field. James 
StiUman, one of the most prominent bankers in the country, predicts that, "in 
the next ten years every executive in a bank and most business executives will 
have to have a law training." 

Undoubtedly you realize the opportunities and advantages that are 
open to the law trained man. Perhaps you have thought of reading up on this 
important subject, but you have not made the start because you have looked up- 
on law as something difficult to master. 

Through our new and up-to-date Modern American Law Course and Ser- 
vice we have made it simple and easy for you to become quickly law trained. In 
this Course the law has been stripped of its mystery and technicality - the 
principles are set forth in plain, simple business language. This is some- 
thing new in legal instruction. 

Our new 168-page book, "The Law Trained Man", has a vital message 
for you. It tells of numerous and interesting cases where success has been 
gained through a knowledge of law. It pays to be open to conviction. Many 
times the reading of a book has meant the fortune of a man - has decided his 
way in life. Why not read this book? It has been especially prepared to help 
live business men and ambitious young men. If you belong in this class, place 
your name and address on the post card enclosed, drop it in the mail today and 
the "Law Trained Man" will be sent you free, without any obligation whatever 

Sincerely yours. 



RGJ/11 



' S e i/r e t a r y. 
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It is not the guarantee, but the one who gives it that is the important thing. The 
clock dealers can rely on the Big Ben guarantee. Letter is short, terse, and 
convincing. 



La Salle, 111. , 
July 20, 1911. 



Dear Sir: 



The value of a "bond does not depend on 
its face value, but on its collateral. 

And the value of a guarantee does not 
depend on what it says, but on who says it. 



The people care nothing for last year's 
Western Clock Co. f s guarantee, but they trust the 
word of Big Ben's makers. 

Not because it says "Good for two years 
from date" but because it's secured by their 
advertising. 

Advertising means responsibility. 
That's why most firms dread it. -- The flaw that 
passes unnoticed in the nameless substitute, gets 
magnified a hundred fold in the advertising 
limelight. 

And the advertiser needs to insist more 
and more on living up to the reputation his adver- 
tising is building for his goods. -- He can't af- 
ford to take chances, -- he's always on parade. 



Every Big Ben you buy is insured to you 
by a guarantee that's stronger than any gilt-edged 
bond — a guarantee that covers not only quality, 
but protection and demand. 
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Excellent layout. Selling points each given a separate line; each line indented; double 
spacing between paragraphs. Last paragraph a novel way of saying , "Order 



now. 



La Salle, 111. , 
August 28, 1909, 



Dear Sir: 



Nickel clocks are a good deal like peas 
in a pod — once you tear off their makers' tags, 
they look just like Three Twins. 

The IRONCLAD is the clock that's dif- 
ferent. It's the clock with the Talking Points. 

It weighs three times as much, 
It rings three times as long, 
It rings three times as loud, 
It's dustproof, it's rustproof, 
It always looks like new. 

Dont push it -- shove it. It retails 
for --- and more. Some guarantee it two years 
and get their — dollars. 

And it costs. hut -- in lots of 24, with 
your name on it. -- Takes a month to deliver and 
clock' season's coming'. 



Yours very truly, . 
Western Clock Company. 
Adv. Mgr. 
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Appeal to gain in money and service — " Costs more but is worth it." The letter 
proceeds to show why, and is convincing. 

General Offices 



165 Broadway 



OVER ASS OVER AGAIN 

TEE BEST HAS PROVED THE CHEAPEST 

More and more farmers are realizing that it does not 
pay to put money into a oheap ore am separator. 

The farmer who thinks only of the immediate cash saving 
offered him by the lower prioe of a oheap separator eoon finds 
that his saving is more apparent than real. His machine* which 
at first may have done quite satisfactory work, begins to "balk n 
and lose cream and has to be repaired, first at one point and 
then at another. The cost of repairs and the value of lost 
cream very soon more than eat up the difference in prioe be- 
tween the machine he bought and the De Laval. 

At the end of two or three years- - sometimes in a few months 
—the oheap or inferior machine is practically worn out, and the 
short-sighted cow- owner either has to buy another or continue 
to use a separator that is wasting a lot of cream. 

A De Laval costs very little more to begin with than an 
inferior separator, and any difference in prioe is soon made 
up by the greater amount of cream it saves. 

Hot only does the De Laval skim closer than any other eepar-* 
at or, but because of its far better construction it lasts several 
fimes as long. 

See and try a De Laval, and let your local De Laval agent 
explain to you why it is by far the o he ape 8 1 separator to buy* 

Very truly yours * 

THE DE LAVAL SEPARATOR COMPANY. 

The local De Laval selling agency 
will be glad to give you any inform- 
ation you may want about the pur- 
chase or use of a De Laval. 

We are pleased to refer you to 
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Concrete cases cited as proof: Creameries use them; 40,000 farmers use them. 
Inference, — what is good enough for them, is good enough for you. 



Men who know Separators 

buy the DE LAVAL 

'T^HE fanner who is wise wants to see claims backed up by 

•■■ proof. The testimony of one disinterested person is worth 

more than all the claims a separator manufacturer can make. 

The best evidence we can offer that the De Laval is in a 
class by itself is the fact that nearly all of the worlds cream- 
eries use De Laval Separators exclusively. 

Creamerymen certainly ought to know which is the best sepa- 
rator, and the fact that practically all of them have chosen the 
De Laval speaks for itself. 

If other proof were wanting, the fact that 40,000 American 
farmers last year discarded separators of other makes and replaced 
them with De Lavals is pretty good evidence of De Laval superiority. 

Have you seen the newest model ? Ask the local De Laval agent 
to show it to you the next time you go to town. Its many im- 
provements are well worth investigating. 

The De Laval Separator Company 

165 BROADWAY, NEW YORK 

OKAINU FKIZL The local De Uval 8elling agency 

HIGHEST POSSIBLE AWARD wi u be gl a <} to give you any inform- 

ation you may want about the pur- 
chase or use of a De Laval. We 
are pleased to refer you to 




PANAMA-PACIFIC EXPOSITION 
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Appeal to ambition and caution. Be a success. Don't wait until too late. 
Clincher, — " Begin today." Inducement, — special offer. 




Inf ernaj^onal Corresp onHenc e 
5ckools . 

scr anton. pa. March 88, 1917 

Mr. G. E. Tlsher, 

Dead-rood, S. D. 

Dear Sir: 

You know the value of special i Bed education, else you would 
not have asked about a Course. But do you realise the loss sustained 
by putting off a matter so essential to your future success? 

In any one of your lost hours you could map out a plan of 
action that would change and benefit your whole life. In a year you 
can get an education. In one year from today, using only your spare 
time, you may have a good working knowledge of some profession. 

Systematise your time. Got up each morning knowing just what 
you are going to do with each hour of the day- -and do it. Plan ahead 
for six months or a year what you are going to accomplish in the de- 
velopment of your mind, in the improvement of your intellectual self. 

You have not every hour the opportunity to make fame or for- 
tune, but every hour you do have the opportunity to improve your mind. 
Remember, whatever your work, that not far from you is some one of your 
own age whom you will look up to in future years as a great success. 
What that other is doing now in preparing for success you could do if 
you would. Every hour that finds you adding to your knowledge is an 
hour that adds to your power and chances in the future. And every hour 
thrown away is a chance gone forever. 

You have wasted enough hours in the past to fit you for high- 
salaried work. Don't worry about time that has already been wasted. 
But don't repeat your mistake. Other hours and years are ahead of you. 
Your future lies in them. But you can wrest fortune from the future 
only by preparing NOW. While you are hesitating- -undecided- -the finger 
of time moves steadily on, wiping out your opportunities as the wet 
sponge of the child wipes the figures from a slate. 

The time to begin your preparation for something better is 
NOW, not next week, next month, or next year. The chief difference be- 
tween success and failure is that the successful man does today what 
the failure intends to do tomorrow. Number yourself among the men of 
today. Insure your future success by enrolling now while your Sub- 
scription can still be accepted under the off er. recently made. you. 
Yours very truly, 

INTERNATIONAL CORRESPONDENCE ^HOOLS , 

1299K-M3168 
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Convenience appeal — "let us make things easy for you." Women respond 
naturally to such an offer. Specific instances cited are convincing. 

Dear Madam: - 

It has come to our notice that you are 
to "be one of the representative women attending 
the Convention of the Federated Women 1 s Club, to 
"be held in New York this summer. 

On the strength of this information, we 
are taking the liberty of writing to you to see 
if our organization cannot he of service to you in 
helping out in the little arrangements necessary 
for the trip. 

You may perhaps have a trunk you wish 
to send and don't wish to undergo the "bother of 
having it sent to the depot and checked. A tele- 
phone to us will relieve you of this care. 

You may perhaps wish to have money sent 
to you while in the city. We shall "be glad to 
make identification easy for you in cashing 
AMERICAN EXPRESS MONEY ORDERS. 

You may perhaps feel timid about carry- 
ing your necessary travel funds about your person. 
Currency, as you know, is always a dangerous com- 
panion. You can eliminate this worry by changing 
your money into AMERICAN EXPRESS TRAVELERS 
CHEQUES before "leaving home. These cheques are 
issued in denominations of ten and twenty dollars 
and up, and should they be lost or stolen, you can 
secure a refund of the money amounting to the 
unused cheques. All the railroads, hotels, and 
better stores receive these cheques as cash. If. 
you have used them in Europe, you will understand 
how convenient and safe it is to carry your money 
this way. 

Should you also wish any information 
about hotels <?r travel arrangements, you can 
secure the same without charge by inquiring at 
any of our Travel Department offices. 

Please feel free to ask us about any. of 
these services, with assurances that your inquiry 
will be courteously treated. 

Yours very truly, 
MANAGER. 
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Follow-up Letters 

The single sales letter, no matter how well developed or how 
expertly phrased it may be, is in the majority of sales efforts rarely 
sufficient to produce sales. Usually it needs to be followed up by 
one or more selling letters. A series of sales letters, the content of 
which is sequentially and cumulatively developed, is called a follow-up 
campaign. The term follow-up is applied in a general sense to any 
series of letters written in a sustained and systematic effort to accom- 
plish a certain end, — for instance, to collect a bill, to prevail upon 
a man to give you a position, to persuade a friend to visit you on a 
special occasion. But as here used, and as commonly used, the term 
follow-up refers to a letter series written and sent off for the purpose 
of making sales. 

The whole series of letters in a sales follow-up campaign should 
be planned, needless to say, at one time; the end must be seen from 
the beginning, as must also all the intermediate steps of the cam- 
paign. Each letter must be a conscious part of the whole series, at 
the same time that it is an adequate sales unit of correspondence 
in itself. Each letter must accent the sale, of course, but it must 
likewise indicate the follow-up element to come in the next letter. 

There are two general methods of working out a sales follow-up 
campaign. One makes it a point to call attention to some new 
feature of the commodity in successive letters, or it accents some 
new need that the commodity will meet in the business of the pros- 
pect. Whichever it may be, the letter construction in each indi- 
vidual part of the correspondence follows the six steps above 
explained, all the stress being placed upon the new feature or upon 
special connection with the prospect's needs. The other method 
makes it a point to develop each of the foregoing steps into a full 
letter; thus, the element of attention is expanded to full letter size 
and may have much the same purpose as the tickler in an advertis- 
ing campaign. It arrests attention and stimulates curiosity. The 
interest letter follows quickly, expanded as in the other case to full 
letter size. This scheme is followed in a general way until all of the 
six steps have been elaborated. 

There are, however, certain modifications that must be made 
in whichever of the two methods you employ in your follow-up cam- 
paign. The first letter should, as a rule, be fairly comprehensive. 
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It is essential that the prospect have some idea of what you are 
driving at when he receives the first letter of the series, in order that 
his attention and his interest be not only attracted but secured. The 
tickler quality alone is not sufficient to do this. We pay very small 
attention to signs that we cannot understand. The good sign must 
not only get itself seen, but it must also give the reader at least an 
inkling of what it is about. In the first letter, therefore, catch the 
attention, stimulate the curiosity, compel the interest perhaps, but 
do not fail at the same time to let the prospect know what it is all 
about. Otherwise he will probably " waste-basket' ' the very first 
letter of the series. 

In marketing a new commodity it is especially important that 
your sales series be developed gradually, by carefully graded steps. 
Your first problem in such a case is to educate your prospect up to 
a new need, to create in him a new desire. It is, therefore, necessary 
to "feel your way" with much deliberation, for the average mind 
reasons thus, " We always have got on without it and we always 
can do so." In marketing an old commodity the follow-up letters may 
consist of repetition merely. They are sent out usually to keep the 
commodity before the public, to let former customers know that 
they are remembered, and to offer perhaps the advantages of new 
house policies or of improvements on old lines of goods. Such letters 
-may take the form of monthly notes or bulletins. They are letters 
of emphasis. Their purpose is very much the same in the field of 
selling as is the slogan 

royal baking powder — ABSOLUTELY PURE 

in the field of advertising. 

Tho all the letters in a follow-up campaign are usually prepared 
at one time and sent out sequentially, it frequently happens that 
the sequence has to be broken in certain places as the result of 
inquiries from prospects. These inquiries may require information 
that is not contained in any of the letters of the series as originally 
planned; hence, new letters of a personal nature have to be inter- 
woven into the series. These are called split or division letters. They 
answer fully the questions asked and invite further ones. What is 
more important, they furnish opportunity for the salesman to get 
into closer touch with the prospect than the series itself permits. 
But they are additional letters, it must be remembered, and are 
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not to be allowed to interfere with sending out all of the letters of 
the series even to the inquiring prospects, unless, of course, sale is 
effected as the result of answering the questions. It is a decidedly 
good sign for salesmen to be obliged to send out division letters. It 
shows that interest has been aroused. Moreover, such letters estab- 
lish candid and intimate relations between salesman and prospect. 
Sales letters cannot always be personal, however desirable it may 
be to have them so. Sent out as they not infrequently are to thou- 
sands of prospects, they very naturally have to be formal to a degree.- 
(See Form Letters, Chapter 10.) 

In case no replies are received at any stage of the follow-up cam- 
paign, the prospect's name may be removed from the list. It is 
better, however, not to remove a single name from a list until you 
have tried new and novel follow-up tactics with the "immovables." 
It may be that new devices in a sales letter series will occasion 
queries and even bring sales from those who have been indifferent 
to a variety of former appeals. "What warms one may leave another 
cold." No one should be dropped from your lists until every possi- 
ble play for interest and persuasion has been exhausted. In case 
certain of your prospects buy before the whole series is sent out, it 
is obviously unnecessary to continue the series with them. Instead 
of completing the series with them, you will do well to forward a 
courteous letter of acknowledgment and perhaps suggest inciden- 
tally and with good taste that they may be interested in another 
commodity that your house sells* This may develop a completely 
new follow-up series and a completely new class of prospects. 

There are two special types of follow-up letters that require 
brief mention: one is the boost letter, sometimes called the ginger-up 
letter; the other is the co-operative sales letter, sometimes called the 
dealer-help letter. 

The first is used by a sales manager in order to keep his road 
salesmen stimulated and enthusiastic. A man who has graduated 
from the office to the road has been lost to the continued personal 
contact with his manager that was a source of inspiration to him 
when he worked "at home." The boost letter takes the place of 
that personal contact. It inspires continued pride in the house 
by enclosing house news, by giving statistics of sales, by reporting 
new undertakings, by good house stories and jokes, and so forth. 
It is in short the house organ reduced to letter form and imbued 
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with heart-to-heart atmosphere. By means of such communica- 
tions the manager may still "keep his hands" on his men, as it were, 
and prevent their losing any house interest because they happen to 
be working for it in remote places. He invites from them informa- 
tion and comment. He makes them feel that they are always in his 
confidence. He is able to make use of the information he gathers 
from them for the benefit of the house in which all are concerned. 

The co-operative letter is a letter sent out by a manufacturer or 
a wholesaler with the view to helping the dealer. It may be a form 
merely for the dealer's use, having printed on it the names and 
addresses of both the dealer and the manufacturer or wholesaler. 
On the other hand the manufacturer may answer letters of inquiry, 
referring the prospect to his local dealer. The dealer will in turn 
be informed of the prospect, will receive his letter from the manu- 
facturer, and will be given suggestions to be followed in selling him. 
In still other cases, both the manufacturer and the dealer may work 
together upon the prospect by means of well-planned, complemen- 
tary letters, the manufacturer furnishing all or much of the sales 
paraphernalia for the dealer's use. Dealers are frequently aided by 
manufacturers and wholesalers in the matter of advertising, as may 
be evidenced by the samples, calendars, diaries, and other novelties 
they distribute to customers at regular special seasons of the year. 
The co-operative letter is the same sort of co-operation between the 
two in sales procedure. It has the advantage of urging the pros- 
pect with double force and thus doubles, probably quadruples, the 
likelihood of sale. 

The effectiveness of your sales follow-up campaign should be 
tested, in order that you may be guided by results, in future cam- 
paigns. There are various methods of testing, none of which can be 
absolute of course, but all of which are valuable. The return post- 
card is one device in common use. Keying letters with a department 
number or letter, and requesting that answers be sent to a specific 
department or station is another good method for testing. This may 
likewise serve as a valuable means for comparing different classes 
of prospects. Some word, phrase, or picture that stimulates curios- 
ity to the extent of interrogation has proved a serviceable method 
of tallying up returns. Requesting an answer to some question of 
opinion has also brought good results. Asking customers to write you 
frankly and honestly on an enclosed stamped card just what points 
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in your letters most impressed them may prove an excellent scheme 
for the measurement of your sales follow-up efficiency. These tests, 
and many others like them, may be made the most valuable aids 
you can have for framing future sales letter policy. There will 
always be some of course who cannot be "bothered" and who will 
consequently not reply. But if your test request is discreetly made, 
a large number of replies will be received and you may safely use 
them for guidance in further campaigning. 

There is a precaution or two to be kept in mind in connection 
with making tests of your sales follow-up letters. They must have 
respect to season and locality. You would not expect, for instance, 
to get results even approaching accuracy if you tested sales letters 
on grand pianos, in a mining community. You would not expect 
to get fair results if you ran a test late in the fall on a series of letters 
constructed to sell summer dresses. Moreover, your test letters 
should be planned to reach the offices of business men about the 
middle of the week when they are steeped in business and are giving 
all correspondence regulated attention. If your letter reaches the 
busy man on Saturday, a short, rush day, he may not find time to 
give it attention. If it reaches him on Monday, his heavy Monday 
morning mail may prevent his paying much attention to gratuitous 
correspondence in the midst of much more important mail matter. 
On the theory that it is only the busy man who has time to do things, 
send your test requests so that they will be received by the busy 
man at that time when his business is running under its best S3 r stem. 
This time is likely to be from Tuesday to Friday, inclusive, of each 
week, barring holidays of course. 

In Conclusion 

In few cases should a sales letter be long. Except in rare in- 
stances it should not be longer than a single page of commercial 
stationery. 

In no case should a single sales letter or the letters of a follow-up 
series become too highly refined in phraseology. Sheer cleverness 
and subtlety in letters, as in individual conversation, are usually 
valueless in business dealings. 

A good story is always an indirect, sometimes a very direct, 
inducement toward creating a purchasing frame of mind in a pros- . 
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pect. But never attempt a story unless it is in some way, however 
slight, related to the sales situation, and never make use of a long 
one. 

Remember that, tho your letters may have to be sent out by the 
thousands and may thus lose almost entirely that personal quality 
that is so essential to the good letter, they nevertheless do not have 
to become advertising merely. Advertising usually ends where 
selling begins. An advertisement may lead you to the counter but 
it does not necessarily, make you buy. Salesmanship does that. 
The first points in a sales letter or the first letters in a sales follow-up 
campaign may partake more of the nature of advertising than of 
selling, but the proper balance between the two must be closely 
regarded. If your letters appear to the prospect like advertising 
circulars, he will not read them. 

Finally, let your letters be new; that is, fresh, original, stimu- 
lating, up-to-date, even sparkling, but restrained. 

Let your letters be true; that is, honest, frank, candid, straight- 
forward, man-to-man. 

Let your letters talk you; that is, let them eliminate the "I" 
and the "we"; let them pulsate with the prospect himself and with 
his interests. "You" plays up the points of view and the advantages 
of buying; "I" and "we" play up the points of view of selling. 



Examine closely the following models. They are contributed to 
this book by the business houses whose names they bear and they 
are among the best letters of their kind ever written. Apply to them 
as far as you possibly can what- has been said above: 
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Dealer-help letter to build trade in general and to sell Wooltex in particular. The 
appeal here is in the nature of a special inducement — an opportunity to select 
garments before they are put on general sale. What woman could resist such 
an offer? 



To out-of-town women. 
Dear Madam: 

Would you like to make the distance from your residence 
to the shopping center of Sacramento a real benefit? 

Would you like to feel that when you come down town (or 
to town) to pick up some of the special values at a "Special Sale" 
your trip is going to be worth while? 

This letter will tell you how Ossry & Company propose to 
make every one of your shopping trips pay. 

As a new store, our two main objects are to prove to you 
that every customer of this store receives only reliable informa- 
tion, courteously given; that every piece of merchandise in this 
store is the best possible for the price. 

Our advertising brings this store right to your door. 
It must be as reliable as the store itself. This rule will never 
be deviated from. 

We want to keep you in close touch with this store. In 
addition to the newspaper advertising, we shall be glad to tell you 
by letter whenever we have special values to offer. 

These special letters will be sent only to those who ex- 
press a desire to receive them. 

A postal card is enclosed on which you can indicate that 
you wish to receive these special store letters. Send this postal 
card to us and your name will be put on our mailing list. Whenever 
a special sale or any other special event is to take place here, you 
will be notified in advance of the newspaper announcements. Often 
you will have the opportunity to take advantage of special prices 
several days in advance of the opening of a special sale. 

For example: ON next we will advertise an 

Ossry & Company Special Sale of at 8 



But if you' come to town on or_ 



next, you may have your choice before the general public knows of 
this event. 

Your name and address on the postal card will bring you 
news of many special sale events that are really worth while. 
Please send us the card today. 

Very truly yours, 

Ossry & Company 

The Store That Sells Wooltex 
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Dealer-help copy. Manufacturer advertising profits to be reaped by the dealer. The 
railroad terms used give the coUoquial, human touch that we associate with 
employees of the road. Suggests possible sales talk to the dealer. 

Sept. 29, 1911. 

Dear Sir: 

The Santa Fe men who report to you each 
week for watch inspection are men who know the 
time keeping in an alarm clock. 

Sixty- five thousand of these men are 
going to read Big Ben's advertisement in the 
Santa Fe Employes 1 Magazine, proof enclosed. 
They will want to see him, want to own him. Make 
your store division headquarters for Big Ben. 
His "broad gauge guarantee of satisfaction and 
price maintenance give you a clear track on the 
profit right of way. 

Show a railroader Big Ben's splendid • 
construction, have him operate the alarm throttle, 
tell him that Big Ben will run his home on sched- 
ule time, and as a call hoy, will not fail to get 
him out on time for his run. Tell him to "bring 
Big Ben to your roundhouse once in two years for 
oiling and overhauling. 

Investment in Big Ben stock pays hand- 
some dividends and there is no danger of price 
fluctuation. There f .s a — profit on every Big 
Ben you sell. 

Big Ben traffic will he heavy this Pall 
and if you want your share of the business you 
should place your order now. In lots of 12 and 
24 Big Ben gets free transportation to you. 
Advertising matter is included with an order for 
one dozen or more. • 

Yours very truly, 
Western Clock Co. 

Adv. Mgr. 
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Dealer-help Utter. A concise statement of Big Ben arguments. Quality, demand, 
and profit, — all the dealer wants to know. 



August 3, 1911. 

Dear Sir: 

There are just three reasons for Big 
Ben's overwhelming success -- himself, his 
advertising, his policy. 

When, you buy Big Ben you are "buying the 
most carefully adjusted alarm it's possible to 
make -- you are buying a demand that insures you 
immediate and generous returns -- you are "buying 
an ironclad price protection that guarantees the 
retail jeweler the most liberal clock profit he's 
ever been offered. 

Quality, demand, profit — there is no 
article in any line of goods that combines these 
elements of success to a greater degree and there 
is none that deserves it more. 

Yours truly, 
Western Clock Co., 
Adv. Mgr. 
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First in a series of follow-up letters. Note the short introductory sentence , the use 
of monosyllabic words, the three indented sales clauses in parallel construction. 



Dear Sir: 

Just once a year! 

No matter how you do your hauling, is once a year 
too often to ask yourself how you can do it "better? 

-- how you can smooth out the kinks that make 
trouble "between you and your customers-*- 

-- how you can cover more territory in a way 
that wins enthusiastic trade and steadies 
dangerous fluctuations to which a neighbor- 
hood "business is exposed '-- 

— how you can cut the cost per package, per 
stop, per ton-mile, and net a bigger 
profit? 

In our files here in Chicago, we have delivery cost 
figures and experience records of many merchants 
and other distributors who face trucking conditions 
similar to yours. 

They, too, have to make many stops and cover wide 
areas on accurate schedules—with reserve capacity 
for the heaviest of holiday or other rush-season 
business. It might be worth your while to check up 
with their costs — and the delivery and handling 
methods which have developed. 

If these records did not show that Packard light- 
dut;y trucks and their bigger brothers are sure 
profit-makers, would it be any use for us to offer 
you the enclosed card and invite you to scrutinize 
all the truck information in our possession? 

Would it? 

Once a year -- now — let us help you audit your 
hauling. 

Yours very truly, 

PACKARD MOTOR CAR COMPANY 

List I — first letter 

Enclose return card 

and "Coolies" adv. reduced. 
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Layout attractive — caption an attenHon-ffeUer — diction, simple and colloquial — 
salutation and complimentary close, novel. 

nWTKft OH TBI MULtlGSATM 

THE AMERICAN MULTIGRAPH SALES COMPANY 

Executive ^Geiieral^ 

Cleveland.OWU.&A. 

MR. MAN AND MR. MANAGER 



Sir Reader: 

Mr. Man lives in our town. He has lived there 
quite a while. He directs a business that is 
marking time, "but he does not know it. That's 
why he is Mr*- Man, perhaps. 

Mr. Manager also lives in our town. He has lived 
there quite a while as well. He manages a "busi- 
ness that is growing fast. Perhaps that's "be- 
cause he's Mr. Manager. 

Mr. Man and Mr. Manager one a failure, the othei 

a success. What is the difference "between them? 

This." letter-folder tells -- but not here, except 
in pictures. For the text of this little preach- 
ment turn to the inside pages and read on. 

The story of these two men paralleled in real 

life, mind you — will appeal to you as- Mr. 
Manager. 

Pleasantly, 

Gen. Sales Mgr. 

LWJ/728 
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Story i 'own isr interesting. Pers(m^aj)pluxitidri,sitgge4iiie. , 4 . 



FBUrriD ON TBI MULTIC1AFM 



THE AMERICAN MUITIGRAPH SALES COMPANY 

Executive ^General Qfliderf E.4p 3 St&EdkyAve. 
Cleveland, Oliio, U.S. A* 

WHY MR. MAN IS MR. MAN . 

His salesmen plod, listlessly from the Can 1 t-jS.ee- .. 
Yous to the Nb thing-i) oings . . : They :liYe r .oh/cJxumbs^ 
He advertises now and then, hut if you should ask 
him about his follow-up. he; would, not understand* .-, : • 
To him a postage sta&pl presents, no opportunities-. 
His stock clerk brushes cobwebs Trorn the shelves. 
Printed matter,, long since^Qbsol§'tei"'lles ; ;in v yel-: 
lowed wrappers. 

But he is not the only Mr. Man. And these are not 
the only things that' contribute to his failures. ■: 
You know his counterpart — for he is part and par- 
cel of every business community. And the Mr. Man 
you know will be the last to acknowledge his de- 
ficiencies, if you ask him. 

AMERICAN MULTIGRAPH SALES CO, 
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Not so much what is said as what is implied: "His stock clerk never saw a 
spider" Language simple and "homey." 

nWTSft «■ T« MULTlOtAFM 

THE AMERICAN MULTIGRAPH SALES COMPANY 

Executive ^Geiteral Ofecerf E.4o 3 St&Kefl^Ave. 
Clevelan A, Oliio.U. & A. 

WHY MR. MANAGER IS MR. MANAGER 



His salesmen are keen and "bright. He paves the 
way for them with multigraphed letters and printed 
folders and they're on the jump from the Expect- 
ing-Yous to the Glad-You've-Comes. 

He advertises persistently, and his follow-up is 
what it's named. To him a postage stamp is a 
golden opportunity. His mailing lists are busy 
every minute. 

His stock clerk never saw a spider. With their 
Multigraph they need only print the actual quanti- 
ties they need. So dead forms are unknown and age 
cannot creep upon their printed matter. 



But he is not the only Mr. Manager. And these are 
not the only things he accomplishes with his 
right-hand aid, the Multigraph. 

You know his counterpart — if you know a Multigraph 
user most anywhere. And the Mr. Manager you know 
will gladly tell you of his Multigraph accom- 
plishments, if you'll ask him; or we'll tell you 
of those many others, if you'll ask us. 

And either way, as a Mr. Manager, you'll see the 
possibilities. 

AMERICAN MULTIGRAPH SALES CO. 
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Good because 90 specific. The "ttvo bits story" carries the reader along into the 

next letter. 



THE AMERICAN MULTIGRAPH SALES COMPANY 

Executive ^General (Meet E.4o ~ St&Kefl^Ave. 
Cleveland, Oliio, U.S. A. 

THE TWO BITS OUT OP THE DOLLAR 

Two bits — twenty-five cents! The cost of a tip — 
the price of a shine and a shave--an insignifi- 
cant sum! Is it? Wait a minute. 

Suppose you multiply that two bits by the dollars 
you spend for printing each year. Now how much 
have you? 

.Say a thousand, times two bits -- two hundred and 
fifty dollars. Not an insignificant sum now, is 
it? 

Let's see what interest you get on your money. 
Six per cent, is a good business average, isn't 
it? 

Very well, then your two hundred and fifty dollars 
represents six per cent, interest on four thousand' 
one hundred and sixty-seven dollars. 

But that two hundred and fifty is fifty per cent, 
interest on five hundred dollars, and one hundred 
per cent, interest on one hundred and fifty 
dollars. 

Now are you interested in the two bits? Then turn 
to the inside of this letter- folder and read. 

Sincerely, 

General Sales Manager. 
LWJ-72 
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Sound reason-why copy. What Multigraph service cost* and what it will do. 
Strong clincher — " Then mail it." 



THE AMERICAN MULTIGRAPH SALES COMPANY 

Executive ^General Office* E.4o 3 St&lMkyAve. 
Cleveland.OliioJJ.&A. 



- MULT I GRAPH 'SERVICE' 

For an investment of from- two hundred and fifty 
dollars to five hundred dollars in Multigraph 
equipment - whether Senior or Junior will depend 
upon your needs - you can save two bits out of 
every dollar. 

And that is conservative, for thousands of Multi- 
graph users save not only that but more - even as 
much as six bits, seventy-five cents. 

It sounds too good to be true but - it isn't. 
Whether you elect to print office and stationery 
forms, shop or house blanks, sales or advertising 
literature - the saving will be apparent from the 
first job you run. 

More than thirty thousand Multigraphs in the " 
United States, Canada, and all parts of the world 
are daily demonstrating their efficiency by saving 
two bits out of the dollar. 

Other factors enter in, too, besides the saving. 

There is the factor of convenience. With the 
Multigraph available at your beck and call you are 
not subject to the same delays and inconveniences 
as when you send your work outside. Your sales or 
advertising ideas - your system plans - your execu- 
tive policies - can be put into effect, almost im- 
mediately. 

There is the factor of privacy. This is mighty 
important in some businesses - businesses where a 
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slight leak would "be disastrous. With the Multi- 
. graph your printed matter does not leave your own 
establishment, from conception to execution, until 
you want to release it. And at all times it is 
under the eyes of your own employees only. 

There is the factor of timeliness. Ofttimes it is 
highly important that you catch a certain mail; or 
put a new system form into operation; get sales 
advertising literature into a competitive terri- 
tory, and the like. The Multigraph permits of 
that dispatch which is highly essential on such 
occasions. 

There is the factor of increasing business. Sav- 
ing two bits out of the dollar on -your printing is 
only one way the Multigraph will make money for 
you. Another is its usefulness in increasing your 
"business. With advertising or sales matter 
printed on the Multigraph you can develop new 
territories, pave the way for your salesmen, back 
up National or Trade advertising, beat competition 
to opportunity, reach localities that salesmen 
cannot travel, and accomplish a dozen other things 
in salesmanship and advertising that will increase 
your business. 

Is it any wonder, then, that the Multigraph has 
"become the most-thought-of office appliance in use 
today? That the chorus of its endorsement by its 
users is summarized in: ' f We could not do- "busi- 
ness without it 11 ? 

The proof of all the things we have said - all the 
claims we have made - is easy to get and impos- 
sible to dodge. The enclosed post-card will start 
you on the road to the facts and the saving. 

Are you interested now in the significance of the 
two "bits? 



Then mail it. 



AMERICAN MULTIGRAPH SALES COMPANY 
Sales Manager 
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Series of five letters with no special time limit, featuring the 7 -passenger car. Chief 
appeal — buy now while there are cars to be had. First letter meets possible 
objections: 

1. Seven passengers always crowd a car; 

2. If it is large it must be heavy; 

3. Freight conditions will probably affect delivery. 
After these are answered, there is specific soles talk. 



March 1, 1917. 

Dear Sir: 

We would like to show you the big Seven-Passenger Chalmers. It 
is not a car that will hold seven passengers by crowding. It seats them com- 
fortably, with plenty of room to stretch at complete ease. 

Here's a car that we do not hesitate to place alongside any big car 
without blushing at the comparison. We know it has everything that the most 
particular owner, accustomed to the best, can ask. 

In looks, it is aristocratic. It is luxurious. It is built for the use of 
people who know what a fine big car should be. It is equipped with the powerful 
six-cylinder motor which has, by its velvety smoothness, won its way into the 
hearts of more than 20,000 satisfied owners during the past summer. For all its 
bigness and its 122-inch wheel-base, this Chalmers 7-passenger is surprisingly 
light in weight. 

The price of the Chalmers 7-passenger is $1350 f.o.b. Detroit. Many 
small 5-passenger cars cost that amount of money today. At this price, market 
conditions and the cost of raw materials considered, this Chalmers is under- 
valued. It is beyond doubt the best value in quality car being offered in the 
United States at this time. 

We shall be glad to show and demonstrate this car to you. Fortu- 
nately, we are able to promise prompt delivery, despite freight embargoes and 
other difficulties which are besetting the motor car trade. 

Come in and see us about this at your first hour of leisure. 

Very truly yours, 

(Dealer's signature.) 
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Caution appeal: Later , small supply and large demand; now, prompt delivery. 
Don't by delay lose your opportunity to buy — be on ike safe side. 

2. 

March 15, 1917. 



Dear Sir: 

Even the most sanguine, among those in a position to know, are 
predicting a tremendous shortage of automobiles this year. 

Undoubtedly the United States is facing a state of actual war. War 
would mean the commandeering of hundreds of factories for the manufacture of 
munitions, uniforms, shoes, tents and other merchandise. The motor car fac- 
tories cannot hope to be the only ones to escape. Thus the production of cars is 
likely to be reduced to a minimum. 

War will not curtail the demand for pleasure cars. 

Another factor is the freight blockade which has so impeded ship- 
ments. It will undoubtedly shorten our spring stock, war or no war. 

With these conditions as they are, it ought to be interesting to know 
that we can promise you NOW PROMPT DELIVERY on either a Seven- 
Passenger Chalmers or a Touring Sedan. 

The old price of $1350 f .o.b. Detroit is still in effect on the big Seven- 
Passenger model. Think of it! A high-grade, six-cylinder, seven-passenger 
touring car with the famous Chalmers motor — an ultra-distinguished car — for 
$1350! You cannot match this "buy," look where you will. 

The Chalmers Sedan is a premier example of a type that has come to 
stay — the all-season touring car with permanent top. A comparison of the 
Chalmers with others will lead you to the certain conclusion that it is a front- 
rack car of the sedan family. Its price is less, only $1850. 

We can promptly deliver you either of these two Chalmers models. 

Why don't you come down and buy one of these Chalmers cars NOW 
before the situation is worse — before there is a shortage? The early spring and 
other conditions warrant you in hastening your purchase this year. 

Very truly yours, 

(Dealer's Signature) 
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Inducement — " turn in your old car on a new one." Do it now before the spring 

rash. 



March 22, 1917. 

Dear Sir: 

We have an efficient Used-Car Department and the best used-car 
salesmen in Detroit. 

Now is the opportune time to place your present car on sale or to 
trade it in on a new car. 

Thirty days from now it will be next to impossible to obtain a new car 
delivery on account of the large number of orders already on file. 

Consequently we shall not be in as good position to handle your used 
car then as we are right now. 

Please mail a description of your present car, using enclosed card, or 
phone me and we will talk the matter over. 

Yours very truly, 

(Dealer's signature) 
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Better to drive home one point than to spread your talk ineffectively over many. Here 
the writer sticks to his topic f — price and what it includes. 



March 30, 1917. 

Dear Sir: 

There are many reasons why we should like to have you come and see 
the Big Seven-Passenger Chalmers. 

One only will we emphasize in this letter. It is an all-important one- 
price and what it includes. We are offering this car for $1350. Remember, this 
is a seven passenger six. 

It is a BIG car. You "get" its impressive size and roominess at first 
glance. It suggests the thoroughbred type of automobile rich folks prefer. But 
that price is within the limit Mr. Anybody can pay for his car. 

We do not believe in exaggeration. And we say to you, without reser- 
vation of any kind, that this Seven-Passenger Chalmers at $1350 is the greatest 
value you can get in a motor car, look as far as you will. 

Point by point it checks with cars that cost four or five hundred 
dollars more. It is a QUALITY car, through and through. It looks its quality. 
It performs like the quality car it is. 

Come over to our place and let us prove these statements and make 
others about this car that you can verify. 

Very truly yours, 

(Dealer's signature) 
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Facts and figures to prove what a 7-passenger can do. Testimony of authority to 
supplement facts to convince the prospect that the Chalmers is the car he is look- 
ing for. 

5. 

April 6, 1917. 



Dear Sir: 

A Chalmers 7-passenger touring car set a new mark for flexibility 
and Economy in Chicago a few days ago. 

In this test the Chalmers did that which no other motor car ever did 
before. 

Driven by amateurs, it traversed the dense "loop" traffic, using high 
gear only, without stop of motor, and attained a total of 586.8 miles, within the 
24-hours from noon March 26 to noon March 27. The gasoline consumption 
was a trifle better than an average of 14 miles to the gallon. 

A representative of the contest board of the American Automobile 
Association rode in the Chalmers throughout this test and he has certified to 
these facts. 

The car used was taken right off the salesroom floor of the Chalmers 
distributor. It might have been sold to the next customer for a Seven-Passenger. 

We have the precise mate to that car on our sales floor. It is capable 
of doing everything that the seven-passenger did in the Chicago traffic test. 

Why look further for a car than this big Seven-Passenger Chalmers, 
with its wide flexibility and economy? Come over to our place and let us show 
you this car. Let us demonstrate it to you. 

Very truly yours, 

(Dealer's Name) 
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The home is woman 7 8 realm. Paragraph I gets attention because it piques her pride. 
Interest is secured by telling what the Arco can do. Inducement — " easy pay- 
ment plan.' 1 



Aalmrhrcqmi 

mew york philadelphia baltimore st. louis kansas city london 

boston providence atlanta milwaukee san francisco paris 

worcester washington birmingham st. paul losanoclcs coloone 

buppalo rittsburo new orleans omaha portland brussels 

rochester cleveland. inoianapous denver spokane berlin 

detroit cincinnati minneapolis seattle toronto vienna 

chicago dbs moines branttord milan 

General Offices. 816-822. South Michioax Avekve. 

Arco Wand Vacuum Cleaners. CHICAGO. U.S.A. 



Dear Madam :- 

If men were the housekeepers they would quickly stop 
the broom-duster way of o leaning, with all its muss, fuss, 
strain and backache* Just as men are quick to adopt labor- 
saving devices in their shops and offioes, so you should im- 
mediately buy the built-in- the -house suction oleaning--which 
pipes the dirt to sealed dust-bucket in cellar* 

The ARCO WAJ9D does not clean a house 40% as in old- 
time methods but it removes entirely every vestige of dirt, 
dust, trash, lint, threads, cobwebs » moths, insect eggs, 
germs, etc* The work is done with one-tenth the effort of 
broom-cleaning* There is no wear and tear on carpets and fur- 
nishings, as with brooms* Everything can be cleaned --carpet 8, 
rugs, draperies i ceilings, walls, pictures, tufted furniture , 
library books, mattresses, dresser drawers, furs, clothing, 
etc* etc* 3 aye 8 an hour or two every day for social enjoyment* 

Why not install an ARCO WAND Vacuum Cleaner now — 
easily put in OLD or new houses — keeps you dust-free--lasts 
as long as the house itself--like radiator heating* 

A Mo. 341 ARCO WAND Vacuum Cleaner (for ordinary res- 
idences, 8 mall flat 8, etc*) can be bought of any dealer for 
$176 and you can get it on the Easy Payment Plan, if desired* 
We make larger oapaoity machines , for cleaning large mansions 
and apartment 8 or buildings having large amount of bare floors* 
or where extra rapid cleaning is desired, at $290 and up* 
Price does not include iron suction pipe, connections, labor 
and freight* Let us assist you to obtain prioe on an ARCO 
WABD of the right size and with the amount of piping exactly 
needed to best fit your building and cleaning needs? The 
inquiry would put you under no obligation to buy* Why not 
act now and enjoy the oomfort of a perfectly clean home every 
moment of the year* 

Very truly yours, 

AMERICA* RADIATOR COUP A FY. 
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Ease of installation followed by an appeal to comfort. Enclosed card urges 

action. 



Araduoors °4l 



DEAL 



NT fcaftaff CMlgtt. kMBCS. IftrtKStS. 

flares, hoitfc. cfcHdKS. idink. 
cfc^tySfcaaorlter 



A®HRADIfflCQHY 

NEW YORK PHILADELPHIA BALTIMORE ST. LOUIS KANSAS CITY LONDON 

BOSTON PROVIDENCE ATLANTA MILWAUKEE SAN FRANCISCO RANIS 

worcester wasminston birm1nokam sxpaul los am* cle s co looms 

buffalo pfttsburo new orleans omaha portland mussel 

rochester cleveland. indianapolis denver spokane berlin 

detroit cincinnati minneapolis seattle toronto vienna 

cmicaoo dbs moines brahtpord milam 

Grnkral Ofvicbs. 816-822 South Michigan Avestue. 



Arco Wand Vacuum Cleaners. CHICAGO. U.S.A. 



Dear Sir :- 

Frequently we deprive ourselves of the good things 
of life simply because we do not know how easily they can 
he obtained and enjoyed* 

AMERICAN- IDEAL heating outfits oan be, quickly put in 
houses already built , without tearing up floors, inconven- 
iencing the oc cup ant 8, or disturbing old heating arrangements 
until the new are ready for use* They will last as long as 
the building and their purchase oan positively be regarded 
as an interest-paying investment* not only because of their 
fuel savings, but because of the increased renting and sales 
value of the property, as well* 

IDEAL Boilers and AMERICAN Radiators for steam or hot 
water, will warm every nook and corner of your home at a uniform 
temperature, regardless of chill winds or zero days* They 
protect the family health, save coal and caretaking labor, and 
do away with the distribution of injurious coal gases and ash 
dust through the rooms* 

We believe that you will be interested in further 
faots on this subject* If so, you will incur no obligation 
by filling out and returning the enclosed post oard, and we 
shall take pleasure in sending you some information and book- 
lets which we think will prove of value to you. 

Very truly yours, 

AMERICAN RADIATOR COMPANY, 
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Another appeal to comfort. Parallel sentence structure in paragraph S is 
effective for enumerating sales points. 




MmmMmwm 



MEW YORK 

BOSTON 

WORCESTER WASHINGTON 

BUFFALO RITTSBURO 

ROCHESTER CLEVELAND. 

DETROIT OIMCINNATI 

CNICAAO 



PHILADELPHIA BALTIMORE 



•T.LOUIS KANSAS CITY LONDON 

rn.m-.m~.*- MILWAUKEE SANFRAMOISCO FAR I. 

BIRMINGHAM ST.FAUL LOS ANOELES COLOONE 

NEW ORLEANS OMAHA PORTLAND BRUSSELS 

INDIANAPOLIS DENVER •VSkIn. Kr" ' 

SEATTLE TORONTO VIENNA 

BRAMTFORD MILAN 



DBS MOINKS 



Arco Wand Vacuum Cleaners. 



Gknkral Offices. 816-822 South Michigan Avextus. 
CHICAOO.U.S.A. 



Dear Sir :- 

Don't delay the consideration of an AMEBIC AH- IDEAL 
heating outfit any longer. 

If yon have been enduring the annoyances and disoom- 
fort8 of old-fashioned and inadequate methods* you ought to 
let us tell you about IDEAL Boilers and AMERICAN Radiators* 
for steam or hot water $ - by the use of whioh every room is 
oozily warmed t in spite of the most severe winds or sero 
ohill. It is only neoessary to fill out and mail our oard. 

We will then show you how our outfits oiroulate the 
heat so uniformly and positively to every part of the build- 
ing; how the fuel bills are out* down; how care-taking atten- 
tion is largely done away with; why the outfit will last as 
long as the building; how they oan be put in old buildings 
as well as new; and many other interesting things you ought 
to know, to be a better judge of heating values* 

The question of heating should not be made secondary 
to anything else; rather forego those things whioh are more 
of the nature of luxuries » or at least unnecessary when com- 
pared to the important and vital need of healthful warmth, 
uniformly diffused* and economically produced. 

Do us the favor of returning the oard, for the in- 
formation we will supply you will be useful , whether you de- 
cide to buy now or not. May we serve you as outlined? 

Very truly yours. 

AMERICAS RADIATOR COMPACT. 
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Good results with Utile effort, — health, comfort, cleanliness and economy. 




AMMplMpMY 




LO»AN»KLBS COLOONE 

PORTLAND BRUSSELS 

• rOKANE BERLIN 

TORONTO VIINMA 



Grnkral OmcBS. 816-822 South Mi c hi o an Avejcue. 
Arco Wand Vacuum Cleaners. CHICAGO. U.S.A. 

Dear Sir :- 

Are your present heating arrangements satisfactory^ 

If not why risk the dlsoomfort of another winter 
when satisfaction giving AMEBIC AH -I DEAL outfits are to he 
purchased at such reasonable prioes? 

In IDEAL Boilers and AMERICA*. Radiators every pro- 
vision is made to produce the most uniform and satisfactory 
heating results with the least oare and expense* They are 
easy to operate and oontrol and their use helps to protect 
the family health, increases the family oomfort and relieves 
the home of muoh dirt and household drudgery* 

The beauty of AURRICAH-IIBAL outfits is that they 
aooomplish these results economically; less fuel is required 
to heat a given space than by any other method. From what- 
ever fuel is used, hard or soft coal, coke, wood or gas* 
they extract the greatest possible amount of heat, to he 
distributed in uniform, comfort -giving warmth to every nook 
of the house, no matter what the weather is outside* 

The Be outfits can now he installed with little or no 
discomfort to occupants of the house and without disturbing 
old heating methods until the new are ready for use* 

If you care to give us a few faots on the enclosed 
postal oardt we shall muoh appreciate the opportunity thus 
afforded us to supply you with some helpful information* 

Hoping to have the pleasure of serving you, we are 

Very truly yours* 

AMERICAN RADIATOR COMPANY. 



/Uerkm x |deal 

I IRadiators "Ibouxrs 


h* tatf* adages. Umbo, astrtnats. 

s»w«.lrtefc.dwKks,sd»<*. 

ctc.bySleaaofVtetcr 
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Two letters to man about to build. No. 1 — Statement of what the Boiler and 
Radiator will do. 



NSW YORK PHILADELPHIA BALTIMORE ST. LOUIS KANSAS CITY LONDON 

5°AT?A__ '* OV,M »* Cl ATLANTA MILWAUKEE SAN FRANCISCO RANIS 

worcester washington rirminohah st. raul losamoeles coloone 

ruptalo rittsruro new orleans omaha rortland brussels 

rochester cleveland. indianapolis denver spokank berlin 

detroit cincinnati minneapolis seattle toronto vienna 

chicago des moines brantpord milan 

General Offices. 810-822 South Michigan Avenue. 

Apco Wand Vacuum Cleaners. CHICAOO.U.S.A. 



Dear Sir :- 

We wonder if you are not looking for a letter from 
us today about heating that hew residence* Possibly you 
have seen our advertisement of IDEAL Boilers and AMERICAN 
Radiators in current magasines and have expected to write 
us for booklets* 

Pardon us, therefore* if we anticipate a little and 
tell you that there was never a better time to install a 
Steam or Water heating outfit than today* These methods 
provide sure, safe* uniform, coal-saving, labor-saving* health- 
ful ways of warming the home* Prices at this season are most 
favorable* 

An outfit of an IDEAL Boiler with AMERICAN Radiators 
is as easy to run as a parlor stove; no ashes* dirt* or coal- 
gases are brought into living rooms - which means freedom from 
household drudgery* The outfit will outwear the building* 
It 8 purchase increases the selling and renting value of any 
building* - a dividend paying investment - not an expense* 

Kindly return enclosed post card and give us an oppor- 
tunity to send you our valuable booklets and information of 
interest* 

Very truly yours » 

AMERICAN RADIATOR COMPANY 
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No. i — Offer of further service. 




AMinpm[o«Y 

mcw york philadelphia baltimore st. louis kansas city london 

boston providence atlanta milwaukee san francisco paris 

worcester washinston birminomam st. paul. los anoeles coloone 

buffalo pittsburo new orleans omaha portland brussels 

rochester cleveland. indianapolis denver spokane berlin 

detroit cincinnati minneapolis seattle toronto vienna 

chicaoo dbs moines brantpord milan 

Gknkrai. Offices. 816-822 South Michigan Avekub. 

ArcoWand Vacuum Cleaners. CHICAGO, U.S.A. 



Dear Sir :- 

Several days ago we learned that you intended to 
ereot a new building and took the liberty of writing yon about 
the heating advantages of IDEAL Boilers and AMERICAS Radiators; 
we also advised our Sales Branch in your locality, suggesting 
that they place you in touch with a reliable heating contractor! 
in order that you might receive more detailed information re- 
garding your specific requirements* 

We write this letter to ask whether you have reoeived 
every attention from the above in the way of scouring estimates, 
and any other data wanted, and we also renew our offer to send 
you our valuable treatises on modern heating methods, which set 
forth interesting comparisons and explain in detail the import- 
ant points to be regarded when buying or putting in heating 
outfits. 

We should like to help you to solve your heating problem 
in the most satisfactory manner, and shall not only be glad to 
supply you with any of our printed matter in whioh you may be 
interested, but will also take pleasure in answering any special 
questions you may care to ask regarding IDEAL Boilers and 
AMERICAN Radiators. The enclosed postal card suggests some 
pertinent questions for your assistance* 

Trusting we may have the pleasure of serving you further, 
we remain 

Very truly yours. 

AMERICAS RADIATOR COMPANY. 
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Letter on the leather situation: Cause of the present shortage and its effect on gloves 
— poorer quality at same price or same quality at advanced price. Our bargain 
offer and why we can make it. Time limit to get immediate action 



OLD NOAH said 'twas going to RAIN. And NOAH KNEW! But 
the WISE ONES stood 'round and GUYED HIM. Later they GOT 
D-R-O-W-N-E-D! 

Right here's where YOU come in. If you pass by this 
friendly yarning, you won't DROWN - but your POCKETBOOK'LL SUFFER. 

LISTEN: - 



Conditions in the leather business were NEVER WORSE. 
Gloves haven't gone up much YET because manufacturers had LARGE 
STOCKS. Now these are about SOLD OUT. And the man who tells you 
his gloves aren't advancing has CUT THE QUALITY. Can't keep prices 
down ANY OTHER WAY. 

War EATS leather. Gloves and shoes last but a FEW DAYS 
in the trenches. So Europe, instead of shipping US leather is BUY- 
ING OURS - HUNDREDS OF THOUSANDS OF SKINS. And war is reckless - 
will pay ANY PRICE. You know that! 

It's boosted horse-hide 4 cents a foot since January 
first - and STILL GOING UP. Anyone '11 tell you short gloves take 30 
feet of leather to a dozen. Gauntlets 40 or MORE. Figure it out 
YOURSELF at 4 cents a foot advance. You can't get away from it! 
. If you don't buy quick you're going to pay AT LEAST A DOLLAR A 
DOZEN MORE for your gloves. And that VERY SOON. 

We're not trying to scare you. These are COLD FACTS! 
Take them or leave them, as you like. But you can't CHANGE them! 
Nor DENY them! ! 

Get busy, friend. 

Don't WAIT. Nor H-e-s-i-t-a-t-e-! 

P-R-0-T-E-C-T Y-0-U-R-S-E-L-F ! 

Send us your order TODAY - THIS MINUTE - for the gloves 
your 're going to need this season. Ship now or. any. time up* to 
September 1st. We're not accepting orders beyond that. 

V . *" \ Others are buying FAST . Get YOUR ocden in. 

Yours for quick action, 

Harvey Glove Co. , 

MANAGER. 
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Inducements for early buying — low prices in spite of the dye stringency and 
limited quantity. Moral: Buy while you can. 



Stamford, Conn. , 
November 16, 1916. 



Dear Sir:- 



Several days ago you received a letter 
from The Stein-Bloch Company of Rochester, N. Y. , 
asking you to call at this store. Now, we wish to 
follow up that invitation with the assurance that 
we will try to make it well worth your while to 
come. 

Perhaps you are more or less familiar 
with the wool and dye situations at the present 
time. Needless to say, such a concern as The 
Stein-Bloch Company is bound to protect its repu- 
tation for quality at any cost. 

But - the important point for you is the 
fact that the clothes, we are now showing were 
purchased months ago when the growing scarcity had 
hot affected the prices. Consequently, our prices 
today are as low as if the present stringent con- 
ditions did not exist. For example, we have the 
Saxon, Standard, and Belter models in sack coats, 
and the Balmore and Belter overcoat models at 
prices beginning as low as $20. 

Quantities are necessarily limited, how- 
ever, and those who come first will have the best 
assortment from which to make selections. 

We have no desire to attempt, by refer- 
ence to conditions, to scare you into buying now. 

This is offered merely as a word to the 
wise. 

May we show you what we have? 

Very truly yours, 

The Hartwell-Delap Co. 

TFP. 
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Paragraph indention is unusual and distinctive. As a dealer-help letter it features 
both the store and the clothes. Something of the quality that is associated with 
Stein-Bloch clothes seems reflected in the store that handles them* 



November 3, 1917. 



Dear Sir:- 



A month ago we suggested that you call on a 
mutual friend in Durango - The Stein-Mer- 
cantile Co. If you acted on the sugges- 
tion, we thank you, and know that you were 
well repaid for any trouble to which you 
may have gone. 

If you haven't yet stepped in to say "Stein- 
Bloch" to The Stein-Mercantile Co., there 
is a treat in store for you. No real man 
can fail to be interested in real clothes 
- clothes, that avoid the freakish and 
sensational styles but depend upon good 
tailoring and a rare good taste in design- 
ing to meet the requirements of men who 
would be well-dressed yet not extreme. 

You can see that they are good clothes. It is 
the details that cannot be seen, however, 
that make them fit, wear, and hold their 
shape better than other clothes that may 
look as good; because back of every line 
and sti/tch there is the accumulated knowl- 
edge and skill of "sixty-one years of 
knowing how. " 

One of the salesmen at The Stein-Mercantile 

Company will be glad to tell you more, and 
will consider it a favor to be given the 
opportunity. And there will be no thought 
of obligation on your part to buy. 

Will you please step in and tell them you are 
doing so at our suggestion? 

Very truly yours, 

The Stein-Bloch Co. 



TPP. 
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This follow-up of five letters is a special dealer effort to get sales before March l y 
when prices will be raised. Note the unity of idea and the directness, brevity and 
simplicity of the series. This first Utter is a clear concise statement of: 1. What 
is to be done; 2. How His to be done; 8. When U is to be done; I. Why it is 
to be done. 

Chalmers 

V-^ MOTOR COMBAKT 



Detroit. Michigan.lJ.SJ\. 

February 13th, 1917. 



TO ALL DISTRIBUTORS AND DEALERS i 

Attached you will find an excellent series, 
of circular letters for use during the next few days in promoting 
the sale of your Six-30 t five passenger cars. 

These letters have been adopted by the 
Chalmers Motor Company of New England, our Boston distributors, 
as their concentrated, intensive campaign on the |1090 Chalmers 
between now and March 1st, Every one of these letters is a good 
strong presentation of advantage to the prospect of purchasing 
now. The series as arranged and dated will bring this message 
to the prospect at proper intervals and all lead up to the clos- 
ing date of February 28th. 



Pick out a number of prospects, turn their 
names over to a stenographer with the attached file Of letters 
and see that they are mailed this series. Maintain as closely 
as possible, the date scheduled on the letters | be certain that 
none of the prospects receive letter #4 after March 1st. Do 
everything possible to make this a week of concentration on the 
five passenger, Six-30. 



Send your prospects government postal cards 
like enclosed sample. The information thus gathered will be 
useful. 

This file of letters is one of the best means 
of developing your prospects for the closing work of your salesmen 
in this final week of the opportunity for saving |160 on the Six-30, 
five passenger Chalmers. 

Tours very truly, 
CHALMERS MOTOR COMPAVT. 



RSD-R, Advertising Manager . 
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The Chalmers is an investment. Buying today you save $160 and get an excep- 
tional oar. 



LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 

Make "Uncle Sam" work for you. 

Monogram Letter No. 1 Feb. 15, 1917. 

Dear Sir: 

The motor car adds its share to bringing the color back into the 
cheeks, sending new blood coursing in the veins and restoring the vitality so 
necessary in the Spring. 

A new CHALMERS is a good investment for better health. A 
CHALMERS 5-passenger 6-30 is an unusually good investment at this time. 
The price of this model CHALMERS is to be advanced to $1250 on March first. 
Its present price is 11090. (Prices f.o.b. Detroit.) 

You could not save $160 any easier than by placing your order for a 
Chalmers now. 

This CHALMERS is an exceptional car. It is a light car. It is an 
active car. Its lightness, with its fine balance, and its quickness, with its ability 
to perform well in the open road, in sand or in the restraint of traffic, are two 
CHALMERS features that satisfy the driver. 

There are other fine CHALMERS qualities that discriminating 
drivers expect. They are distinctive design, comfort, quietness, power without 
effort, ease of control, simplicity and economy. These qualities are all well 
developed and built into the CHALMERS. 

See this CHALMERS, ride in it, and you'll see the wisdom of saving 
this $160 by ordering your CHALMERS 6-30 now. 

Yours very truly, 

(Dealer's Name) 
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Appeal — gain of money. Reason-why copy, — increase in price March 1. 
Short paragraphs and simple sentence structure. 

Monogram Letter No. 2 February 19, 1917. 

Dear Sir: 

The Chalmers is an unusual investment. 

A Chalmers will give you greater motor car value, dollar for dollar 
invested, than any other car of its class. 

Another evidence of its immediate value as an investment is in the 
increase in price of the five passenger Six-30 Chalmers to be made effective 
March 1st. 

From now to March 1st, the price of this Chalmers is $1090. After 
the 1st of March, the price will be $1250. These prices are f.o.b. Detroit. 

You could not find an easier way to save $160 than by placing your 
order now for immediate delivery of this Chalmers. 

The announcement of this change in price is being made broadcast 
by the Chalmers Motor Company. Our allotment of five-passenger models at 
present prices is fast becoming exhausted. 

Write us on the enclosed card what your position is. 

Order your Chalmers today. 

Yours very truly, 

(Dealer's name here.) 
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Why the Chalmers is an investment, staled in short picture sentences. Again 
March 1 is referred to as the date for price increase. 

LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 
Make "Uncle Sam" work for you. 

Monogram Letter No. 3 February 21, 1917. 



Dear Sir: 

Buy a Chalmers as an investment. 

From now until March 1st, the price of the five-passenger Chalmers 
is $1090.00, roadster $1070.00. After March 1st, both models go to $1250.00. 
These prices are f.o.b. Detroit. 

When you first step into a Chalmers, the surprises begin. The doors 
are wide, and the entrance is easy. The seat is comfortable. There is ample 
room to stretch out your legs and be at ease. 

Tl*e electric starter is quiet and certain. The motor starts without 
any bluster, even on the coldest days. The gear shift is quiet, and the speed 
change is made without effort. 

There is a soft, smooth, steady pull to the motor. It accelerates 
quickly from a walking pace to a speed as fast as you wish it to go. The Chalmers 
handles easily in traffic. You feel that it is under absolute control under all' 
conditions. The Chalmers creates confidence. 

If there is a hill nearby or heavy going of any sort, you'll find the 
Chalmers is a giant for pulling. 

Phone us and we will show you these Chalmers features and others of 
equal importance to one who wants a high grade car at a low price. Mail the 
enclosed card. 

Yours very truly, 

(Dealer's name here.) 
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Here display helps to carry out the comparison idea. An instance of unity of 
thought and layout. The date, March 1, again mentioned. 

LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 
Make "Uncle Sam" work for you. 

Monogram Letter No. 4 February 23, 1917. 



Dear Sir: 

Dollars are merely mediums of exchange. 

In buying an automobile, or any other commodity, your, chief prob- 
lem is to exchange your dollars to the best possible advantage. xLet us prove to 
you that you. should make this exchange for a Chalmers. 

Today $1090.00 — Chalmers Five-Passenger Touring 
$1070.00 — Chalmers Roadster 

March 1 $1250.00 — Chalmers Five-Passenger Touring . 

$1250.00 — Chalmers Roadster „...-. 



Money, talks — It tells, its story here. . . 

.Yours. very truly,. ' 

(Dealer's name here) 
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Last colli — Final effort to round up sales before March 1. It figures the buying 
power of a dollar today and a dollar tomorrow. Note the psychological com' 
mand in the last paragraph — "ride, see, inspect, judge, act. 11 

Monogram Letter No. 5 February 27, 1917. 



Dear Sir; 

The time is almost up when you receive this letter. It will only be 
a matter of hours before the first of March. Each hour is worth considerable 
money to you. 

Today in buying a Chalmers five-passenger touring car, or roadster, 
each dollar you spend is worth fifteen or sixteen cents more in purchasing power 
than it will be March first. 

Now you can buy a Six-thirty roadster for $1070, or a 5-passenger 
touring car for $1090, f.o.b. Detroit. March first both advance to $1250. 

Wise purchasing will save you more money than you can conserve in 
any other way. 

Act today. Ride in the Chalmers. See it perform. Inspect its 
finish and construction. You be the judge. Let us prove our case — the Chal- 
mers is the best buy on the market today. 

Telephone now. 

This is the last call. 

Yours very truly, 

(Dealer's name here.) 
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A follow-up to lumber dealers. The idea — to get into their hands the Portfolio 
which tells how the MvUigraph helps build business. Each letter is linked by 
reference to the one that precedes it. The object of the first letter is to create 
interest by describing the Portfolio^ by telling what il will do. 

MUNTOk OK TBS UWtlCMATU 

THE AMERICAN MULTIGRAPH SALES COMPANY 

Executive & General Ofael E.4o s St^KdkrrAve. 
Cleveland.Oliio.U.&A. 



Here it is — yours for the asking — without coat — with- 
out obligation — 

A Portfolio — made up expressly for you — written out of 
the business -"building experience of hundreds of lumber men* 

It tells in a boiled-down way just hew these men go after 
business, and get it — how they use the mails to sell 
lumber. Facts, figures, inside information, actual exam- 
ples of what has been effective — all are given* 

It tells, too, how they accomplish printing economies — 
save from 25^ to 75^ on every dollar spent for forms, sta- 
tionery, system blanks, and the like. 

Perhaps most important of all, it tells how they produce 
their stock lists and price lists — neatly, quickly, at 
small expense, in the privacy of their own offices. How 
they are able to beat competition to opportunity — to get 
current changes out first. 

The information and data in this Portfolio is probably the 
most important contribution on how to get business and how 
to save money (reduce overhead) that has been made to the 
lumber business for years. 

Your copy will be made up upon receipt of the enclosed 
card. By accepting this invitation to get this informa- 
tion you do not obligate yourself in any way. 

Yours sincerely, 

THE WmMB MULTIGRAPH SALES CO. , 

LWJ-693 Generwr Sales Manager. 
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The "Man to Man 11 letter. The idea — "J have done my best to help you — others 
have responded to my offer to help them — don't let this opportunity pass. n 
The simplicity and sincerity of the message carries. 

niNttft OK TBS MUMIGftAFH 

THE AMERICAN MULTIGRAPH SALES COMPANY 

Executive ^General Oflice* E.4o s St£JGeBer Ave. 
Cleveland, Okio.U. SLA. 



If I oame to you - sat across from you at your desk - and said 
that I oould tell you how to get more business for less, money 
than it costs you now - 

Or. if I said that I oould show you how to save twenty- five to 
seventy- five cents out of every dollar you spend for x>rinting - 

You would not let me get away before you had this information* 

How I can't oome to you in person, hut I have come to you hy 
mail - twice - and made identically this offer* 

I have told you that for the mere asking you oould have this 
valuable information* That all that was required to get it 
was the return of a card - and I enclosed the oard* 

Perhaps it seemed too good to he true* But more than a thousand 
lumbermen - lumbermen who want to see their business grow - who 
watch their business for real economies - did ask for this in- 
formation - and got it* Many have written me personally to 
thank me* 

I know these men are no more efficient than you - no more desir- 
ous of seeing their business grow - no more anxious to eliminate 
every unnecessary expense* 

So I am writing you now - that again, even in the press of your 
many activities , you will have yet another opportunity to get 
this remarkable data - made up for you in a special portfolio - 
and sent free, without any obligation* 

This time I am sure you will fill out the enclosed card and re- 
turn it immediately, just as you would gladly listen to the 
vital facts, figures and suggestions I have gathered from 
soores of suooessful lumbermen if I could call and present them 
to you personally* 



Sincerely, < 
IWJ/696 Gene^Sfc-Seles Manager* 




uamC 



302 COMMERICAL LETTERS 



The opening paragraph disarms the reader by immediately taking his side and seeing 
his point of view. But this Portfolio — "From Sawdust to Golddust" — is too 
valuable to miss because it is the experience of lumbermen. That is the strong 
point of the letter. 



MUNttft OM TH* MULYIOAra 

THE AMERICAN MULTIGRAPH SALES COMPANY 

fcsecotive&General Office* E.4o 3 Stfi.Kdfcr Aw. 
Cleveland.Oliio.U.&A. 

You're deluged with advertising matter that tells you how to 
do this and how to do that until it ie not to he wondered at 
that you sometimes feel as though everyone were trying to run 
your business for you. 

That's probably why I have not reoeired an answer to the let- 
ter I wrote you the other day offering to send you a portfolio 
we had prepared. It was judged by some comparisons. 

It is unfortunate, perhaps* in offering this portfolio to ydu 
that we must — in simple justice to the book itself -- seem- 
ingly exaggerate the importance of its contents. But it is 
so good i so fundamental* so praotioal* that it deserves all 
that has been said of it. We can beoomingly say this because 
we didn't write it. 

Just imagine — a portfolio — written out of the every-day 
experiences of hundreds of representative lumber men — which 
tells how they get out their lists quiokly and neatly* how 
they go after business and get it in the face of strong com- 
petition* how they produce their printed forms and stationery 
at a saving of from 26% to 75%! 

A portfolio written by praotioal men like you to praotioal men 
like them. A portfolio — "From Sawdust to Golddust" the title 
— that is a real sales* advertising and printing manual of the 
lumber trade. 

And — best of all — this information is yours for the asking* 
It costs only the few minutes it requires to fill out and re- 
turn the enclosed card. Your copy will go forward at once. 

Yours sincerely* 

THE AMERICAflyJIULTlOHAPH SALES COMPANY. 




LWJ/695 General Sfcdes Manager 



P.S. — If you hurry up — for the supply is limited — we'll 
include with the portfolio a little human interest -business 
interest story of how the Jones Lumber Company builds business 
with letters. 



SALES AND FOLLOW-UP LETTERS 



303 



Good example of force in display and content. Short paragraphs, idention and 
double spacing, underlining of important words, wide margins. Simple collo- 
quial language, balanced sentence structure, timeliness, and "you attitude" 



Kpepdry 
(3ih/rap 



MANUFACTURERS OF 

Waterproof Papers 

Ash land, Mass. 

November 28, 1919. 



Burlapapcr 
Innercoat 



John L. Jones 6 Son* 

Detroit, Mich. 

Gentlemen: 

And here* s something else,— 

To help you digest that Turkey. 

With KEEPDHY you can wrap a firm, compact package, without 
the use of nearly so much Moss and Other Packing Material as would 
otherwise be needed. 

That cuts down shipping weight. 

And your KEEPDRY-pro.tected packages will go safely and 
securely to the far corners of the earth. 

For KEEPDHY. is built for durability. 

And the contents of your KEBPDRT-protected package will reach 
its destination just as fresh as when you peeked it. 

For KEEH)HY is waterproof, as well as Dirt proof — Dampprpof , 
as well as Frostproof — and Verminproof , as well as Odorproof . 

It keeps moisture .in, as well as out . 

So why not use KEEPDHY for your packing? 

Orders for future delivery are just as cheerfully received as 
those for prompt shipment. 

The question is, will you order — NOW? 



Truly yours, 
ANOIER MI 



abh/h 

SPECIAL DISCOUNTS t 10 rolls 5%; 25 rolls 5% and 2^; 
50 rolls 5 and 5$. Worth taking if you need the goods. 



im^r 
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Note the unique method of display and how the important items stand out. Concrete 
examples of what KEEPDRY does. The " man to man " tone is convincing. 

MANUFACTURERS OF 

KeepdkV s? . , BuTlapaper 

(Sitwrap C fr7Zp*Wi Innercoat 

Waterproof Papers 

Ash land. Mass. 

February 26, 1914. 

John 0. Smith, 

Boston, Hast. 

Gentlemen* 

Hot* thist — Rabbitprooft 

"Rabbits were a perfect pest. Caused a lot of damage by gnaw- 
ing the young trees. But now it's all over. Stripe of 
KEEPDRY, wrapped around the tender trunks, make them absolute- 
ly Rebbitproof." 

And this t — Tempera tureproof t 

•♦And these earns stripe, core ring the stems of newly planted trees, 
afford ample protection against sudden changes in the temperature. * 

♦then a crisp night is followed by a bright, cold day, the sun 
shining on the trees acts like a powerful glass, buret ing the 
bark and often killing them." 

"KEEPDRY prevents this. And being so extremely tough, durable 
and waterproof, it stands up against the hardest wind, rain or snow." 

This letter, just received from a prominent Nurseryman, further 
illustrates the great variety of uses to which KEEPDRY ie put by 
progressive Nurseries. 

Some fine day, KEEPDRY is going to work its way into your con- 
fidence. So why wait? Why not order a few rolls now, and 
discover for yourself that KEEPDRY 

— will give you better packing services 

— will save you packing ezpenee • 

One hundred Nurserymen tell us it does both. 

What will your verdlot be? 

Truly yours, 

ABGXER MILLS 



ABH/H 
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Here orders are proof of the value of KEEPDRY. A satisfied customer is the 
best advertisement. 



smwm> vmm 



MANUFACTURERS OF 



KeepdkV yn, . , BurlapapcT 

(Silwrap I 4*ff<&u> Inncrcaat 

WATERPROOF PAPERS 

Ashland.Mass. ""•".»"•. 

Bay State Nurse r lea, 
W. H. Wyraan, Prop., 

North Abington, Mas*. 

Gentlemen: 

Sone happenings of the past week: 

Rice Brothers Nursery, Geneva, N. 7., ordered 50 rolls 
of K1030 KEEPDRY, cut in sheets 12" x 16", 16" z 20" 
and 20" x 24". 

We now have an automat io sheeting machine which enables us 
to do this work at a small charge of only 25 cents per roll extra. 

Peter Bohlender & Sons Nursery, Tippecanoe City, Ohio* 
ordered 100 rolls 1080 KEEPDRY. 

They tested 6ut KEEPDRY for two months before placing this 
order, and In a letter received this morning they say, "We believe - 
KEEPDRY Is the best thing we have run across for our purpose.** 

The George Wlttbold Company, Florists and Landscape 
Architects, Chicago, placed an order for 60 rolls 
X1660 KEEPDRY 

This order was sent us after they had critically compared 
KHEPDRY with materials previously used, both as regards price and 
service . 

The Gardner Nursery Company, Osage, Iowa, ordered 75 rolls 
K1030, for use in wrapping tree roots and parcel post packages. 

These are Just a few of the many nurseries that have decided 
on KEEPDRY during the past few days. Not a one of them bought with- 
out careful investigation as to what KEEPDRY will do for them. 

Are you willing. In your own Interests, to give 
good trial? 

Truly yours, 
ANGXER 



abh/b 



iW^r 
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Big fact offered as proof of the value of KEEPDRY — 156 nurseries used it. 
A bit of judicious flattery followed by "select, fiU out, mail." 



Keetokv 
(oihwrap 



manufacturers of 
Waterproof . Papbrs 

Ash land, Mass. 



Burlapaper 
Innercoat 



Mr. D. M. Wood, 

Boston, Mass. 

Dear Sir: 

If 156 Nurserymen dropped Into your office — 

And said: "Mr. Wood, 

last season we saved a lot of money 
on our packing, and got far better 
results than ever before** — 

You'd prick up your ears and want to know how It was 
done, wouldn't you? 

These men are too busy to come and tell you this, but 
If you're willing to take our word for it — 

156 nurseries packed their Stock last Spring with 
KEEPDRY. And almost all of them have written us expressing the 
above conclusion and saying they will use KEEPDRY a great deal 
more extensively this Fall than ever before. 

If you wish we'll tell you who they are. 

Although conservative, we're sure you Nare always on 
the watch for "economy" and " Improvement " — so why not let us 
send you a few rolls of KEEPDRY for trial, before you think of 
using it as liberally as many of your brother Nurserymen do? 

Host of the risk is ours, as you'll admit, for it's 
your privilege to return, at our expense, all unused rolls — 
If you're the least bit dissatisfied with your buy. 

Samples are enclosed — and a post card, too — for 
your convenience In ordering. Will you select — fill out 
the card — and mall It — ■ 



August 15, 1914. 



To-day? 



Very truly 
AVOIER 



ABH/B 



/ ^-*--SffT«sltanager 
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He was hard to convince (like you), but he did at last "come across" to his great 
profit and satisfaction. Do thou likewise. 



MANUFACTURERS OF 



Keepdrv ^ Biirtapapcr 

(gilwrap C£2gp££*^ Innercoat 

\\Taterproof Papers 

Ash land. Mass. XO February, 19X5. 



On my desk as X write Xiet «n order* 

From one of the best-known Nurserymen in America. X 9 X1 
newer forget his. Be was a hard man to convince* 

Last November he replied to a circular t 

"for thirty years I've packed my Nursery Stock in the 
usual way. And believe I'm satisfied. But am still 
young enough to be shown. Send five yards of KUPDRT 
and I'll give it the third degree. I'm skeptical but 
if you have something better than what I am now using 
you'll get my business." 

We took him at*his word. Sent five .yards each of 
a few leading grades. The ones that are enolosed. Several 
letters flew back and forth. • 

Then this morning. we opened an envelope!. 

"Ship 100 rolls of K860 quick, I've given your sample 
every -test I know. .-It's great stuff .for the purpose. 
Will use it to wrap trees, parcel post packages and 
for lining boxes. Believe KEEPDRY will save me at 
least 25t in packing expense. Thanks for the tip. ' r 

Are you sure you're satisfied— nowt 

Spring packing time is near. Let us ship you a small 
quantity of KEKPDRY for trial. Uost of the risk is ours. For no 
matter how many rolls you order, we'll take back all tha+ are un- 
used—and pay the freight— if you say the word. 

Tell us how many rolls, what grade and how wide. 
On the enclosed Post Card. To-day. 

Truly yours, 

ANGXER NULLS 

ABH/B 
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A long letter and a good one. The ride — sales letters should be confined to one 
page — is vrise, if all you have worth saying can be put on one page; otherwise, 
as long as you please. You'U get a hearing. The opening of this letter is fresh 
and interesting , and carries the reader easily to the point — "can we serve you?" 
The "subtle plea" is convincing. 



MANUFACTURERS OF _ 

Keepdrv >7 - .. BuTlaT»per 

(Silwrap C 6&fW> Innercoat 

Waterproof Papbrs 

Ash land. Mass. 

May 17, 1915 



I don't like to be called names any aore than aoet 
people. But sometimes, I've cot to lit here and take a lot 
of "snas* from aroheneaies who are scattered all over this 
big, broad land of ours. 

The other day, a freih fellow—a perfectly eafe 
of ailes away— up and dubbed ae a "peat.* 



Which means, in the language of Life- 



•An impertinent bore who doesn't know enough to 
know that the proper place for him li in the oenter of some 
South Sea Island— where Cannibals live. 11 

And yet-— he didn't have any special personal 
grudge against me*— at any rate, he said so. Was just a 
little weary of our shoot ing s o many letters at him, when 
there was no way in which DEPORT could help in his work* 

•Pest* wade ae a bit "red-headed* for the tiae 
being. But, on thinking it over, I decided that ay blas- 
phemer did ae a favor after all. By saving ae tiae and 
hard work— and our ooapany a lot of stationery and stamps. 

Wow, it has occurred to ae that perhaps you may be 
THINCIWG just what ay "friond-and-knooker* SAID about those 
letters we have been aiming at you for so long a tiae. 

If so— if your packing requirements are such that 
KSfPDRT can't be of any assistance— either now or at soae 
future date— please speak up promptly and your name will 
coae off the Bailing list just as soon as I can reach for 
A pea, ink and ruler. 

a> foaling is— that every grower of Nursery 8took 
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can save money— And got hotter paeking sorvioe than ever 
before— by using Angler's KBHPDRY for wrapping roots of 
trees* parool post or express packages, and for llninc oases • 

This isn't Just a salesman's enthusiastic theory, 
because more than 250 of the world* s biggest Nurseries 
have found our statements to be true* 

■very tiaie wo send out a nailing of those letters, 
a few new customers oone back to vs. One-roll trial orders 
at first— and than 10, 26, BO and 100 on repeats* 

So we are likely to keep right after that nailing 
list— until every name on it is sold—unless those few, 
who have no possible uie for KEEPDRY, tell us so— and why* 
Then, we'll quit bothering then— and concentrate our efforts 
on nore profitable, productive prospeots. 

Are those letters boring yout An I a pestt Do 
you want to stiok on the list— or shall we get out the axe! 

Tou are the doctor— and we'll cheerfully swallow 
any "dope" you nay prescribe for us. But for the sake of 
efficiency— will you kindly prescribe at onoet 



Hopefully yours, 
ANQIKR Hills 



'to^ 



ABH/H 



lOAHT TO OB AH APTHtTHOTOHT A SORT OP 8UBTL1 PISA 



Here are the names of a few 
representative growers and 
shippers of Nursery 8tock, 
seleoted at random from a 
long list of KHRPDKY users, 
lach one began by experiment- 
ing with KTODRY in a limited 
way* How the total business 
we receive from then amounts 
to thousands of rolls a year. 



Bloodgood Hurseries 
Chase Bros* Co. 
Oreer (Henry A.) 
Fountain City Hurseries 
Gardner Nursery Co* 
Harrison's Hurseries 
Hood (W. T.) A Co* 
Iowa Seed Co. 
Hay (L. L.) A Co* 
Meehan (Thomas) A Sons 
lliller (0. H.) A Son 
Hoon (Hsu H.) Co* 
Pierson (A. H.) 
Rloe Bros. Co. 
Smith (Henry) 
Storrs A Harrison Co. 
Swain, Nelson A Sons Co. 
Van Lindley Nursery Co* 
Vaughan's Seed Store 



officers 

DARWIN R JAMES, J" Pkmw 

S.B ADAMS, Vies P>tMNi« _ 

M O. ■ROMBERG. Seew«» j//* s /?.*. C// s'SVoSms" 

FJMASTtRMN.»«.T.u. X - JtDAM P.LEIGNTON 

C O SMITHCRS 

"*.? OCO H WORTMINOTOW 
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Congratulations on a big week's business, with particular emphasis on another part 
of sales effort that should be recognized — the distribution of goods. Feeling 
that the writer has himself ^passed that way" the salesman appreciates the 
Utter the more. 

^^P^AOrUP^A.PA CM, £2?;a!;o.MA,« "^^O^rAR.RV "^^^0,300.0^^ 

J^W?^^ .... d '^^. s 

^^J^T^ April 26th, 1917. 



Dear 

That was a mighty nice week's business you sent in last week* 
I know Just how hard you had to work to get such a collection 
of orders for I hare been right there myself, many a time* 
Hot with these particular customers, maybe, but in oiroumstanoes 
very similar. 

Ton looked after your distribution in mighty good shape too — 
the smallest number of brands you had on an order being four — 
your best sellers were Adams' Pepsin, Chiolets, Blaok Jack, 
California Fruit, Adams' Spearmint, Adams 1 Clove, Beeman's 
Pepsin, Yucatan and Sterling Cinnamon* Glad to notioe your 
sales on Sen-Sen and Zis He are pioking up* 

I am not only appreciative of the business itself and the work 
it took to get it but when I looked it over, that same old feel- 
ing of "Victory" took possession of me, and I knew exactly how 
you felt while you were watching them put their autographs 
down in the corner, 

X don't know how you feel about those things, but I used to get 
Just about as much pleasure out of making such a week's victory— 
of making the other man acknowledge that I had a good proposition- 
as I did in drawing the bonus due me on the business* • 

A few days ago one of the men in a territory near yours complained 
that he oould not get enough business each week to make bonus* 
Chen here you oome along with three such weeks in one month, 
proving that some one is generally busy doing what the other 
fellow says can't be done* 

With best wishes for your continued success, believe me to be 

Ever your sincere, 

AMERICAS CHIC 



h.r.d* 
f.r,b* 
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Congratulatory on "big business. 19 The first person gives the personal touch. Ap- 
preciation of what getting such an order means by way of work certain to 
spur the salesman to greater effort. 



orriccns 
Darwin r j*mcs,j> pki 

S. B ADAM*, V.cc PncKPCut 
M O. BROMBCRG. Stc»r>*«i 
r A HUBBARD. TtuuiMi 
J F. ADAMS', AftST Sec* 

F J MASttKSON.AilTT.ot 




. DIRECTORS 



THOMAS ADAMS. Cmidwu 
HORATIO M ADAMS 
JOHN O.AOAMS 
S B ADAMS 
WARRCN S HAVDCN 
DARWIN R JAMCS.J* 
ADAM R.LClGHTON 
C O $MITHCRS 
GEO H WORTMINGTON 



Dear 



Thanks, Old Han — Thanks* 

It ia that bully good order from She Trl-State Mercantile Co, 
for Adams' Pepsin and California Fruit you sent in the other 
day that I am talking about. They say "it's all in a day's 
work", and maybe it is, but there is certainly a good measure 
of satisfaction in booking an order like that. 

Such business is not handed to you on a silver platter; I 
know that for I have sweat blood many a time getting one about 
the same size. But after the order Is olosed even you and I 
are willing to admit that it IS all in a day's work (the sweat) 
for what matter how hard it oame so long as it really camel 

When it oomes right down to closings a hard sale, good old Adams' 
Pepsin has too muoh merit to be passed up by a shrewd buyer. 
Such orders as this are making the sales on California Fruit 
larger than any time in the 40 years it has been, on the market. 

More such power to you* Here's a hearty hand grasp and 
assuranoes of earnest co-operation from 



Ever your sinoere, 
AMERIC 



h.r.d. 
f.r.b. 
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Another "big order 9 ' congratulation. The figure is well sustained thruout and 
gives force and interest to the letter. The Utile story at the close adds a bit of 
human-interest. 



a^s ^/mwztcavt/ IQ/Ucce/ Wjx "?^* 




•uBw.il* » JAM r S J. P««„ ' THOMAS ADAMS. C«ui—. 

2 «^OAMi V f. iir^T HORATIO M AOAMS 

rjM«8T »tON,«« .T»,g f ■ ^™ &!•££& 

C O SMITHCRS 

OCO H WO*»TMIM«T©N 




J\t£8fa#' 4prtl 2Bth> 191T> 



Dear 



I guess you had your sleeves rolled up when you performed 
that masterful operation on the Watfelns Confectionery Co. the 
other day for $1430.00 worth of Chiclets and Black Jack. 
You're some little surgeon* 

I have always maintained that in every territory just such 
patients were waiting their turn — actually waiting for the - 
right "Doc" to come along. How I know I am right for here 
comes this order, from you to prove it. 

Of course all operations are performed with hut one idea in 
view — hetter health — and naturally this patient of yours 
has every right in the world to expect his business health to 
show a parked improvement from the moment these popular 
brands of chewing gum are placed in his stock. 

Here's what we propose to do as our part of the bargain: We'll 
give the highest possible standard of quality, plus the best 
service we know how, backed up by intelligent advertising, so 
that you and your customers will be entirely satisfied. It 
is very apparent that they appreciate the rapid turn-over of 
our brands and because turn-over works in direct relation to 
profit, they are unusually profitable lines for both Jobber 
and retailer to push. 

I am a good deal like a little boy who was being amused by his 
father. When the amusement stopped because "Father" got tired 
he quickly said: "Do it some more. Boy likes it." And don't 
forget , I shall be more than glad to help you in any way 
possible* With best wishes for your oontlnued success, 
believe me to be 

Ever your sincere 

AMERICAH 



h.r.d. 
f.r.b. 
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Letter to offset "weakness" It is well worth reading if only for the comprehensive 
definition of & salesman, emphasis being laid on the three points — knowledge 
of his line, dear thinking, and resourcefulness. 



officers 



Sww? < vc<%>. 



DARWIN R JAMES. J* A 

S * AO»MS,V>C(Pki>K« 

MO. BROMBCRO, »«■«»»*»• • 

r a MuesAfto. t«umm« 

j r. AOAM9. tin See* 

F J MASTfRSONJtuiTMM 




W 



omecfo** 

THOMAS ADAM 3. Cutwi 
NORATIO M ADAMS 
JOHN O. ADAMS 
« S ADAMS 
WAftRSMS NAVOCM 
OARWIN m JAMLS, J» 

Adam p. lciOmton 
co smitmew.. 

OtON WORTH! MOTOR 



<A2@fa4 



April 26th, 191T 



To All Salesmen — 

How many times bare yon. In trying to find out just why 
your soles are no larger, soothed your oonsoienoe into 
slumber with the excuse that competition is pretty keen — 
that a certain brand of chewing gam had never been properly 
introduced in your territory anyway— or some other excuse 
that to yon seemed equally good* 

If yon otmld 4onnt the times and analyze eaoh one separately 
the chances are ahont 100 to 1 yon would find the real oauee 
to be weak knees and self pity* You did not make the man 
really want what you had to sell* 

Weak knees and self pity are two of the most terrible diseases 
with which a salesman can be cursed and if ever permitted to 
"strike In" the result is either fatal or the injury so great 
that as a salesman the man never gets very far. 

Anybody oan "meet competition" by giving goods away* The 
services of a salesman are not required for that. Your value 
to the house is determined not so much by the quantity of 
goods you move but rather by the profit you make on those goods 

The simplest definition of ©\ real salesman is this: A clean, 
well-groomed, clear thinking. RESOURCEFUL and enthusiast io 
man who by the sheer strength of his logical arguments, backed 

Sa thorough knowledge of his line, can convince another of 
s real need of the article to be sold* 

A oonditlon of weak knees and self pity would find no lodgement 
in a man who is clear thinking and resouroeful,for clear think- 
ing and resourcefulness are indeed two of the prime requisites 
of a real salesman. 

What a wealth of possibilities and opportunities there are be- 
fore the man with these two attributes, for at every turn of 
the argument he finds a new point of ooutact to attack the 
objection offered* , 

A man can hardly be/ resourceful without a thorough knowledge 
of his line, for therein lies the element of resourcefulness. 



314 . COMMERCIAL LETTERS 

It is this knowledge , oo -mingled with enthusiasm, that 
gives birth to the qui ok, ready, speech that is pregnant 
with the good $• sound logio whioh makes the man master 
of the situation* molder of the other's opinions* It 
is this master mind which* dominating the other, breathes 
into it that desire of ownership whioh positively most 
preoede svery sale* 

lext time do less worrying ahout writing the order — 
that is merely a detail after all and will take oare of 
itself* Spend your time in telling your man all ahout 
how Amerioan Chicle Company brands of Chewing Gum are 
good profit makers and how that profit is inoreased 
many times beoause of the rapid turnover of the goods* 

Tell him of the business building and repeat value of 
our brand s » beoause we put into then the highest possible 
standard of quality* 

Tell him these things and you will have created that 
desire of ownership whioh positively must preoede every 
sale •• you will have made him really want what you are 
selling •• you will have sold at a profit; and weak knees 
and self pity will have been robbed a place in your life 
*or_ev«r. 

Yours very truly, 

AMEPI 



hrd 
ft* 
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Letter to illustrate the value of a contest in pushing any one item and to show how 
to arrange that contest so that neglect of other items will not occur. Contests oj 
this sort are especially valuable in the following cases: 
1. To stimulate sales to round out a "flat" spot in the season; 
#. To introduce a new item; 

3. To keep your sales totals normal for the period of the contest, when your 

factory is short on aU but the item featured in the contest; 

4. To see that jobbers wiU be well stocked ready to supply retailer orders in 

anticipation of big advertising campaign; 
6. To work off a stock of goods that have for any reason shown slow movement. 



5 ^^jtm^cay??y(G^^^ vfe 



ornccps t^f ' ffet/f^Z/W r/ \LS/f MSf/lSt/ KLS/IS, oircctors 

"TT . ■— ' THOMAS AOAMS, Cmumm 

DARWIN R JAMCS. J- INttw*.. HORATIO M ADAM* 

SB AOAMS. V,ct P«...c.t „ JOHN O. AOAMS 
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r J MASTCR&ON.An> T««.« f ' *OAM P.LCIOHTON 

C O SMITMERS 

OCO H WTORTHINOTON 



tec codc 4~»»«eo 

»CJTl»N UNION 



iJWCfMtff April 9th, 1917. 



To All Salesmen 



Here *s an opportunity for yon to win a gold watch — a watoh 
that you will be proud indeed to own. 

— and it goes to the man who does the most for himself and 
the most for us during the seven weeks period from April 16th 
to June 2nd inclusive. 

The contest will he decided on a point basis as follows: 

50 Points each day to the man selling 

the greatest number of boxes of 

Chiclets — 
25 Points each day .to the man scouring 

the greatest number of orders — 
20 Points each week to each man making 

his weekly bonus basis — 
5 Points to each man for each order on 

which is sold five or more brands* 

You see this Is primarily a Chlolet Contest but at the same 
time we don't want you to negleot other brands so we are 
awarding 5 Points for eaoh order listing five brands or more. 
That is a great little point getter t for if you sell 20 orders 
in one day, eaoh listing five or more brands, you would jump 
your total up 100 Points. You'll have to hustle too, because 
every man can make those points while only one man oan make 
the 50 for the greatest number of boxes of Chiclets* 

Then too, you will notice we are awarding 25 Points eaoh day 
to the man scouring the greatest number of orders and 20 Points 
each week to eaoh man making bonus* 
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As a matter of faot, tha whole oont est should bring -every man 
Into the bonus class, so that if you don't win the watoh your 
extra efforts will he . compensated by a fat bonus check each 
week anyway, so you can't lose* 

Ve'll wager the man who wins the watoh is a man. who realizes 
that he can put spare evening time to mighty good advantage 
in selling confectionery, drug and oigar stores and pool rooms. 
Svenings spent this way mean real money in your pocket, so make 
it a oonteet of orders. boxes* brands* early morning starts 
and working spare evenings. 

Yery truly yours, 

AMERICAN 



h.r.d. 
f.r.b. 
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The secret of big sales is this "planning your work and then working your plan" 



OFFICERS 






DIRECTORS 



THOMAS ADAMS. C«* 
HORATIO M ADAMS 



DARWIN R JAMES.J* Pmkm» 

e a &n*.M« Mr. Paiiiamt - nwn»n«n mmnj 

FJMAST ER5QW,*. ..T.». S ' X^X^MHyOH 

C O SHITHCM 
OCO H WORTHIHOTON 



♦ 



YSWtyorJtf April 26th, 1917* 



Dear Sir ~ 

She most successful men the world has ever known are those 
who plan their work, then work the plan. Here then is a 
plan for you to work that will guarantee you a bonus each 
week. 

The method under which all American Chicle Co. Salesmen 
work is without doubt the fairest and best plan for the sales- 
man because it guarantees so much salary every week and gives 
eaoh man an opportunity to raise that salary just as fast as 
he sees fit. This plan is given to help you make a bonus 
eaoh week. 

Yon are required to get a total of 90 orders each week made 
up of a total of 150 boxes before you earn any bonus. Tou 
want to make bonus — we want to have you — as a matter of 
fact the more you make the better satisfied we'll both be* 

How, forget completely the fact that your sales are figured 
on the ..basis of each week being a separate unit and so plan 
your work that you will have sold your (juota by Thursday 
night. Then set about it to work that plan to the end that 
whatever comes or goes, you will have that quota by Thursday 
night each week. 

A little spare time in the evenings will do much to help feet 
that quota, for every druggist, confectioner, cigar dealer and 
billiard room proprietor you see in the evenings gives you 
that much more time to call on others during the day* 

Chen start out bright and early Friday morning knowing that 
every box you sell that day and the next is pure velvet — 
real bonus. When Saturday night comes you will be surprised 
at the size of the bonus cheok you have made merely by planning 
your work and working your plan* 

day this to yourself: "It's worth a month's trial anyway and 
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•2» 

right today I start to give it the trial. " 
Say that to yourself and you win * 



Very truly yours, 




h.r.d. 
f.r.o. 
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To Division Managers on their responsibility in directing the efforts of others 
and in reflecting the policies of the Company. 
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F O MASTCRSON.AMtTDia X X ' DARWIN R JAM tS. J» 

AOAM P. LEI OH TON 
C O SMITHERS 
GEO H WORTHINOTON 



WsVty>r/% April 25th, 1917b 



To all Division managers - 

She writer was sitting in a dining oar a few days ago waiting 
for his meal to be served. 

In front of him, among other things. were a plate, a* knife, a 
fork, a glass of water and a water bottle* 

as the train sped along the various objects auoh as telegraph 
poles, fences, buildings and the like were mirrored in the 
knife, the plate and the water hottle* 

The plate having a tilted edge refleoted the objeots in a 
curved and circular fashion and no matter how straight and 
tall the telegraph poles or how massive the buildings along- 
side the track the water bottle being round gave them a pecul- 
iar distorted look. The highly polished knife, however, re- 
fleoted them in a truly natural way because of Its straight 
and regular surface. 

You see the secret of the whole thing is being in oorreot 
shape to give a correct reflection — but the reflection, 
either true or false, straight or distorted, is bound to take 
place, for like begets like. 

You, as a Division Manager — to the Salesmen under you — 
are a reflector of the policies of this Company; a reflector 
of sound and proved methods of salesmanship — and like the 
building alongside the track, no matter how massive and im- 
pressive this Company and its policies may be,-they will under- 
go a complete change in the eyes of your men unless your re- 
flection is correct. 

likewise your ability to sell goods and handle men. Every 
effort you make, whether half-hearted or enthusiastic and 
whole-hearted; whether the result of carefully weighing the 
matter and considering it from every angle or of taking snap 
Judgment — that effort . or that judgment is multiplied by 
exactly the number of men you have in charge • 
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You are a Division Manager beoause of your proved ability to 
sell chewing gum and your proved ability to handle men. Con- 
sider seriously that in your hands rests the direction of the 
efforts of others. Yours is peculiarly a position of trust* 
Hake sure that you as a reflector give a true and natural and 
life-like reflection of this Company and its policies, and be 
doubly sure you are willing to have your every action multi- 
plied by the number of men under you. Remember* like begets 
like* 




Yours very truly, 
AMERICAN 



h.r.6. 
f.r.b* 
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EXERCISES 

1. You are business manager of your school publication. Write a letter 
to A. G. Spalding & Company, 523 Fifth Ave., New York, selling space 
in that paper. 

2. Write to the Campfire Outfitting Company, 16 West 22 St., urging 
it to buy advertising space in your school paper. 

3. Your gymnasium is old and inadequately equipped to meet the needs 
of the school. Write a form letter to the Board of Education and City 
Council putting before them your need of a new building. 

4. Write a sales letter for some commodity of which you have special 
knowledge. 

5. Show by letters that the same method of procedure can be applied 
to the selling of a service as to an idea. 

6. Plan a series of letters selling stocks and bonds to the following classes 
of people: farmers, business men, professional men. 

7. Assume that you are a real estate agent. Write a letter offering a 
suburban house for sale to a city business man who has a small family. 

8. To that same business man of moderate income write a sales letter 
offering a summer camp in Maine. 

9. You have just opened a meat market in a small town. Write a form 
letter to the leading families in the community soliciting their trade. 
Make a special point of careful service and prompt delivery. 

10. Write a letter selling your services to some firm for which you would 
like to work. 



CHAPTER X 
FORM AND CIRCULAR LETTERS 

A form letter is a letter so composed and constructed as to meet 
many correspondence demands of the same kind. When a business 
house discovers that one particular style of letter will serve many 
similar needs in its correspondence, it draws up a letter of that 
style and runs it off in large numbers on the mimeograph, the multi- 
graph, or the printing press. Most business houses have many 
such forms. They are keyed by means of letters or figures or by 
some other method, so that clerks may be referred to them quickly 
when situations arise for their use. Thus time is saved in the cleri- 
cal work of a large office, and the period between the receipt of a 
letter and despatching a reply to it is materially shortened. 

The full form letter is one that is processed in full and requires 
nothing but the insertion of the date before mailing. The semi-form 
letter is one that is processed only in part; certain blank spaces are 
left to be filled in by hand or typewriter in accordance with data of 
the letter to which it is sent in reply. 

Form letters of one sort and another are used for some phase or 
phases of almost all business correspondence. There are order and 
receipt forms, claim and adjustment forms, debit and credit forms, 
notice and announcement forms, and so forth. In legal, contract, 
and insurance correspondence the form letter often constitutes an 
elaborate document requiring expert skill for the proper filling in of 
all spaces. Caution should be exercised in the use of form letters for 
purposes of collection. This is the one place in the business letter 
cycle where forms may not only be useless but where they may be- 
come positively harmful. The chronic debtor yields to personal 
attention only. A machine appeal for settlement will leave him 
comfortable and reconciled to his own delinquency, as a rule. The 
nice problem of prevailing upon a delinquent to pay up and at the 
same time continue his trade with you can rarely be solved by a 
mere correspondence form. It requires, rather, paragraphs penned 
with personal power and punctuated with positive and persuasive 
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persistence. The form letter, however perfectly devised it may be, 
is seldom an efficient collector. 

In sales and follow-up campaigns, discussed in the foregoing 
chapter, form letters come into their largest sphere of usefulness. 
Letters sent out in a series to hundreds and thousands of prospects, 
cannot of course be given close, individual attention in each case. 
No busy sales manager could possibly take the time to sign all such 
letters, any more than he could find the time to dictate and read 
each one over and comment upon it. Instead of attempting this 
impossible course, he turns over his original letter composition to 
his office force, and his letters are processed by them; that is, they 
are written, signed, addressed, keyed, stamped, and perhaps assorted 
by machine into classified mail bags. 

Modern office appliances . have made it possible to do all this 
mechanical work with speed and accuracy. Hundreds of letters 
per day may be processed and sent out from the office that is equipped 
with mimeograph, multigraph, addressograph, printing press, and 
other such machines. To be sure, these letters must lack something 
of that personal touch and intimacy and atmosphere that they 
would have were each one dictated and written as a special unit in 
the correspondence. But what is lacking in these must in some part 
be made up by intensifying and personalizing the content of the form 
letter itself. Modern business letter writing has become the expert 
business it is, principally because business men have learned that, 
since their letters are in such large measure a mechanical output, 
they must play up the letter content in order to offset as far as 
possible the effect of impersonality. The best method for doing 
this is to individualize the content of your form letter as far as may 
be by imagining you are writing to a particular person rather than 
to a class or a list. Keep in mind, not a group of people, but one 
person only of your own acquaintance who is fairly typical of the 
prospect class. This, and probably this alone, will enable you to 
give something of the quality of personality to form letters that go 
out in large numbers from your office. A lace salesman who sends 
out thousands of efficient follow-up letters a year writes his original 
copy to his wife. He waits upon her suggestions before having his 
form letters run off. He claims, that this method of individualizing 
his letters is the one and only thing that has made them successful. 
The adoption of some such plan as this cannot be too highly recom- 
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mended. If, in addition, you will write as you feel, not as you think 
you ought to sound, avoid hackneyed and stereotyped expressions, 
and make your appeals live and direct and human and salient, your 
form letters will defy any machine to strip them entirely of the 
quality of personality. 

It is very transparent hypocrisy, as a rule, to try to imply by 
mechanical means that a form letter is personal. This is frequently 
attempted, however, by inserting by typewriter the name and 
address of the prospect on the multigraphed or mimeographed form. 
We have never yet seen such filling-in that was perfectly disguised. 
It rarely amounts to more than a poor pretense to be personal. It 
is similarly useless to leave spaces in the form letter for the insertion 
by typewriter of words or phrases intended to imply personal atten- 
tion. As in the case of the address, the attempt at disguise is futile. 

The following story may not be inappropriate at this point: A 
certain prospect, receiving form letters that had been profusely 
filled in, in order to make them seem personal, felt anything but 
flattered. He accumulated the whole series and had his secretary 
rewrite each letter in it on the best of paper and with all the care 
that his own most important letters received. He signed each one 
personally. Then he constructed a little folder to which he gave 
the title — 

Why your Letters Missed Fire with Me 

In this he placed each tetter of the sales-form series side by side 
with his owiti A 1 copy. The contrast was all that could be desired 
for his purpose. The fdlder was sent to the sales -manager from whose 
office "the original forms were issued. The manager was 1 a bit nettled 
arid took the time to Write a rather caustic letter to the mail, asking 
just how any one could make the letters in a follow-up campaign of 
five thousand prospects personal and individual. He received this 
answer — 

"It can't be done. Therefore, don't pretend to do it. I do not mind 
being one of many in any worthy business enterprise. But I do mind being 
lied to, and that is exactly what you do when you fill in a form letter. 
You can't fool any of your prospects any of the time by tampering with 
the type." 

Certain kinds of form letters supply to a stenographer and type- 
writer regulation paragraphing and paragraph beginnings for dif- 
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ferent classes of correspondence. They indicate the order of reply, 
not the full content of that reply, to classified correspondence. 
Another sort of office form supplies merely a skeleton or outline for 
letters of one class or another. The stenographer, instead of taking 
full dictation in such cases, is referred simply to Form — . Parts 
to be written in are dictated, but the stenographer follows the form 
of composition indicated by the outline. Some forms carry a per- 
forated strip to be torn off before the letter is sent out and kept as a 
reference stub, or to be forwarded to the prospect, signed and re- 
turned by him. It is a modified style of coupon, for the purpose of 
assisting the clerical force or the prospect, as the case may be. 

The form letter or note is frequently used between the receipt 
of a letter and its reply, in case the reply is necessarily delayed. So 
used, it is both a courtesy and a convenience. It explains to the 
writer of the letter that his communication has been received and 
will be given attention. It serves as a memorandum to the office 
that sends it out. Several days may be required by a business house 
to gather the material necessary to the complete answer of a letter 
of request or inquiry. If in the meantime formal notice is sent out 
to the effect that the matter is receiving attention, much trouble and 
concern may be forestalled. Such forms are equally polite and con- 
venient when used as intermediate between letters of claim and 
those of adjustment. A notice such as the following relieves sus- 
pense at the same time that it retains good will, — 

We beg to acknowledge the receipt of your letter of 

concerning 

The matter will be given careful attention and we shall communicate with 
you regarding it with all possible promptness. 

The difference between a form letter and a circular letter need 
not be too nicely pressed. A form letter is very often a circular 
letter; a circular letter is usually a form letter. In general, the 
circular letter is more of an advertisement in style and content than 
is the form letter. It is set up in letter form, but it is printed, cer- 
tain matter in it may be played up, and the letter itself is more widely 
distributed than the form letter. It is too impersonal to be of serv- 
ice in matters pertaining to claim and adjustment, or order and 
receipt. Its appeal is too general to be of service in such corre- 
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spondence, tho forms are frequently used in these connections with 
good results. The circular letter is well used to initiate a sales 
follow-up campaign. It precedes the regular sales forms and serves 
as the announcer, as it were, of the specialized correspondence to 
follow. It carries with it the advantage of print, — a greater ad- 
vantage than is sometimes supposed. Print has possibilities by way 
of arrangement and variation in setting that other means of writ- 
ing have not yet equaled. It is more likely to get itself read than 
mere typewriting. If this book were set up in typewriting char- 
acters, you could not read it with the ease and facility that print 
affords. The tax upon the eyes would fatigue the whole body. It 
is for this reason that business houses commonly print their longer 
forms. Moreover, they are able to get much more material in a 
printed circular letter than could possibly be placed on a typewritten, 
mimeographed, or multigraphed form. 

Committee letters, such as are sent out to members of an organi- 
zation or to groups of people at large for various social, business, or 
political purposes, may be placed under the general classification 
of form or circular letters. They are usually printed and sent out 
in large numbers. They are compactly made up and the items that 
they particularly feature may be set in large, blackface, or red letter 
type. The salutation may be individual or general. The signature 
of the secretary only may be used at the end of such letters, or the 
signatures of all the officers or members of a committee may be 
placed there. Sometimes, for the sake of imposing appearance, 
the names of a committee consisting of a large number of prominent 
men and women are printed in the letterhead or down one side of 
the stationery. This, however, is a ponderous and sometimes awk- 
ward arrangement. It carries weight in those letters that solicit 
support for public movements and is usually used in such cases only. 

Following are form letters of various sorts. Note especially the 
variety in content and make-up among them, and the wide-range 
use that is made of them: 
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A timely letter that takes advantage of the Christmas spirit to use Human-interest 
copy. Inducement — " buy now before the raise in prices." 

LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 

Make "Uncle Sam" work for you. 

November 18, 1916. 



Dear Sir: 

It is not too early to think about Christmas — the kind of Christmas 
you have always wanted, full of beaming faces and laughter. 

It would be hard to imagine a Christmas present which would do as 
much real good to as many members of the family as a new Chalmers car. 

You really owe it to yourself to go through this winter in comfort. 
If you don't care for a closed car, you will find solid comfort behind the clos3 
fitting curtains provided on the open cars. The curtains slip into place so easily 
and fit so snugly that you can't help but compliment whoever designed them. 

In order to insure delivery Christmas morning of just the car you want 
we will need to enter your order early. Just phone us and we will have someone 
over to see you with full details and designs. 

As you may not have noticed it in the papers our advertisements have 
announced an increase in price on some models, effective December first. An 
order placed now for delivery at Christmas time can be entered under the present 
prices. 

Very truly yours, 

(Dealer's Name) 
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In view of the fact that the six following letters are fresh and original in style, (he 
extreme colloquialism may be considered negligible. 

" A bargain without a reason is no bargain.'* Here is a bargain and a reason for it. 

Paragraph 1 is an attention-getter and paragraph 8 a strong clincher — 

" Act now — these won't last" 

UWMT OLOV» MAKBM W THB EOCKT MOOMTAW MMOW 

GLOVE COMPANY 




Eft* Gloves than 
••HARVEY'S" 



GENUINE HORSEHIDE GLOVES AND MITTENS ARBttT AMY. 

3120 WBST TWENTY-THIRD AVENUE 
DENVER, COLORADO 



(2.00 to $3.00. a dozen EXTRA. PROFIT. 
Do you want it? 

Last week I was in Chicago buying 
leather to cut up into "HARVEY GLOVES," Prices 
were STIFF, hut I found one of the tanners who 
needed business pretty badly, and I got some 
high-grade hors.e-fcide at a low grade price - 
bought ALL I COULD GET. 

It's being made into Gloves HOW. Sam-» 
pies ready NEXT WEEK. Ten days later the 
BEST WILL BEGONE. (Our salesmen won't have 
these. This lot goes quick to MAIL ORDER 
CUSTOMERS ONLY.) 

$9.00 will buy gloves worth $12.00! 

Want to see them? You really CAN'T 
AFFORD to miss this chanc-e. 

Just mail the enclosed card. DO IT 
THIS MINUTE, while you have it in mind, and 
I'll send you on approval 1 Dozen Pairs - 12 
kinds - of these SPECIALS - prepaid. 

Return - at our expense - any or all of, 
them, and order those you want. 

ACT NOW - THESE WON'T LAST. 



Yours^jr Increased Profits, A 
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Opening paragraph — shorty concise, specific, and strikes the keynote of the letter, 
SERVICE. The rest of the letter tells "how toe serve." 



THE 



cow-boy,th«ff 
driver— THBTftB 




LAUOMMT OCOVB MAKKM IM THE KOCKT MOOHTAIH KKOIOW 

THE HARVEY 
GLOVE COMPANY 



GENUINE HORSEHIDE GLOVES AND MITTENS 

3120 WB8T TWENTY-THIRD AVENUE 

DENVER, COLORADO 



VERB'S • rad- 

** hot feci: Yon 
nigktbBjrCKBAF- 
**> Glove* than 
"HARVEY'S" 
but yon csn* bay 



ARBNT ANY. 



We can help you - A LOT! 

Think how much YOU can USE US to huild yourself 
a "bigger, better-paying glove "business. 

We're right here, near you. You get the quickest 
possible service - only a couple of days and you have the 
gloves. Our stock is large, so you can really USB OUR PACTORY 
for your stook room. And our complete manufacturing plant is 
YOURS. Our dies - tools - machines, and trained glove makers 
are just waiting to work for you. If we happen tobeout of 
some style you order we don't "back order" it - HOT US! 

WS MAKE IT - q-u-i-o-k. 

This means DOLLARS IN YOUR POCKET. For you can do 
mow business.. With LESS MONEY TIED UP. Can keep your stock 
fresh and clean sending small orders - often. 

You know HARVEY GLOVES - hand and machine sewed. 
They're MONBtf-MAKBRS for you. And we're fixed to give you 
BETTER SERVICE than ANYONE ELSE - GOSPEL TRUTH! 

So if you don't use ua y-o-u 1-o-s-e. 

Pill in the order Wank NOW, - or mail card for 
samples and leave the assortment to me - you'll like what 
X send. 

Delay means lost profits - POR YOU. 

Yours fop* service, 



OHHJr/JAR 
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Distinctive and different. We are interested because, if we taught ourselves type- 
writing, that's how our first efforts looked. Then, too, we want to help "Bitty," 
so we writ* that neglected letter to "Billy's" boss. 



THB fctmr, tbt 
ranchman, tbt 



cow-bey.tlM stage 
<M*tr-rTHST*«B 



who hammer on 



jrat! far 
"HARVEY*!" 



LAKOEtT OLOVB MAKEM IW THE EOCKT MOUHTAW EEOIOM 

THE HARVEY 
GLOVE COMPANY 



GENUINE HORSBHIDB GLOVES AND MITTENS 

3120 WEST TWENTY-THIRD AVEMUB 

DENVER. COLORADO 



VERB'S a rtd 
" hot fact: Ton 
might bay CHEAP- 
ER, Gloves than 
"HARVBY'S" 
but yon can't bay 
BETTER^ OOM- 

Thctc 
ARBITT ANY. 



deer Frend/ 

my boss iS mad an Ime afrade lie git fired that 8 

why ime ritin i Swiped this paper outen the waste bastkit 

to rite you a leter on/ 

mY "boss has rote you some leters & when hes dun 

ritin one he gives it to me an i put in a kard for youto 

sine and send bak? tHen I li^k the leter shut an stick 

a stamp onto it an male it but my boss, is mad#you dident 

send bak no kard an my boss is fore at me an sez i dident ^ 

put no kard into youre leters 

or elts I didehT male your 

leters/ an ime afrade hell fire me /thaTs why ime ritin< 



mi bos^s sez if bizness. men .new how good harvey 
gLoves is he'd have so roeny orders he cudent make enuff 

glovs to fill em with"tHey shure are peeches for 
evrybudy likes them 

rite 
& I want you to plese/to my boss 



tell him you got the kard allrite 

plese do it qui^k for Ime in 



•tell 

an that Ime not to blaime 
t rubble 1 need my joB 



thats why Ime ritin so plese anser by male an sine the 
kard or rite a leter so i wont git fired 

from yourf TrulayO . Ay^ 
the offia b<^/ 
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Another "Service" letter. This time how we are improving our service, and how 
these improvements will help your sales, are themes interesting to the customer. 
A real dealer-help letter. 



THBbniMr.tlM 

eaw-boy.tbaatafe* 
driW— THKTKB 



tha coanter and 

yallfar 
"HARVEY*!" 



LAROE1T OLOVB MAKSM W THE KOCKY MOUWTA1W KBOIOH 

THE HARVEY 
GLOVE COMPANY 

<7*ANUP ACTUKBftS OF 

GENUINE HORSEHIDE GLOVES AND MITTENS 

3120 WB8T TWENTY-THIRD AVENUE 
DENVER, COLORADO 



VERB'S • cad- 
" hot fcet: Yo« 



BR, OIotcs than 
"HARVEY'S" 
but yon can't buy 
BBTTBR, onea— 

There 
ARBNT ANY. 



PERFECT SERVICE , 

You want It. AND WE GIVE IT I 

Upstairs in our cutting and sewing rooms, 
every employee is on the watch ALL THE TIME for 
ways to make "HARVEY GLOVES " BETTER. Down here 
in the office we've got our coats off working to make 
the quality of Harvey SERVICE equal that of Harvey GLOVES* 

It's SOME JOB - Believe me I 

But we're GETTING THERE WITH BELLS ON.' 

Our HEW STAMP helps a LOT. Just turn over the 
"blotter and take a look at it* Stamps EVERY GLOVE with 
our name* Gives the stock number* Tells you the KIND 
0? LEATHER* And shows whether HANDSEWED or not* It 
beat 8 a oatalog - and don't cost one HUNDREDTH PART as 
much* You oan't LOSE it - nor MISPLACE it! It's ALWAYS 
THERE - JUST WHERE YOU WANT IT* 

Besides, It IMPROVES THE LOOKS of the gloves, 
and HELPS YOU SELL them* It makes REORDERING easy, for 
you know just what to order - the numbers are right there 
on the gloves* 

You know HARVEY GLOVES. They make HAPPY HANDS 
wherever they go* They PLEASE folks and BRING THEM BACK 
TO YOUR STORE* They make business HUM * That's the kind 
of gloves VOU NEED* 

Here's a card* Drop it in the mall* Why not 
this MINUTE? We'll send - prepaid - a few of the BEST 
SELLERS. They'll PLEASE YOU A-PLENTY. 




tager. 
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A real human letter. A bit "spotty" in display; still, that very "spottiness" carries 
out the idea of ike writer's distraction. It's an urgent letter and looks and sounds 
as if it were. 

LAKQBOT OLOVK MAKMW 1W TUB KOCTTMOOWTAW MOIOM 

GLOVE COMPANY 5332 




GENUINE HORSBHIDE GLOVES AND MITTENS ABBOTT AMY. 

3120 WB8T TWENTY-THIRD AVENUE 
DENVER, COLORADO 

7. £4.16. 

Messrs* Carlton & Jonas . 
Barnes, lew Hex* 

Gentlemen :- 

SOMBTHIB&'S WBOHGJ 

I don't know WHAT. 

Tour name oame up in the office this morning and 
they asked me why we hadn't had an order from you for so long* 

I was stumped. I DIDH'T PTOWi 

It's been bothering me SVSR SItfCB. And I OAH'T 
figure it out ! 

There must he a reason or we'd hare heard from yon. 

WHY 13 IT? * 

WHY IS IT? 

WHY IS IT? 

Bare we offended yon? Or» perhaps, disappointed 
you in some way? Surely we didn't IHTEHD to. 

But we're human - same as you. Heaven knows we 
all DO TRY. but, sometimes* mistakes will happen. You'll 
find us quiok to correct them and GLAD OF THS CHAHCB. 

So tell me - will you? - Just what's wrong. 
Here's one of our envelopes - with a stamp on it: Just 
turn this letter over and write me on the haok of it and 
tell me the trouble. And please do it MOW. I'd do as 
much - and more - for you! 

Will you DO IT? I'm waiting 




ger. 
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The following reply to the foregoing letter was written on the reverse side of the Utter 
itself and sent to the Harvey Glove Company. 



Dear Mr* Geo. H. Harvey, Jr., 



HOTOIHG'S WROHG! 
Row you know WHAT, 

Don't need any gloves at the present moment of time. 

There's the REASON. 

Sure MISTAKES will happen in the best of families 

but if you've made any we haven't discovered them. 

As B-4, 

Carlton & Jones, 



-4. /4y&*^<^ 
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Primarily a letter of inquiry, but with enough sales talk to arouse interest. 



HINTED OH TBS MULTIOtAPH 



THE AMERICAN Ml LTIGRAPH SALES COMPANY 

Executive & General Office* E.4o s $t&KeHeMve. 
Cleveland.Oldo.U.SA. 



We have been able to assist many Canners and Packers in 
solving some of the problems peculiar to their business 
and to turn a dead loss into a live profit. 

This result was accomplished through Multi graph equip- 
ment, and the facilities it gave them to quickly and 
privately imprint their labels at a cost of 9^ a thou- 
sand, using ordinary factory help for the work. 

In a number of cases large runs of labels, rendered use- 
less because of certain changes, were saved and made 
available for use by simply blocking out old wording and 
imprinting new wording — on the llultigraph. The cost of 
having this work done outside would have been prohibitive. 

The Multi graph can also be used for printing stationery, 
forms, and advertising matter — including form letters, 
of which this is a sample — at a saving of from 25£ to 
75< over current prices for printing. This letter-head 
was printed on the Multi graph. It illustrates the class 
of work that can be done. 

If you have sufficient printing or imprinting to make 
its present cost a real item in your expense account, 
put your time against that of one of our representatives 
and go into this matter in detail. You will not be ob- 
ligated in any way and the saving figured out through 
such an investigation may truly astonish you. 

Just si|jn and return the enclosed card. 

Your 8 sincere 



Ad-691/LWJ General SakwrManager 
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Why is the Underwood the best typewriter? The writer gives facts, figures, tests and 
strong argument to prove that it is. Note the forceful "snapper" at the end. 

An Investment 

Great business interests find difficulty in securing $10,000 a year 
men, that is, men who are able to earn $10,000 a year, while $1,000 men greatly 
exceed the demand. This difference represents merit — actual, individual worth. 

In the employment of your office help, you certainly consider merit. 
You do not pay your office boy the same salary that you pay your private secre- 
tary or confidential clerk. Nor do all of your stenographers or typists, if you 
employ a number, receive the same compensation, but rather you pay them in 
accordance with services rendered, recognizing the business principle of value 
received. 

A typewriter is "office help," and there is as much difference in the 
respective merits or earning capacities of the different makes of writing machines 
as there is in the services of your employees. A poor typewriter will limit the 
capabilities of a good stenographer, while the best machine contributes both to 
the greatest efficiency of the operator and satisfaction of the owner. 

In the International Typewriting Contest at Madison Square Garden, 
New York City, October, 1911, operators using Underwood typewriters won 
every contest in every class, at a rate of speed ranging from 18.4 % to more than 
30% over any other operator on any other machine, and similar results have 
been shown by different operators of the Underwood each year during the past 
five years. This proves conclusively that the Underwood typewriter enables the 
operator to acquire an average efficiency at least 20 % greater than can be ac- 
quired on any other machine. 

Now, for example, let us cut this average efficiency in two, showing 
but 10% in favor of the Underwood. This will increase the capabilities of an 
operator receiving only $10 per week 10 %, or One Dollar a week, which is Fifty- 
Two Dollars a year, or Two Hundred and Sixty Dollars for five years. This 
advantage in favor of the Underwood increases proportionately with higher 
salaries. 

Doubtless other machines can be bought for less money than the 
Underwood — say, from Ten to Fifteen, or Twenty-Five Dollars, depending 
entirely upon how much less the manufacturers are willing to admit their machine 
is worth than list price. Let us say, for illustration, you buy another machine for 
Fifteen Dollars less than the Underwood. This means for five years a saving of 
Three Dollars a year — Twenty-Five Cents a month — less than One Cent a 
day for twenty-six working days. In addition to this, it is an established fact 
that at the end of five years the Underwood has the highest exchange value of 
any typewriter on the market. 

Are you willing to sacrifice 10 % greater efficiency on the part of your 
stenographer, which means Two Hundred and Sixty Dollars for five years on a 
salary of $10 a week, to say nothing of more satisfactory work during the time, 
for the temporary total saving of Fifteen Dollars? 

This is a business proposition. 

It's up to you! 
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The gist of the letter — a Chalmers is the "allrround" desirable car. The desired 
points are then staled concretely in the order of importance. It well illustrates 
the principles of a good letter, — unity, coherence and emphasis. 

LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 

Make "Uncle Sam" work for you. 

November 25, 1916. 



Dear Sir: — 

A CHALMERS SEDAN will £ive you a new degree of motor car 
satisfaction. 

Its universal popularity is well founded on many things required of a 
car by people who have driven car after car, finally to settle on a CHALMERS. 

It has lightness, but is without the extreme lightness found in so many 
cars which fail to save the passengers from road shocks. 

It is active, so that the CHALMERS driver is the first to get away 
in close traffic. 

It is quiet, all because the motor is properly designed and balanced; 
the car as a whole is balanced just right, and correct adjustments are made to 
lessen the possibilities for annoying rattles. 

It is elegant, a quality so essential in these days of seeking something 
different from one's neighbor. The Chalmers design is one to cause people to 
recognize the driver through his "different" car. 

It has power, in fact a reserve power which will surprise even the 
driver who knows the limitations of high-power cars. 

It is economical, because the first cost is low and there is a freedom 
from interrupted service inbuilt in the car itself. Dollar for dollar, the money 
invested in a CHALMERS will produce more satisfaction than in any car we 
know of. 

We want to show you these CHALMERS qualities in the car itself. 
Just note the most convenient time on this letter and mail it to us, or telephone. 
We will show you the CHALMERS idea of motor car satisfaction. 

Yours very truly, 

(Dealer's Name) 
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Letter featuring " exclusiveness" with little reference to economy. Subtle flattery in 
the concluding paragraph — u your position and your purse approve this car." 

LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 

Make "Uncle Sam" work for you. 

December 2, 1916. 

Dear Sir: — 

The CHALMERS Sedan is a beautiful car. 

It has a distinctive look that gives the appearance of having been 
tailor-made for just your use. It stands head and shoulders in style over the 
other cars at the reception, the opera, the curb or on the road. 

Driving a CHALMERS Sedan creates a better impression among 
your friends. 

In purchasing a Chalmers Sedan you will be one of the few in this 
section who have bought this particular model Chalmers although everyone is 
talking about it. 

That makes it exclusive. 

The motor in the CHALMERS Sedan is the same velvety smooth 
motor that has performed so well in over twenty thousand other model CHAL- 
MERS in this same series. It has a combination of power and quietness which 
meets the conditions of the tour as well as the demand for quietness and elegance 
in its city functions. 

The price is reasonable and the maintenance is economical. 

It is the car you can afford to buy. 

Yours very truly, 

(Dealer's Name) 
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Utility appeal: get all tfiat's coming to you and get it now. Note the effective use of 
concrete, graphic words in paragraph 4> and the figurative language. 

LETTERS THAT SELL CARS 

If this letter looks good to you, use it. 

Make "Uncle Sam" work for you. 

December 15, 1916. 



Dear Sir: — 

If you are putting off the purchase of a new car until next Spring you 
are depriving yourself of real comforts which are rightfully yours. 

The CHALMERS Sedan is the ideal all year, all weather, all purpose 



Your purchasing a CHALMERS Sedan now will provide you with all 
the comforts and pleasures of protection from the Winter's blasts, rains, and 
melting snows. More than that, when Spring and Summer come you have a 
perfect open car. 

The motor in the CHALMERS Sedan is the smooth running, quick 
acting, Chalmers motor which has a steady velvet-like pull and is a giant for 
power. 

These features are matters of construction, coupled with which is a 
design that immediately strikes you as decidedly different from all other cars 
you have seen. The CHALMERS Sedan has a custom-made appearance that 
creates a justifiable pride of ownership. 

There are many other qualities in the CHALMEttS Sedan which 
must be seen to be really appreciated. Come in and learn how comfortable you 
can be this Winter in a CHALMERS Sedan and at not much cost either. 

Yours very truly, 

(Dealers Name) 
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Catering to public means increased profits. Pure air in crowded places is difficult 
to secure. Vento Boilers and Ideal Heaters solve that problem. 




AflEMplffiplTOlY 



Arco Wand Vacuum Cleaners. 



st. louis kansas city london 

boston providence atlanta milwaukee sam francisco paris 

worcester washington birmingham st. paul losanoeles cologne 

buffalo pittsburo new orleans omaha portland brussels 

rochester cleveland. indianapolis denver spokane berlin 

detroit cincinnati minneapolis seattle toronto vienna 

chicaao dks moines brantford milan 

4 Gknkral Offices. 816-822 South Michioav Avevue. 

Chicago. U.S.A. 



Dear Madam : 

Larger and better class audiences are assured to owners 
of theaters and halls where the people know they can enjoy the 
amusement or the instruction offered them and at the same time 
he guaranteed they are breathing an abundance of warm, fresh , 
invigorating air, regularly supplied and without drafts* 

The enclosed circular graphically illustrates the ideal 
way of warming and changing every twelve minutes or oftener 
the air of a theater or hall. It gives a partial list of 
theater owners in all parts of the country who have demonstrated 
not only the perfect working of the outfit* hut who have also 
found that it pays to thus cater to the people* 

These outfits are not used for theaters alone , hut are 
being put in many shops and factories where the steady freshen- 
ing of the atmosphere prevents drowsiness of the workers due 
to "stuffy and close"- air* 

VENTO Heaters and IDEAL Boilers perform their work accur- 
ately and with the utmost economy and durability • and their 
efficiency is fully guaranteed in all respects* That is why 
they are used and endorsed by eminent engineers in America, 
Europe and Australia* Correspondence is cordially invited and 
we shall be glad, on request* to give you more detailed informa- 
tion covering the exact heating and ventilation needs of your 
buildings Awaiting the favor of your inquiry* we are 

Your 8 very truly, 

AMERICA* RADIATOR COMPACT 
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Form postal sent to prospects. Makes action easy. Just fill in and return. 

New York,... ; — 191 

Yawman & Erbe Mfrf. Co. 
360 Broadway 

You may have your representative call to see our 

M 

on .' at *;5S; 

Very truly, 



Address. 
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Devices for making action easy: cards, coupons, suggestions. 

I am interested in the Multigraph and 
Mr. Manager. Tell me more about the 
accomplishments of both — without 
obligation. 

Name •> 

Position ... 

Concern 

Address 

Frtnted on the Multlfraph M.mTC 



Date. 

Angier Mills : 



This post card is an invitation for Angier s Blotter Book to pay us a 
visit. It shows that we have an "open mind" for a new idea — if 
that idea really will help to increase the efficiency of our business. 

Send it along, please, postage prepaid, for ten days' free inspection. 
At the end of that time, if for any reason we do not want to keep 
it, you will at our request furnish return postage. Otherwise, we'll 
remit $2.00. 



Name of Company . 

Name of Official 

Street Address 

City and State 
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EXERCISES 



1. Assume that you are in charge of an employment bureau in your school. 
You wish to secure positions for members of the graduating class. 
Write a form letter to a selected list of business men stating the 
qualifications of the pupils in that class. 

2. You have opened a private school for children, six to ten years old. 
Write a form letter to mothers of the well-to-do class soliciting their 
patronage. 

3. As Business Manager of the high school athletic club in a town of 
10,000 you find yourself in need of funds to support the school teams. 
Write a form letter to the business men of the town asking for con- 
tributions. 

4. Write a form letter for the sale of some good business publication for 
young business men. 

5. Write a form letter for the sale of the St. Nicholas Magazine to 
mothers of small children. 

6. Christmas is at hand. You have a fine stock of jewelry and novelties 
for the holiday trade. Send out a form letter about it to a selected 
list of your customers. 

7. Write a publisher's sales letter for the textbook you are using. 

8. What difference would you make in writing sales letters on the same 
subject, such as books, gloves, etc., to a man and to a woman. Write 
two sales letters to illustrate. 

9. Assume that you are the manufacturer of a typewriting machine. 
Write a form letter that you would send out to small business men 
who do not have stenographers; to authors and clergymen who do con- 
siderable writing for publication. 

10. Outline a follow-up series for selling Victrolas to farmers. Write the 
first and the last of the series. 



CHAPTER XI 
ANNOUNCEMENTS, NOTICES, RESOLUTIONS 

A sales letter series is sometimes initiated by means of a brief 
printed or engraved announcement. It may be the announcement 
of a special sale, of a new line of stock, of particular terms and so 
forth. It is brief and colorless in content, and dignified in make-up. 
Persuasion thru the cumulative process is left to the letters that 
follow it. Its purpose is merely to inform. 

But the announcement is by no means confined to the initiation 
of sales follow-up correspondence. It is used to acquaint people of 
removals, openings, expansions, new relations, and of all other 
matters in which they are likely to be interested. Special oppor- 
tunity or change of any sort is a legitimate subject for the announce- 
ment. When a new representative is engaged by a house, the new 
relationship is usually announced by means of card or formal note. 
The representative may himself have such card or note printed or 
engraved for distribution among his business acquaintances. The 
printed or engraved announcement form may advise not only of the 
arrival of a buyer or of a meeting of directors, but it may run thru 
the whole gamut of business into semi-social and social affairs. It 
may announce the Opening of a play, the hours of an exhibit, a series 
of lectures, and it may become, therefore, as broad and varied in 
its scope as the field of correspondence itself. It may be published 
in the newspapers or other organs at regular advertising rates. Thus, 
it becomes on occasion a formal advertisement, and it ma} r even be 
a sort of preface or tickler for a series of advertisements to follow. 

The announcement is anticipatory as a rule. The notice on the 
other hand is more likely to be conclusive. The difference between 
the two must not be insisted upon too closely, however. The two 
words themselves are used by" the vast majority of people as almost 
synonymous. But the distinction here made is somewhat corrobo- 
rated by the colloquial reference that is made to certain news records. 
We almost invariably say that an engagement or a marriage or a 
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birth is announced, but we speak of a death notice. We rarely say 
that a death is announced, or that the Newlyweds give notice that 
they are married. 

In business use the notice very frequently takes the form of a 
warning: "Notice is hereby given that on and after a certain date 
such and such a thing will be done." It may thus be used to conclude 
certain terms laid down by an announcement. A banking house 
may announce that deposits received on or before a certain date will 
draw interest from a certain time. It gives notice at regularly stated 
periods of the conditions of its finances, and it calls this notice a 
statement. A business man may make an announcement to manu- 
facturers that he is open to represent them in certain foreign parts. 
Shortly before his departure for those parts he will send out a notice 
that he is to sail on a specified date and that commissions must be 
closed on a certain day and hour. All of this may be done by means 
of letter, and it is letter notices and announcements that are being 
considered here. But such forms may be played up in type and 
inserted in regular advertising mediums, and they may also take 
the form of printed circulars and posters. 

A resolution is a formal proposition adopted by a body of people 
after due deliberation of the subject concerned. It is the expression 
of united action or unanimous conviction. It is a collective request 
or decision, with reasons. These reasons are usually stated at the 
beginning, each one standing as a separate dependent clause. The 
clauses are introduced by a subordinate conjunction, in most cases 
by the word whereas. In a concluding independent clause the resolu- 
tion or request itself is stated. After this the signatures of all parties 
to the resolution, or of certain ones appointed to act, are affixed. 
Each reason for making a resolution should be written in a separate 
clause and paragraph. The last clause in which the resolution 
itself is stated, may be written in larger type or with wider spacing 
than the rest, if the cause seems to justify special featuring. Like 
notices and announcements, resolutions are usually far more general 
in their purport and appeal than the ordinary letter. For this 
reason they are frequently printed in papers and also issued as 
posters and circulars. 

Announcements are usually made up in formal note or letter 
style, without any display whatever of word, clause, or sentence. 
When presented in the form of advertisements, however, they not 
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infrequently carry a decorative border or setting. The better class 
of house issues card and letter announcements in engraving only. 
The make-up is uniform, brief, and crystal clear. 

Notices, being closer to advertising than either announcements 
or resolutions, are sometimes set up in catch and fantastic form. 
Care should be taken in matters of display and arrangement in case 
it is desired to feature certain points in a notice. The proper words 
must receive the accent, and the arrangement and the decoration 
must not be permitted to detract from the salient points. To issue 
notice of a baseball game on a diamond-shaped card bearing the dia- 
gram of the field is highly appropriate. To issue it on stationery 
bearing the letterhead statement and illustration of a yachting club 
would be somewhat inappropriate. A college boy wrote the notice 
of the last game in a series in this fashion, — 

We're DEAD SURE to win that game if you 
make it a point to buy your tickets now and to 
be on hand without fail. 
etc. 

He followed this with statement of price of tickets and place at 
which they could be bought. He put into his notice all the informa- 
tion necessary but he made a serious error in the display and arrange- 
ment. Dead sure are very unimportant words in this notice and to 
emphasize them simply serves to puzzle the reader rather than to 
impress him. The arrangement is too quiet and regular to have 
the attraction that the content of the notice demands. Something 
of this sort would have been better, — 





YOU 






CAN 




WIN THAT GAME 






BY 




BUYING 


YOUR TICKETS 

AND 


NOW 


BEING 


ON HAND TO ROOT 




ETC. 
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In displaying the salient features of a set of resolutions for pur- 
poses of emphasis and convenience, it is a good plan, first, to give 
a title to the form, and, second, to capitalize the important words 
in the dependent clauses. The independent clause may be capital- 
ized in full, or just the important words in it may be played up by 
means of capitals. The whole resolution may be set apart from the 
rest of the form in order to make the decision or the request stand 
out more prominently than the rest. When announcements, notices, 
and resolutions are issued by employees or employers, the considera- 
tion of proper display is an important one. Much time may be 
saved by making a piece of writing or print easy to grasp. If cap- 
itals are used to this end, the capitalized words from the beginning 
to the close should be made to read, as far as possible, as a continu- 
ous and connected statement. 

The following models of the different types considered in this sec- 
tion may be useful, not only as illustrations of the text, but also as 
guides in writing others, whatever the degree of variation required: 



In addition to publishing personal announcements in technical papers; a business 
house often sends a card thru the mail to interested persons. Such cards are 
formal in tone and makeup. 

WE TAKE PLEASURE IN ANNOUNCING THAT , - - 

Mr. Howard J. Gee, formerly representing. 
The Macmillan Company in New Jersey, has 
now affiliated himself with our firm as 
Special Representative. 

respectfully, 

HINDS, HAYDEN, & ELDREDGE, INC. 
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Exclusive hotel announcement. The script engraving and the well-arranged 
form reflect the elegance of the hostelry it advertises. 

The 3\(ew zJtiConterey Hotel 

North Asbury Park, New Jersey 

will open for the 

Fifth Season 

on the afternoon of 

Saturday, June the thirtieth 

nineteen hundred and seventeen 

Sherman 0. Dennis 
Manager 

Unusually high-class business announcement. The engraving, Old English script, 
and the formal language bespeak the London tailor. 

j&tepatelme** 

m tie matter of pout elotbes tot Opting anb feummet 
is tie gf0t of tW message. 

gout elotbes proclaim pout petsonalitp 
tobetbet tot social, business ot outing affaits. 

9& part in 

toitb matetials ano tootfemansbip to enbeabot 

to ffibe Distinction to tbem. 

J bope to babe tie opportunity tbus to setbe pou. 

dBeotge 2L. ^atfftett 

290 JFKtfc atwnue 
j&tto jporfc 
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Simplicity and good taste recommend this card. The severe lettering and the general 
tone are in keeping with the dignity of the Guaranty Trust Company. 



We have pleasure in enclosing a .booklet which we have 

just published, entitled, "War Loans and the United State*." 

It deals with die loans made by our own country in its wars, 

from the outbreak of the Revolution to the end of the Spanish 

War. The general subject of loans in connection with the 

present war, and the economic possibilities created by them 

from the standpoint of our own country are also discussed 

briefly. 

Guaranty Trust Company of New York 
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This announcement is as it should be. The layout is simple and in good taste. The 
copy is direct, concise, and clear. Note in the second and in the last paragraph 
the use of the parallel construction for clearness and emphasis. 

Guaranty Trust Company of New York 

140 Broadway 

Fin* Avemw Branch Capital $ 20,000.000. Surplun * 20.000,000. ,^. Mnrr * 

* r*fih Avenue and 4*#Si. MiiSKSi «££?•" «■ r 

.c^«*^*— «•• Cable Addrcsa'Fidelita.- ^^S^x^i-^ 

New York. February 28th, 1917 



"ACCEPTANCES" 



To Our Depotitors: 

AMERICAN business men and bankers are rapidly increasing 
the use of this valuable instrument for financing trade, which is simply 
the buyer's acknowledgment of the correctness of an invoice with the 
agreement to pay for the goods at a stated time. 

The use of the acceptance strengthens the credit of the buyer, 
enables him to buy to better advantage, systematizes his purchases 
and payments. For the seller, it reduces the burden and loss of the 
complicated and unproven open account. To the bank, it provides 
approved commercial paper. It turns the buyer's credit and the 
seller's wares into immediate money. 

New and profitable business opportunities are now opened by this 
new line of financing for the banker, the business man, aflhd the investor. 

The general use of the acceptance in the United States had its 
actual beginning shortly after the outbreak of the European war. At 
that time, under the New York State Banking Law, the Guaranty 
Trust Company was the only institution in New York accepting ster- 
ling drafts payable at a future date. 

How the American market for acceptances is being built up; why 
the acceptance is a readily-negotiable credit instrument, and why it is 
a sound, circulating medium of finance, commanding a low interest 
rate, is told in our descriptive booklet entitled, "Acceptances," which 
we shall be glad to send you upon request. 

Guaranty Trust Company of New York 
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Effective layout. Important points emphasized by size and face of type. 



Home Life 

is pleased to announce that 

Mr. Norman J. Lott 

is now associated with its 
Western Advertising organi- 
zation. 

HOME LIFE PUBLISHING CO. 
J. E. FORD 
Western Advertising Manager 
Chicago 



February 19, 1917 
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Theater managers bear in mind the "first-nighters" and announce to them coming 

productions. 




wessrs. Cohan and Harris have 
*y* the honor to announce the First 
Performance on Any Stage of; "THE 
WILLOW TREE," A Fantasy of Japan, by 
BENRIMO, (part author of "The Yellow 
Jacket,") and Harrison Rhodes, at the 
Cohan and Harris Theatre, 226 

West 42d Street, near Broadway, on the 
evening of Tuesday, March 6th. 

Should you desire seats for the open- 
ing, or other performances, your order, 
accompanied by check, will receive im- 
mediate attention. 



The regular Seat Sale for the 
opening, and subsequent per- 
formances of. "THE WILLOW 
TREE," will begin at the Box 
Office of the COHAN AND 
HARRIS THEATRE, Thursday 
morning, March 1st at 9 o'clock. 
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A courteous and unique recognition of goodwill advertising. 



DR. JAMES H.DRAKE FORD 

OPTOMETRIST 

IIO WEST 3*lf STRUT 

RCWVORK 

TCLC»MOMC MIIUVIMf 



MCAtt Rcecrr my thanks for your courtesy 

- • , '. • _■..'.. '••• • */* ■ - - 

IN RICOMMENDINQ ME TO* VOtiR FRIENDS. ONE OF WHOM 
CONSULTED Ml TO-DAY. I'HAVC ENDCAVOREO TO RJECIF- ■ 
•tOCATEt IY CXTENOIN9 PAINITAKIM9.ANO COURTEOUS 

'; '. TREAYMENT. 

RESPECr/UkLY, . 



Salesman announcement cards. Not too breezy, but just wholesome, cheery 
greetings to pave the way. 



Rainbow Packing 

Peerless Piston and 
Valve Rod Packing 
Rain-Besto Gaskets 
Rubber Belting 
Friction Surface Belting 
Air. Acid. Oil. Steam 
or Water Hose 
Rubber Valves 
Eelipse Gaskets 
Rubber Cement 
Bottle Filler Rubbers 
Creamery Hose 
Matting * Tiling 
Ammonia Rings 



I'LL BE WITH YOU 

-"Johnnie on the Spot" 

on or about the 

of 



JUST HOLD THAT ORDER 

Yea KNOW I. have the GOODS 
with the right Quality and the 
right Prices. 
Please cheek to Jog your memory. 



"Tom Marshall says he will work Hodgenville next Saturday. 
He will afford you an opportunity to buy paper. 
"You know Tom." 
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The human-interest touch. A bit sentimental, perhaps, but none the less good. 



IN LEAVING our old business 
home, where we have lived and 
worked, and prospered, and made 
friends since 1894, it is with feel- 
ings such as are ever associated 
with parting from places we have 
loved and enjoyed. 

It is a matter of deep satisfac- 
tion to us that during the twenty- 
two years we have been at the old 
store, and during the fifty-two years 
we have been doing business in 
Chicago, we have been able to place 
millions of splendid musical instru- 
ments in the homes of the people, 
in the schools, and in places of 
public entertainment. 

It is a genuine pleasure to con- 
template that the music made upon 
these instruments will long continue 
to inspire and enrich the lives of a 
vast, uncounted multitude. 

In a few days our old home will 
be but a memory of days that are 
gone. Our new home is even now 
a present reality, and a bright 
promise of the better days that are 
yet to be. 

Boulevard 
Wabash Avenue at Jackson 
Chicago, April 29, 1916 
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Good layout. Illustration tells the same story as the copy. Big Fact used ^ 

proof. 



26,000 cities 
towns and hamlets 




are connected hy 

WESTERN UinON 

The system cost millions to 
build, yet its advantages are 
yours for as little as 25 cents 
for a 50-word night letter. 

THE WESTERN UNION TELEGRAPH CO. 
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Announcement that accents the "you attitv&b.*' 






CONTINENTAL PRINTING COMPANY 

24*~?4& WEST 38TIL£QtEET • NEW YORK 




Announcement 

I beg to announce 
that I am now con- 
nected with the 
above Company's 
selling force, in 
which capacity I 
will be better able 
to serve you than 
ever before. 
I am 



At your -service 

Richard J. McGuirc 

FORMERLY WITH 

Walters &T Mahon 
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The Prince of Letter Writers! Whoever so put himself into cold type and made it 
pulsate with life t But what's the difference! You are my friend" 




Name- 



Address - 



July 22nd f 1913. 



Dear Friendi- 

Your subscription to the Philistine 
exvired with the July issue* 

Nothing is too good for Philistine 
subscribers. When there are plans to be passed 
out I want you to set your share. 

We have printed a few De Lute volumes 
of little Journeys and bound them in a most 
artistic fashion. 

I was going to write you about these 
volumes and then just deoided to send along one 
of the books on suspicion. The retail price of 
this volume is _ but what 9 s the difference! 
you are my friend. 

The book is yours free, gratis 9 for 
nothing, if you will fill out the enolosed 
Renewal blank, and send to us soon. We must 
have you with usl 

With love and blessings to you 
and yours 9 I am 

Tour sine ere, 



&6uJt 



Voteti 

for 
women 



International 
Disarmament 




Good 



Tree 
Plant 



Children 
Garden^ 1 



eouiJi 
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The suggestive "to gladden your heart 1 " is more effective than pages of description. 
Who but Elbert Hubbard would close "with love and blessing to you and yours" t 




Name 

Address _ 



September 10th, 1913 



Dear Friendj 

Here are two books, peculiar, unique, 
artistic — different. 

* They can't be described, so I've sent 
then right along to gladden your heart* 

Also, so you can gladden Some One 
else's heart at Christinas Tine - if you 
wish. 

Tour subscription to The Tra ex- 
pired with" the September number. 

Of oourse we want you to remain one 
of our big Fra Family. 

These precious books are yours as a 
premium with a renewal of your subscription* 

Just use the blank — you understand! 

With love and blessing to you and 
yours, I am 

Your sincere, 



&^$6+M+^ 



VotGL* 

Women 


International 
Difaraaroorit 


Good 


Tro© 
Plartt 


Childre^ 
Garden^ 

1& 


Oral 
KiSht 
eotuji 
nejy< 
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Dealer-help announcement. Paragraph 2 has more in it than meets the eye. 
It's worth reading over. 

March 2, 1916. 

Dear Sir:- 

Stein-Bloch Smart Clothes are to have anew 
home in Cleveland - at the new store, of 
E. J. Hirsch, 656 Euclid Avenue and 3 
Taylor Arcade. 

For two years we have refrained from making a 
connection in- your city "because we pre- 
ferred to have no representative at all, 
rather than a connection that did not 
fully measure up to our well-known high 
standards. 

Now we have found the merchant, the location, 
and the standards of merchandising that 
.justify our connection. 

Naturally, a house like The Stein-Bloch Co., 
that has had sixty-one years of successful 
business experience, is most particular 
about the class of stores that represent 
it. And you may he sure that any house 
that enjoys our confidence is worthy of 
yours also. 

Mr. Hirsch was formerly in charge of the men's 
clothing department of The May Co. He 
brings to the new store the most modern 
methods of merchandising and up-to-date 
ideas of service that will make you recog- 
nize and appreciate the store as your 
store. 

The new Stein-Bloch Smart Clothes for Spring 
are ready. 

Just say ' 'Stein-Bloch 1 f at the home of E. J. 
Hirsch and every courtesy and considera- 
tion will be shown you. And there will 
not be the slightest suggestion of any 
obligation to buy. 

-Very truly yours, 

TFP. The Stein-Bloch Co. 
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A woman can't resist "Something for nothing" especially when thai something 
is both attractive and exclusive. The gift and the shopping list will bring her 
to the store; then it's up to you to sell her haberdashery. 

- Dewolf & Blomgren 

DESIGNERS OF MEN*S WEAR 

FIFTH AVENUE 
MOLINE, ILLINOIS 



Dear Mrs. 



At this, the Holiday Season, when the world is naturally 
in its happiest mood - every one giving and receiving - we write to 
tell you of a little gift we have here at the store for you. 

It is a genuine hand-colored water-color calender, De 
Luxe edition, entitled, "Love's Gift Divine, 11 by Zulu Kenyon. You 
are aore or less familiar with Miss Kenyon 's work and this is con- 
sidered her masterpiece. It shows a beautiful mother taking a 
charming little baby upstairs at "sleepy time." 

Owing to its expense we have but a limited number and are 
reserving one for you under your name. There will be no advertise- 
ment on it, merely our card which may be easily detached, so we feel 
sure it will merit a place in your home. 

It is far too pretty to chance breaking.it in the mail, 
so bring the enclosed card to the store any day convenient between 
now and Christmas and we shall be glad to give you your copy. 

Let us be the first this year to wish you a happy Holi- 
day Season. 

Cordially yours, 

DeWolf & Blomgren, 

by 
HAD/D 

P.S. The enclosed Shopping List we believe will be a great con- 
venience to you in making your gift selections for men. Distinctive 
Haberdashery, possessing a subtle individuality, is much apprev- 
ciated by any man. Rest assured our wares are correct in every de- - 
tail and our mark on them gives evidence of your good judgment. 
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Announcement of change in prices. Clear , concise statement of terms, without 
any attempt to do more than present facts. 

To Customers. 
COPY. 

Gentlemen: 

On January 14th we sent out a notice to 
all our customers notifying them of an advance of 
one dollar a dozen on all styles of hose manu- 
factured by us costing $27.00 or less. We ad- 
vised them to place an advance order for at least 
six months 1 supply, and suggested orders for a 
year's supply on all staples before the advance 
went into effect, on January 25th. 

At the time this notice was made, silk 
was selling at $5.20. Since that time it has 
advanced to over $6.45 and reports state that it 
is -still- advancing with.no. prospect of lower 
prices, on the basic material used in our hosiery. 

In view of this constant advance, we are 
obliged to notify our customers again that on 
April 15th this year, a further advance of $1.00 
a dozen over present prices will take place on all 
styles of hose manufactured by us, selling at 
present for $30.00 a dozen or less, terms 1$ 10 
days or 60 days net. 

We will accept orders mailed before 
April 15th in bulk quantities, details to be 
given within three months from date of the order, 
and goods to be taken previous to January 1, 1917. 
We would further add that in accordance with the 
regular policy of McCallum Hosiery Company, as 
exhibited in the past, if we can make a reduction 
in the price of our merchandise later in the year, 
all orders booked at this additional advance will 
be billed out at the price prevailing at the time 
of shipment. 

Yours truly, 

McCALLUM HOSIERY CO. 
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Interesting dose to a reason-why announcement. It shows that it is possible for the 
writer himself to creep into the most prosaic of letters with a warm personal touch. 

mmm warn 



MANUFACTURERS OF 



KSeepdkV yp, . t Burlapapcr 

(Silwrap C &rzf**** . Innercoat 



Waterproof Papers 

Ash land, Mass. 

October 25, 1916 
IMPORTANT NOTICE REGARDING PRICKS 



Recent developments in the situation covering the supply of 
cotton cloth make it necessary for us to withdraw the 
KEEPDRY prices contained in our list of October let. 

Inasmuch as the market is now subject to frequent fluctua- 
tions, we feel that the interests of all concerned will 
best be served by our figuring prices from day to day. For 
the present, therefore, or until conditions become more 
normal, we will not issue any printed price list. 

When placing your orders in the immediate future, we would 
suggest that you follow one of the following methods! 

1. Ask us for quotation on a certain 
number Of rolls of a certain grade 
and width before ordering* 

Or 2, Send jour order and leave it to us 
to Invoice your goods at the price 
which applies on the day your 
favor is reoeived. 

la view of our long-established policy of "ONE CLOSE PRICE 
TO ALL," we believe you will find the second method better 
from the standpoint of getting your orders filled quickly, 
as it will save considerable delay incident to correspond* 
ence— and in either case the price will be the same* 

Please be assured that it is our earnest desire to take 
care of your requirements in a manner that will meet with 
your cordial approval, no matter how severe the tests to 
which we may be put* 

Our office boy hopes this var will soon be over* All the 
rest of us in this establishment are hoping with him* 
And intuition tells us that you are also hoping— for 
very many reasons. 

Faithfully yours, 

A N G I E R MILLS 
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Announcement of expired subscription for the convenience of the subscriber. 



J.kROMlM.ftKStMirt 4 iK*tf*«v 



•.W.LAW»C*Cl>£t*U.«t«t tlkuww J.«.MO«U«». Ct^MM. NmmM* 



Printers' Ink Publishing Company 

185 Madison Avenue, New York. 



Printers' Ikic. 

•eon «*.«.<». mtabusmid Mae wt 

6CONOC P. ROWQJL 



hiumwooolMm 



Miss C. A. Drew, 
99 Claremont Ave., 
New York City. 



Dear Madam :- 

As your subscription to PRINTERS' INK 
expires on March 22 you have only three more 
issues coming to you. 

For your convenience and in order that 
you may not miss any copies, we have taken the 
liberty of filling in your name on the enclosed 
renewal order card. 

Simply signify. whether you wish your 
subscription extended for -one. or three years, and 
mail the postal. PRINTERS 1 INK will then con- 
tinue to reach. you without interruption. Bill 
will be rendered in due course. 

Thank you! 

Yours very truly, 

PRINTERS 1 INK PUBLISHING COMPANY, 

Circulation Department. 

LVD:DV 
Encl. 
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Anticipate and answers objections. Emphasizes "come and look without 

obligation" 



CARL. F. HALLFARTH 

JEWELER AND OPTICIAN 



IM. WATCHES. CLOCKS. CUT MAM. •ILVWIWAAt 
MAHO-^AlHTKO CHINA. KOOAKS ANO MJPPUM 

(MM ■•MMVMM AM* M»»MMW 



HENRY. ILL. 



December first. 
Nineteen thirtisn. 



Dear friend* - 



This letter is of VITAL importance to you, 
so read it clear through. It will tell you how to 
save considerable money on your Christmas Jewelry 
shopping* 

Many folks think that remarkable savings 
are made by dealing with a mall order house, where 
you buy from a catalog and pay in advance. Still others 
think it cheaper to buy in a large -city, not think- 
ing of the high rent and other expenses the dealer in 
the smaller locality eliminates* 

,fe want you to know that right here in Henry, 
at our store, we carry a stock as complete as any 
found in larger towns. It pays us to do so— it draws 
trade to us.; and because our expenses are low, our prices 
will oompete with AMY catalog house. You buy from the 
goods themselves and the price you pay includes engraving. 

Remember thist we are glad indeed to show 
our wares whether you buy or not, and should you pur- 
chase, you are assured satisfaction or a cheerful refund- 
ing of your money, 

Tou owe it to yourself to look here firsts 
then, if you are not satisfied, you will have ample 
time to purchase elsewhere. 

Tou are urged to call early while the stock 
is complete. 

Cordially yours, 

CfH/D 

P.S. For your convenience in shopping we will 
from now until Christmas put aside any article 
you may select upon payment of a fraction of its 
oost. 
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You are pleased to be considered one of the the BIG men. You are going to 
profit by getting a $20.00 suit for $7.50; a $3.00 hat for $2.00, and a duster for 
$1.00. The letterhead is in good taste; the date is written in a novel manner. 



Advertising Club 

fitly stem Eatt imntj/fflh 

June thirteen, 
19 16. 



Dear Sir:- 



You are going to the convention in Philadelphia — because men of your kind will be 
there — because you, in giving good to it will get good from it. You are going to 
march in the Pageant too — because THE BIGGEST MEN IK NEW YORK WILL IX IN IT. 

President Houston has requested that this be made a WHITE CONVENTION .* fie wants every 
nan to be there in a light colored suit, — it is best suited to summer business anyway. 

Arrangements have been made for you to purchase such a suit at an exceptional saving 
— A SUIT THAT YOU CAN WEAR AIL SUMMER — made to. YOUR Individual measure — of one of 
Priestly' s best summer fabrics — CRASHO. The price is #7.50. THINK OP IT. 

The regular price of this suit would be from 
#15.00 to #20.00 ready made, but Priestly* Co. 
made a reduction on the cost of the material, 
and Browning, King & Co. — the tailors — took 
the profit off the making. YOU ARE THE GAINER. 

Browning, Kltog & Co. will also sell you any #8.00 straw hat in the house for #2,00 — 
either ICravenetted or regular. Go to their Cooper Square store and ask for Mr. Berth 
or see their representative any noon at the Advertising Club. ', " 

Now about the Pageant. New York does not need to be "put on the map"— it is already 
there — but the Advertising Club with Its 1200 members must make the biggest showing 
In that Pageant. No less than 600 In line. 

Don't feel that none of the big men will march *— or that it is beneath YOU to march — 
for It isn't. Think of the men who marched in the Preparedness Parade a Jew. weeks 
ago. Thomas Edison w&s not too big to show where he stood. Hen equally as big in 
the advertising field will march right alongside of you that night in the greatest 
Pageant the Commercial World has ever known. We want YOU to be there to make it all 
the greater. , 

We have arranged as the New York costume a simple and dignified gray duster with our 
emblem — the "Blot of Ink" — on the left breast. The duster costs but a dollar and 
you can use it in your car for the balance of the season — for the emblem comes 
right off. Secure yours at the Adelphia Hotel the day of the Pageant. 

You will find enclosed with this letter a pledge. Sign and return It in the enclosed 
stamped envelope RIGHT NOW WHILE THE MATTER HAS YOUR ATTENTION. Get Into the spirit 
and boost the Advertising Club of New York. 

Cordially yours, 
hrd 
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Layout is especially good. A glance shows just what is for sale and descriptive 
matter on the margin is concise and specific. 
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Summer Branch. 
Maowolia. Mas S . 



a. Be Pinna % 

ttuifUWr* ietyungtyopl* 
yifiUXvtnut at 50* Sired 

April 26, 1917. 



Mr. A. Patchin, 

620 W. 122nd St., 
New York, N. Y. 



Dear Sir:- 



MISSES' SUITS: 



MISSES' COATS: 



Our Spring Sale of 
Misses 1 Suits, ' Coats, Dresses 
and Hats will begin Monday, 
April 30th, continuing through- 
out the week. 

This sale presents an 
unusual opportunity to secure 
seasonable apparel at decided 
price concessions. 

Smartly tailored Suits of Eng- 
lish navy serge, navy gabardine, 
tan covert cloth, imported mix- 
tures, home-spuns and light- 
weight knit cloths - adapted for 
town or country usage. A splen- 
did selection of all sizes from 
14 to 18 years. 

Coats for motor, country club 
or town wear, in soft velours, 
burella cloth and imported 
coatings. 
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MISSES 1 DRESSES: 



MISSES 1 HATS: 
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Dresses of imported serges and 
gabardines, for street wear, and 
a number of exclusive knit cloth 
models in attractive colorings 
for sports wear - sizes 14 to 18 
years. 

The balance of our stock of 
Trimmed Hats at one-half their 
former prices. 

On account of the 
greatly reduced prices, none of 
these goods will be sent on 
approval, nor can they be re- 
turned for credit. 

Very truly yours, 

A. De Pinna Co, 



Note* 

Our charge customers are 
extended the privilege of making 
their selection on Friday and 
Saturday, April 27th and 28th. 

March 1, 1917. 
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A 8mooLh4he-way announcement for salesmen. Good example of manufacturer' 

dealer cooperation. 

PACKARD MOTOR CAR COMPANY 

DETROIT ' MICHIGAN 

TO PACKARD DBALBBS January 6. 1917 

ATTENTION 

ANSWERING 

SUBJECT 



Mr. D. W. Young, whom you have 
known for two. years as Packard Field Rep- 
resentative, has become the Packard dealer 
in Birmingham, Alabama. 

We know you will want to join 
with us in extending to him hearty good 
wishes for the suooess which his long ex- 
perience and past achievements insure as a 
certainty. 

You will remember that Mr. Young, 
before joining the company sales force, was 
for several years Packard dealer at Houston, 
Texas as "Young* ' in the Young A Dwire Com- 
pany. It is, therefore, actual experience 
upon which he bases his determination to make 
Birmingham a model Packard community and to 
set the pace for every city of its size in 
the country. 

Success and prosperity to Mr. 
Young. 

Very truly yours, 

PACKARD MOTOR CAR COMPANY, 



General Sales Manager., 
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Letter that creates good-will. Especially timely. Sincere and hearty appreciation of 
those who have helped to make the year's business, is human and inspiring. 
Such a letter is worth many times the effort and money it costs. 

December 24, 1913. ' 

New England Telephone Company, 

South Pramingham, Mass. 

Mr. Wilbur, Manager 

Gentlemen: 

In the rabid rush for money -- in the 
desire to accomplish the big things -- most men 
are sometimes prone to overlook the many details 
that must necessarily enter int.o the success of 
any well-rounded commercial organization. 

But at this season of the year, sordid 
motives are forgotten -- and a deeper, clearer 
perception turns the spotlights of appreciation on 
the numerous accommodations which might ., at other 
times seem mere trifles. .,•'■ -..>--. 

As old man 1913 slips forever from the 
threshold, he taps the gong- which proclaims the 
most successful year in our history. 

Many things rightfully claim their share 
of credit for this prosperity. But when for a 
moment we stop to think of the deals closed, the 
money earned, and the miles of travel saved by 
those singing threads of wire -- we stand ready 
to salute the telephone as one of our ablest 
Admirals. 

So we want to express our gratitude to 
you, to your operators .and repair men, for the 
efforts they have put forth to help give us a 
better and more efficient service. 

And at the same time, we ask you all to 
accept our best wishes for a happy Christmas, and 
a New Year filled with the Peace and Plenty to 
which you are so richly entitled. 

Cordially yours, 

ANGIER MILLS 

ABH/K Sales Manager 
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There is more "personality" in this announcement than in the average letter of the 
kind. In point of adaptation and sincerity it is especially good. 

The Silent Partner 



PUBLISHED BY THE SILENT PARTNER CO. 
200 FIFTH AVENUE 
UEW YORK CITY 



May 7th. 1914. 



Benjamin Heed, 
408 feat 4 End St., 
Hew York City* 



Mr. Reed, the tremendous growth of this 
little Magazine is making it impossible for me per- 
sonally to look after the mailing list. 

Every month we are adding thousands of new 
names, hut I am taking partioular pains • personal 
pains - to review and revise the list of original 
subscribers to this Magazine • 

I find yonr name on a list of the first 
snhsorlhers, and I want to write you, Mr* Reed, and 
tell you how much I appreciate the first subscribers. 

Of course, it will he neoessary to discon- 
tinue all old subscriptions, unless they are renewed; 
hut somehow I do not like to discontinue yours with- 
out writing you first. 

Enclosed you will find a ooln card. If you 
do not care to send fit whloh is the regular prloe of 
the Magasine now, you may send me 60^, and I will see 
that your subscription is renewed for one whole year* 

Sinoerely, 



Editor. /y 
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Formal and characterless in tone. The simplicity of the letterhead is especially 
noticeable. Words of salutation, with the exception of the first and the proper 
name, are not in caps. 

CITY OF NEW YORK 
DEPARTMENT OF FINANCE 

May 25, 1914. 
To all persons in the pay of the City of New York: 

The Department of Finance purposes to put into effect on the next 
pay day, May 29th, a permanent plan for cashing pay checks of all municipal 
employees. This plan is aimed to put a stop to practices of whatever kind which 
cost the city employees discounts on their checks. It will cover all boroughs and 
will provide for the prompt payment of cash for pay ehecks of teachers, all men 
in the Police and Fire Departments, as well as others working in the city, borough 
and county offices. 

The plan provides two methods of cashing checks — first through two 
municipal paying offices, and second through a large number of banks in all 
parts of the city. 

The paying office in Manhattan will be in the office of the City Pay- 
master on the third floor, north end, of the Municipal Building. The paying 
office in Brooklyn will be on the sixth floor of the Offerman Building, with 
entrances and elevators at 503 Fulton Street and 236 Duffield Street. The 
addresses of banks which will cash checks appear on other pages of this letter. 

All pay checks, no matter upon what bank they are drawn, will be 
cashed at the paying offices. It is requested that no bank be asked to cash checks 
except such as are drawn upon the individual bank in question, or some one of 
its branches. 

As a safeguard to yourself, so that nobody else will get the cash on 
your check, you will please get an identification slip from the head of your 
division or its chief clerk, which shall bear an official stamp of your depart- 
ment or office. Endorse your check in the bank or paying office and present with 
it the identification slip, bearing your signature. 

Paying offices will be open from 10 A.M. to 4 P.M. on May 29th, and 
on all pay days thereafter. It is to be noted that beginning June 30th, the 
Brooklyn paying office will be in the office of the Deputy Receiver of Taxes on 
the second floor of the Offerman Building. 

Every effort will be made to avoid delay in the paying offices. It is 
suggested that chief clerks and division heads aid this Department to that end 
by arranging schedules for their employees, extending through the business hours 
of the paying offices. 

WILLIAM A. PRENDERGAST, 
Comptroller. 
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Brief printed announcement of special offer. Colorless in language and 
dignified in makeup. 

PARKINSON & BURR 

MEMBERS OF THE 

NEW YORK & BOSTON 

STOCK EXCHANGES 



7 Wall Street, New York, March 8, 1917. 

We understand that the Government of the United States will 
shortly offer for popular subscription 

$150,000,000 ONE-YEAR 3% BONDS 

of a total issue of 300,000,000 just authorized by the Sixty-fourth Congress. 
We do not yet know the subscription price, but think it will be about 100. 

We believe that there will be a great public over-subscription of this 
issue and think that early subscriptions are advisable. 

By subscribing we can all give concrete support to our country and 
receive at the same time the highest grade one-year security, to yield about 3 %. 

We shall take pleasure in receiving your subscription to this Loan, 
when, as and if issued, will give it our best attention, and will keep you fully 
advised as to its progress. 

PARKINSON & BURR. 
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Note especially the layout, the indented paragraphs, and the clause paragraphs. 

"EVERY BOY SCOUT 

TO PEED A SOLDIER" 

"Every scout to feed a soldier!" is a 
slogan for the 250,000 members of the Boy Scouts 
of America expressed yesterday by the executive 
hoard at its meeting at the national headquarters, 
200 Fifth Avenue. 

A resolution adopted by this board after 
officials of the movement had been in conference 
with officials of the Navy Department, the Depart- 
ment of Agriculture, and the American Red Cross, 
placed this matter of the extension and develop- 
ment of gardens at the head of the list of defi- 
nite services which scouts will give to this 
country in the war. The executive board's resolu- 
tion on this matter of war service was as follows: 

Whereas, Congress has declared that 
a state of war exists between this country 
and Germany, and 

Whereas, Each member of the Boy 
Scouts of America is definitely obligated 
by the scout oath to do his duty to his 
country, and 

Whereas, The combined strength of 
the Boy Scouts of America, now including 
210,000 boys and 58,000 men, forms a po- 
tential asset to the country for co-opera- 
tive effort, be it 

Resolved, That every officer and 
member of the Boy Scouts -of America be 
urged, in addition to the service they 
will render the police and civic authori- 
ties in their home cities, to definitely 
assist in the development of the plans 
which the national council has made with 
the following organizations: 
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First, -- the Department of Agricul- 
ture. - To co-operate with this department 
in the extension and development of home 
gardens, under the slogan* "Every Scout 
to Peed a Soldier." 

Second, - the American National Red 
Cross. - To co-operate with the Red Cross 
through its local chapters in meeting their 
responsibilities occasioned by the state 
of war. 

Third, - the Navy Department. - To 
co-operate with the Navy Department in 
organizing coast patrol along the sea 
coast towns. 

The members of the executive board are 
setting an example by placing their own lands 
under cultivation. Colin H. Livingstone, a 
Washington banker, who is president of the Na- 
tional Council of the Boy Scouts of America, 
having no back yard, has ploughed up the big front 
yard of his beautiful home in Washington for a 
vegetable garden. 
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EXERCISES 



1. Write an announcement of a play to be given by the Dramatic Club 
of the school. State where and when the performance takes place, and 
the price of tickets. 

2. Assume that you are a city physician. Many patients come to your 
office on the recommendation of those you have treated. Wishing to 
show appreciation of this good-will advertising, you send out cards to 
those who have spoken the good word for you. Write the cards. 

3. A dentist is to be away on his vacation during the month of August. 
Appointments for September may be made by mail. Write the an- 
nouncement that he sends his patients. 

4. Write an announcement for a spring sale of white goods. 

5. Write an announcement for the Christmas number of a monthly 
magazine. Feature stories, articles, and colored illustrations. 

6. An epidemic of measles necessitates the closing of school for two weeks. 
Write the announcement that the Board of Education inserts in the 
daily paper. 



7. Write a notice for the postponement of a baseball game from one 
Saturday to the next because of bad weather. 



I 
I 
l 

8. On account of ill health the principal of your school resigns. Write I 
the resolutions of regret drawn up by the pupils of the school. J 



APPENDIX 

TELEGRAMS AND CABLEGRAMS 

The language of both the telegram and the cablegram must be 
reduced to its lowest terms. In cablegrams it is usually reduced to 
the form of code. Code language is likewise used in telegrams, par- 
ticularly by business houses when messages are long and when it is 
desirable to keep the contents confidential. However, the individual 
who telegraphs or cables but occasionally, makes use of the actual 
words of the language, but owing to the conditions that obtain, he 
keeps the number of words used strictly at a minimum. 

Nouns and verbs should be depended upon largely for the trans- 
mission of cable and telegraphic messages. Even when code words 
are used, they stand to a great extent for nouns and verbs. Such 
modifiers as adverbs and adjectives may have to be used for the 
sake of clarity, but the other parts of speech — prepositions, arti- 
cles, conjunctions — are rarely necessary. The words in a cable or 
telegraphic message must be so used as to make the understanding 
of the full message easy and unmistakable. 

Arrive twelve Tuesday. Meet train. 
Have trunk and other luggage. 

In this example it is easy enough to understand "I" before "arrive" 
and "have," "at" before "twelve" and "o'clock," after it, and "on" 
before "Tuesday." These are but the common supplies required in 
colloquial language. 

But the above telegram is a bad one because it makes use of 
unnecessary words. "Train" is probably not necessary after "meet," 
for such a telegram as this usually follows a certain amount of corres- 
pondence. The five words "Have trunk and other luggage" may be 
reduced to tliree, "trunk. Other luggage." Tho it would cost no 
more, to send the telegram as it stands, the reduced form is better. 
Liability to error in transmission is reduced just in proportion aa 
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the message is brief, direct, and economical of words. On the other 
hand the exercise of economy must not be permitted to cause incom- 
pleteness. 

Telegrams should be consistently worded. Every new thought 
or part thought should begin with the same part of speech. This 
makes the entire message easier to grasp. A little study and prac- 
tice in telegraphic expression will make it almost second nature to 
wire as follows, 

Train smashed. Shipment destroyed. 

Letter follows. 

rather than this way, — 

Smash up on road. Letter follows. 
Destroyed shipment. 

In the first case each thought is stated by means of noun and verb, 
and the sequence is natural. In the second case, the first thought is 
stated by means of noun and phrase; the second by noun and verb; 
the third by means of verb and noun. This is confusing and erratic. 
Moreover, the sequence is bad. "Letter follows" should usually 
appear last in a telegram for it indicates that the letter will continue 
the information from the point where the telegram ends. It is a 
good rule, therefore, to state your message in natural sequence with 
verbs first, or nouns first, consistently. This may not always be 
possible but it is in the majority of cases. The following illustrates 
the two types of consistent telegraphic expression, — 

Come Chicago. Bring papers. 
Notify Tomkins. 

Shipment forwarded. Goods charged. 
Letter follows. 

Twenty-five cents for ten words is the standard zone rate for 
telegrams. Night letters consisting of fifty words may be sent for 
the same rate. This arrangement is made possible because the 
wires are less busy at night when the letters are transmitted and 
also because the telegraph companies do not obligate themselves to 
rush night letters. They are delivered the morning following trans- 
mission. 

Punctuation is not telegraphed as a rule and it is of course hardly 
necessary in the short, ten-word message. It should, however, be 
clearly indicated on the paper handed to the telegrapher and in 
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most cases it will be found as indicated at the other end of the wires. 
Something to be sure depends upon the intelligence of the operators. 
An extra charge is made for punctuation in case the one sending the 
message insists upon having it inserted. 

Names and addresses of the two parties to a telegram are not 
charged for in this country. In European countries where the govern- 
ments own and operate the telegraph service, every word included 
is charged for, but the general rates are lower than in this country. 

The telegram is very frequently followed by a letter. The words 
"letter follows" are included to point out that a fuller explanation 
is to be made than can be telegraphed. It is well for this reason, to 
keep copies of telegrams sent out of an office. In following them 
up with letters, it is likewise a good plan to quote the telegram at 
the top of the follow-up letter. 

Code addresses and code words used for cabling and telegraph- 
ing are variously devised. The cable companies will themselves 
furnish assistance in devising code language. To insure secrecy of 
transactions, however, business houses, like governments, sometimes 
have elaborate secret code systems. The code address very often 
consists of a combination word that suggests a trade name. Some- 
times it is composed in part of the name of the firm and in part of 
the line of business it is engaged in. Sometimes it is a matter indicat- 
ing house policy, and so forth. To illustrate, 

Angier Mills " Keepdry " 

Hotel McAlpin " Hotalpin " 

Rogers, Peet Company " Rocopet " 

East and West News Bureau " Esanwes " 

Columbia Graphophone Company " Colpho " 

Biddle-Gaumer Company " Gaumerco " 

Underwood & Underwood Photo Service " Views " 

Oliver Typewriter Company • . " Typol " 

Code words used for; the transmission of request or information 
may be devised in abbreviation. "Ilsem," for instance, may be used 
for, " III, send money" for which it is a highly abbreviated form. The 
code word that stands for the largest amount of thought is, of course, 
the most valuable one to use. The following code words are repro- 
duced here from the American Express Company's code for travelers: 

Feminacd. . . . Why do you not reply to my letter of — — ? 

Filosant London City & Midland Bank at 5 Threadneedle 

Facellina. . . . Important answer should be here by 
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Fimbrado National Provincial Bank of England (at) 

Femelle No letters at post-office; have inquired 

Fillon French, Lemon & Co. at 4 Via Tornabuoni, Florence 

Faizbock. . . .Inquire at American Express Co's office 

Falangista Do not come to-day; will explain by letter 

Fischholz Please send one of your staff to meet Mrs 

Favudan .... Please secure one double room and bath at good 
Feltro Have you any registered letters for me? If so 

Following is the proper form of a Cablegram, in cipher, " Elagabel " being 
the private cable address, and meaning "Franklin Young": 

"Elagabel Care Cicatrix, London — 
Fallowist Felsina." 

When translated, the above message reads: 

"Franklin Young, care American Express Co., 
6 Haymarket, London: 
All well. Have forwarded letters as requested." 

In conclusion it may be helpful and interesting to call attention 
to the following excerpts reprinted here from the reverse side of 
the Western Union and Postal Telegraph forms, — 

CLASSES OF SERVICE 

FULL RATE 

An expedited service thruout. Code language permitted. 

DEFERRED HALF RATE 

Half rate messages are subject to being deferred in favor of full rate mes- 
sages for not exceeding 24 hours. Must be in language of country of origin or of 
destination, or in French. This class of service is in effect with most European 
countries and with various other countries thruout the world. Full particu- 
lars supplied on application at any Western Union Office. 

CABLE LETTERS 

For plain-language communications. The language of the country of 
destination may be employed, if the cable letter service is in operation to that 
country. Subject to delivery at the convenience of the company within 24 hours 
if telegraphic delivery is selected. Delivery by mail beyond London will be 
made if the prefix CLP is written before the address. Rate between New York, 
Boston, Halifax or Montreal and London or Liverpool, 75c. for 13 words includ- 
ing necessary prefix and 5c. for each additional word. Rates from interior 
points slightly higher. 

WEEK END LETTERS 

Similar to Cable Letters except that rate between New York and the 
other places mentioned is $1.15 for 25 words including the necessary prefix. 
Excess words 5c. each. Must be filed before midnight Saturday for delivery 
Monday morning, if telegraphic delivery is selected. 

FAST DAY MESSAGES 

A full-rate expedited service. 
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NIGHT MESSAGES 

Accepted up to 2.00 a.m. at reduced rates to be sent during the night and 
delivered not earlier than the morning of the ensuing business day. 

DAY LETTERS 

A deferred day service at rates lower than the standard day message rates 
as follows: One and one-half times the standard Night Letter rate for the trans- 
mission of 50 words or less and one-fifth of the initial rate for each additional 
10 words or less. 

SPECIAL TERMS APPLYING TO DAY LETTERS: 

In further consideration of the reduced rate for this special "Day Letter" 
service, the following special terms in addition to those enumerated above are 
hereby agreed to: 

a. Day Letters may be forwarded by the Telegraph Company as a de- 
ferred service and the transmission and delivery of such Day Letters is, in all 
respects, subordinate to the priority of transmission and delivery of regular 
telegrams. 

b. Day Letters shall be written in plain English. Code language is not 
permissible. 

c. This Day Letter may be delivered by the Telegraph Company by 
telephoning the same to the addressee, and su3h delivery shall be a complete 
discharge of the obligation of the Telegraph Company to deliver. 

d. This Day Letter is received subject to the express understanding and 
agreement that the Company does not undertake that a Day Letter shall be 
delivered on the day of its date absolutely and at all events; but that the 
Company's obligation in this respect is subject to the condition that there 
shall remain sufficient time for the transmission and delivery of such Day Letter 
on the day of its date during regular office hours, subject to the priority of the 
transmission of regular telegrams under the conditions named above. 

No employee of the Company w authorized to vary the foregoing. 

NIGHT LETTERS 

Accepted up to 2.00 a.m. for delivery on the morning of the ensuing busi- 
ness day, at rates still lower than standard night message rates, as follows: The 
standard day rate for 10 words shall be charged for the transmission of 50 words 
or les3, and one-fifth of such standard day rate for 10 words shall be charged 
for each additional 10 words or less. 

SPECIAL TERMS APPLYING TO NIGHT LETTERS: 

In further consideration of the reduced rate for this special " Night Letter " 
service, the following special terms in addition to those enumerated above are 
hereby agreed to: 

a. Night Letters may at the option of the Telegraph Company be mailed 
at destination to the addressees, and the Company shall be deemed to have dis- 
charged its obligation in such cases with respect to delivery by mailing such Night 
Letters at destination, postage prepaid. 

b. Night Letters shall be written in plain English. Code language is not 
permissible. 

No employee of the Company is authorized to vary the foregoing. 
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THE POSTAL TELEGRAPH-CABLE COMPANY (incorporated) 

TRANSMITS AND DELIVERS THE WITHIN TELEGRAM SUBJECT TO THE FOLLOW- 
ING TERMS AND CONDITIONS 

To guard against mistakes or delays, the sender of a telegram should order 
it REPEATED: that is, telegraphed back to the originating office for comparison. 
For this, one-half the unrepeated telegram rate is charged in addition, unless 
otherwise indicated on its face. THIS IS AN UNREPEATED TELEGRAM 
AND PAID FOR AS SUCH, in consideration whereof it is agreed between the 
sender of the telegram and this Company as follows: 

1. The Company shall not be liable for mistakes or delays in the trans- 
mission or delivery, or for non-delivery, of any UNREPEATED telegram, 
beyond the amount received for sending the same; nor for mistakes or delays 
in the transmission or delivery, or for non-delivery, of any REPEATED telegram, 
beyond fifty times the sum received for sending the same, UNLESS SPECIALLY 
VALUED; nor in any case for delays arising from unavoidable interruption in 
the working of its lines; NOR FOR ERRORS IN CIPHER OR OBSCURE 
TELEGRAMS. 

2. In any event the Company shall not be liable for damages for any 
mistakes or delays in the transmission or delivery, or for the non-delivery of this 
telegram, whether caused by the negligence of its servants or otherwise, beyond 
fifty times the REPEATED telegram rate, at which amount this telegram, if 
sent as a REPEATED telegram, is hereby valued, unless a greater value is stated 
in writing hereon at the time the telegram is offered to the Company for trans- 
mission, and an additional sum paid or agreed to be paid based on such value 
equal to one-tenth of one per cent thereof. 

3. The Company is hereby made the agent of the sender, without liability, 
to forward this telegram over the lines of any other Company when necessary 
to reach its destination. 

4. Messages will be delivered free within the established free delivery 
limits of the terminal office. For delivery at a greater distance a special charge 
will be made to cover the cost of such delivery. 

5. No responsibility attaches to this Company concerning telegrams until 
the same, are accepted at one of its transmitting offices; and if a telegram is sent 
to such offices by one of the Company's messengers, he acts for that purpose as 
the agent of the sender. 

6. The Company shall not be liable for damages or statutory penalties 
in any case where the claim is not presented in writing within sixty days after 
the telegram is filed with the Company for transmission. 

7. The above terms shall be binding upon the receiver as well as the 
sender of this telegram. 

8. NO EMPLOYEE OF THIS COMPANY IS AUTHORIZED TO 
VARY THE FOREGOING. 

CLARENCE H. MACKAY, President. CHARLES C. ADAMS, Vice-President. EDWARD 
REYNOLDS, Vlce-Prest and General Manager. CHARLES P. BRUCH, Vice-President. 
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FILING * 

In the days of I-now-take-my-pen-in-hand, letters were piled; 
today they are filed. Then, they were laid flat, in chronological or 
alphabetical order, perhaps, and it was sometimes a very slow and 
embarrassing business to recover the letter wanted from a pile of any 
size. Now, letters are kept on end or vertical and arranged not 
only chronologically and alphabetically, but they are further assorted 
and classified by modern filing methods, so that it is possible to call 
up old letters at a moment's notice. In the olden times letters were 
preserved in their envelopes, tied together with the traditionally 
romantic pink ribbon, and laid away for safe-keeping in lavender- 
scented bureau drawers. In these prosaic times envelopes are dis- 
carded as soon as letters are received; letters are parceled by very 
rigid and matter-of-fact card board guides, and they are "stood 
away" in labeled partitioned filing drawers, unlavendered, unro- 
mantic, but not unknown. The difference between the old flat filing 
and the new vertical filing is very much the same as that between 
invertebrates and vertebrates. The one is slow and unintelligent; the 
other is rapid and efficient. The old flat filing can hardly be called 
a system at all, because, while it was easy enough to file letters, 
it was difficult to find the letters wanted when wanted. The new 
vertical filing is a highly systematized method of preserving corre- 
spondence and other papers on edge in drawers made for the purpose, 
usually about 10j inches high and 12 inches wide. 

These drawers are indexed by guides of stiff card board, each 
bearing at the top a slightly protruding label or tab on which there 
is a letter, a number, a name, or some other mark of identification. 
The bottom of each guide has a projection with a hole in it. This 
projection fits into a groove at the bottom in the middle of the filing 
drawer thru which a rod passes. This arrangement holds the guides 
close against the bottom of the drawer and prevents papers getting 
caught underneath them. In simple cases of filing, the guides may 
bear merely alphabetical tabs, and letters may thus be filed by initial 
only. But in more complicated cases it is desirable to keep related 
papers in more highly differentiated units than the simply alpha- 
betical arrangement permits. Folders are, therefore, introduced 

1 The textual matter of this section is adapted from the Yawman and 
Erbe Company's booklet "Vertical Filing-Down-to-Date." The authors are 
under further obligation to this company for the illustrations. 
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behind the guides. It may be simply a folded sheet, bearing a 
protruding tab with a special mark of identification upon it, or it 
may be arranged with an accordeon bottom so that it will expand 
and thus hold a larger number of papers than the mere fold will 
allow. Not only do such folders keep related papers in units, but 
they keep them straight and clean as well, and allow of some con- 
venient arrangement of the papers of each unit. Usually, this 
arrangement is chronological, the earliest papers being in the back 
and the latest in the front. 

There are three standard methods of filing, each subject to varia- 
tion and modification depending upon the demands of the individual 
business to which it is applied, — 

1. Alphabetical filing. 

2. Geographical filing. 

3. Subject filing. 

1. The alphabetical method is the simplest and the most widely 
used. It consists merely of a series of alphabetical guides, each one 
followed by folders in case the units of related papers justify. The 
following illustration makes this simple method of filing quite clear: 




In cases of alphabetical filing where many folders are required 
behind each guide, the system may be modified by guides of sub- 
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division; thus, back of guide B may be placed guide subdivision tabs 
under B, as, 

Ba — Be(toBh) 
Bi — Bri (to Brn) 

and so forth. Since names beginning with Bh and Brn are uncom- 
mon, these syllabic subdivisions are subordinated. Thruout the 
alphabetical file, therefore, the prominent syllabic subdivisions will 
be assigned separate guides back of which, in turn, folders may be 
used for further subdivisions. 

Subdivisions in alphabetical filing may be carried still further, 
as the following illustration will indicate: 
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Here, not only are the alphabetical guides subdivided, but each 
subdivision bears a number, and back of each numbered guide is a 
still further subdivision labeled with the actual name of the corre- 
spondent. The correspondents' names are numbered in accordance 
with the numbering of the alphabetical section to which they belong. 
Hence, the indexing is rendered doubly serviceable and convenient, 
for both the letters of the alphabet and the numbers serve as guides. 
Careful arrangement of the protruding tabs and the use of color 
serve for the comfort and the convenience of the eye in locating the 
required section of the file. 

This method of alphabetizing is sometimes called direct alphabetic 
or name filing. By means of a series of subdivisions, by means of 
color, by means of placing tabulation of the same kind in rows , and 
by means of both numbers and letters, this method of filing facili- 
tates the filing and the finding of papers with the greatest possible 
efficiency. The use of numbers in connection with any. system of 
filing is a distinct advantage, for the mind more easily follows con- 
secutive numbers than consecutive letters. One does not have to 
stop to think what comes before and after the figure 7, but there is 
always a little mental hesitation entailed in considering what comes 
before and after the letter H, for instance. 

2. Geographical filing or filing by location is particularly valua- 
ble in offices where sales conditions have to be followed up and com- 
parisons made among different sections of a country or a locality. 
It means simply the division of the contents of a file according to 
town, city, county, state or larger geographical section. Papers, 
in this method of filing, are not grouped by alphabetical letter but 
by geographical location. 

The simplest geographical filing requires a guide for each state 
or for each standard of locality selected. Back of this there may 
be full alphabetical guides or a series of folders, or both, for the 
subordinate locations under the larger heading. All three sub- 
divisions may be used in the same drawer as indicated in the illus- 
tration opposite. Here the names of states appear on the left, the 
names of cities on the right, and the alphabetical tabs in the center. 
Color may be used, as formerly, to differentiate these three divisions 
more clearly for the eye. 

As in the case of direct alphabetical filing, the actual names of 
correspondents may be tabbed back of state and city tabs, and each 
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may similarly be numbered. This arrangement is called direct 
geographical filing. It provides a separate division of the file for 
each individual town and the population of the town may be indi- 
cated by key or by actual figures, on the tab. Back of this tab 
may be placed an alphabetical group tab, as A-C l , bearing a number, 
as indicated. In the folders between the letters A and C appear the 
full names of correspondents along with the corresponding alpha- 
betical group number, in this case, 1. The following illustration 
should further clarify this system: 




This direct geographical method of filing is of particular value 
in a business that is conducted largely thru dealers. The eye can 
see at once the location of the dealer, the population that he repre- 
sents, his full name, and, sometimes also, his address. 

3. The subject file consists of a set of guides with tabs bearing 
the names of various articles or commodities. Buyers and stock- 
keepers of large firms find subject filing the most convenient for 
their purposes. They are directly interested in the commodity; 
the names of individuals are of but secondary importance in their 
work. 

As in the former styles of filing, tabs may be printed in color and 
they may be so arranged as not to overlap and thus confuse the eye. 
Alphabetical subdivisions may appear behind the subject guides and 
these in turn may contain a series of folders, or additional guides 
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and folders may be inserted, bearing the direct names of correspond- 
ents. But the principal feature in subject filing must be, of course, 
the grouping of papers — orders, receipts, records, letters — accord- 
ing to subject. The following illustration shows how this is done: 
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Numerical Indexing 

In railroad offices, in banking institutions, in certain departments 
of other large business concerns, numerical indexing is used entirely 
in filing papers. This means that a name or a location or a subject is 
assigned a number by which it is known and referred to in all transac- 
tions pertaining to it. When you are requested to refer to a certain 
number in answering a letter, it probably means that the numerical 
system of indexing is used in the office from which the letter was 
sent. This method of indexing is the best in all cases where elaborate 
cross-indexing is necessary, and, as above indicated, it can be applied 
to all three kinds of filing with equal facility. The following illus- 
trations make the system clear. " Accidents" is given the number 
18 by a railroad office. Various accidents are listed in order, each 
with a sub number and each dated. The case of Sayre, Pa., for 
instance, is numbered 18-5 and is filed under this number. All 
papers referring to this particular accident will also be placed under 
this number. "Collisions" and "Wrecks" will be cross-indexed as 
indicated in the illustrations below. 
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The Follow-up System 

It is desirable of course, in any filing system, to have memos, 
orders, requests, quotations, sales records, and so forth, called to the 
attention automatically. The filing system that permits items of 
importance to slip past date is deficient. There must be an arrange- 
ment for bringing matters to the attention at the proper time. The 
following is the method that is most widely used for doing this: 

There is a set of vertical guides with tabs reading from 1 to 31, 
the days of the month. There is another set of guides, twelve in 
number, bearing the names of the month. The guide bearing the 
tab for the current month stands in front of the guides bearing the 
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numbers. In front of this group of guides, or behind it, there is a 
set of alphabetical guides. 

Suppose, now, a letter from John Jones comes in, asking for a 
quotation. Reply is made and a copy of the reply is kept. A note 
is made or stamped on both the Jones letter and the copy of the 
reply to it, that it should be followed up, say, on Jan. 20. The Jones 
letter is filed regularly behind J in the alphabetical file. The copy 
is filed behind 20 in the January monthly guide. The stenographer 
consults the material behind the numerical guide of even date every 
morning. On the morning of Jan. 20 she finds the stamped copy 
of the Jones letter. She then takes the Jones letter itself from the 
alphabetical file and places both on her employer's desk. Thus, the 
follow-up has been efficient. The following illustration shows a 
handy and convenient follow-up drawer, sometimes called a "tickler ": 
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Follow-up letters, 264-269 
model letter, 270-309 
Form letters, 322-326 
Form postal, 340, 341 
Formal announcements, 343, 370 
Free trial, 209 
Full form letters, 322 
Functions, of sales letter, 311-312 
Fundamental rules for letter writing, 8 
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General form letter, 238 
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inquiry and information, 127-163 
collection, 173-197 
sales and follow-up, 213-320 
form and circular, 327-339 
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Money gain, appeal to, 296, 328, 364 
Mood, adaptation to, 215, 359 
Multigraphed letter, 322-324 

Name filing, 384 

Narration, in sales and follow-up, 207 

News, in sales letter, 228, 229 

Night letters, 376 

Notices, 343-345, 374 

Novelties, use of, 208 

Numbers, writing of, 38-39 

Numerical filing, 388 

Offer of service, 218, 221, 224, 290, 329, 

331 
Opening, of letter, 203-204 
Ordering letters, 74-77 
model letters, 78-81 
exercises, 9&-100 
Originality, in diction, 259, 308, 328, 

332, 356, 361 
Overrefinement, in letter, 7 

Packers, letter to, 334 

Paging letters, 31 

Paper, for business, 10 

Paragraph, in letters, 23, 24, 324-325 

Paragraphing resolutions, 344 

Parallelism, 272, 273, 287, 349 

Participial closing, 25-26 

Partitioning letters, 11 

Personal appeal, in collection letters, 

to justice, 178, 190, 192 

to self-interest, 175, 176 

to pride, 179, 285 

to caution, 196 
Personal announcements, 352, 355 
Personality, in letter writing, 6, 8, 308, 

326, 332, 356, 361, 369 
Persuasion, in letter, 262 
Photograph, in application letter, 50 
Physicians, letter to, 237 
Picture, the letter, 40-46 
Pictures, in make-up, 203 
Picturesqueness, in diction, 338 
Pictures, use of, 208 
Placement, of letter, 11 



Postscript, 29-30 

use, 144, 235, 302, 359, 363, 366 
Predicament copy, 239-242 
Price appeal, 296, 328, 364 
Pride appeal, 179, 285 
Printed letter, 326 
Processed letter, 322-324 
Proportion, in letter, 11 
Psychological command, 230, 233 
Publisher's announcement, 346, 362 
Punctuation, 16 

in telegrams, 376-377 
Purchasing letters, 75 

models, 82-S4 

Qualities of good letter, 269 

Reality, in sales letter, 207 
Reason-why copy, 278-279, 296, 328, 

361 
Recognition, of good will, 352 
Recommendation, letters of, 62, 63 

model letters, 66-67 

exercises, 73 
Reference, letter of, 62 

model letter, 65 

exercises, 73 
Relevant story, 268-269 
Repetition, for emphasis, 302, 332 

in follow-up, 265 
Requirements, of sales letter, 211-212 
Resolution, in sales letter, 202, 208- 

209,374 
Resolutions, 344, 372-373 
Rules for letter writing, 8 

Sales letters, 199-212 

models, 213-263 

exercises, 321 
Salesman's announcements, 352 
Salesman, definition of, 313 
Salutation, in letter, 22-23 
Self-interest, appeal to, 175, 176 
Semi-form letter, 322 
Service offer, 218, 221, 224, 329, 331 
Shortage, in payment claim, 114 



INDEX 



395 



Short paragraphs, 224, 225, 296, 299, 

301, 328, 332, 333, 357 
Signature, 26-28 

Simple diction, 298, 301, 302, 307, 308 
Sincerity, in appeal, 301, 311, 319-320, 

367,368 
Snapper sentence, 335 
Soliciting claims, 120, 121 
Special data, 28-31, 230, 243, 366 
Special inducement, 209, 254, 262, 270, 

282, 285, 291, 327 
Specific words, 207, 277, 338 
Specification letters, 75-76 

models, 82-85 
"Split" letters, 265-266 
Square-deal appeal, 178, 190, 192 
Stamps, remitting, 50 
Standard business usage, 10-46 
Stationery, for business, 10 
Steps, in sales letter, 211-212 
Stimulating action, 208-210 
Style, individuality in, 6, 8, 308, 328, 

332, 356, 361, 369 
Subject filing, 386-387 
Suggestion, 275, 276, 358 
Suggestions, general, 36-39 

Tabulation, 50 

Tailor's announcement, 347 



Telegrams, 375-380 
Telegraph rates, 378-379 
Tests, in sales letters, 335 
Testimony, in sales letters, 209, 284, 

305, 307 
Theater announcement, 351 
Threats, 177, 180, 193 
Tickler, 264, 265 
"Timely" letter, 327, 359 
Titles of office and honor, 19-22 
Trade news, 203, 291 
Trite expressions, 48, 49, 324 
Trust company announcement, 348 

Unity, in letter, 282, 294, 298 
Unjust claims, adjusting, 117 
Unsatisfactory goods, adjustment for, 
110 
claim for, 109 
Utility appeal, 338 

Vertical file, 381 
Visualizing the article, 207 

Women, letters to, 219, 220 

"You attitude," 221, 235, 236, 271, 
289, 290, 302, 303, 329, 331 
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